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HOLMES & EDWARDS 
SPRING SILVER 


$30 savings during April 
for every customer on 
any Holmes & Edwards 
active pattern including 
new “Romance” 























For the first time in 
Holmes & Edwards history 

a $110 value retailing 
for just $79.95 


What an opportunity to make sales ...a 
complete service for 8 of sterling inlaid 
silverplate .. . the best silverplate money 

can buy... just $79.95! 57 pieces including 

5 most-wanted serving pieces 
plus this handsome tarnish-resistant 
drawer chest with rich mahogany 

or blonde finish! Order now to 
have a profitable promotion! 













YOUR SHOW OF SHOWS starring Coca and Caesar presents this sensational offer to 22 million TV viewers a 
April 3, April 10, April 17, April 24. Plan to tie in now: 





Copyright 1954 — The International Silver Company — Holmes & Edwards Div.— Meriden, &" 
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SNAP-ON 
CARRING GUARDS 

A NEW OVER-THE-COUNTER ITEM 
WITH A READY-MADE DEMAND... 


q 


A NECESSITY FOR 


EVERY WOMAN WITH EARS 


d Manufac 


CHEEVER, TWEEDY & COMPANY, INC. 


North Attleboro, Massachusetts 





7 
7 


zy 


‘Comfysafe’ EARRING GUARDS are hollow-formed discs of stainless 
steel that snap onto the screw ends of earring fasteners. They pro- 
vide a non-slip grip that holds securely with only light pressure on 
the ear. NO MORE LOST EARRINGS, NO MORE PINCHED EARS! 
Every woman has been wishing for something like this, and will eagerly 
part with fifty cents for the comfort and safety ‘Comfysafe’ EARRING 
GUARDS will bring. You can sell her a set with every pair of earrings 
she buys, and for every pair she now owns. They fit all screw type 
earrings. 
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Each pair mounted on a tent folder 
(shown actual size) that will stand in 
your showcase. Dozen pair to a card 
(right) designed for self service. Price 
to the Jeweler, $3.00 per card. Retail 
50c pair, exempt from Federal tax. 


A. SAUER & COMPANY 
KON-ITE BLDG., CINCINNATI 2, OHIO 
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AVAILABLE NOW 
K-200 14K. Gold... $185.00 





AVAILABLE NOW 
K-300 10K. Gold... $150.00 
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AVAILABLE APRIL 
K-400 10K. Gold Filled . . . $97.50 


AVAILABLE MAY 
K-450 10K. Gold Filled. . . $90.00 


(with stainless steel back) 


AVAILABLE MARCH 
K-500 Stainless Steel... $71.50 


...WITH BUILT-IN 
RESISTANCE TO MOIS- 
TURE*, MAGNETISM 
AND SHOCK 


...designed in the Hamilton 
tradition to lead the field, 
to be what Hamilton jewel- 
ers everywhere have been 
waiting for...the ultimate 


in fine self- winding watches. 


Hamilton has them... your 
customers want them... 


because 


IT MEANS 
SO MUCH MORE 
TO GIVE, TO GET 


TO Sell 
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*4s long as watch remains in original condition 


Hamilton Watch Company + Lancaster, Pennsylvania 


FOR FEBRUARY, 1954 








after Feb. 1,1954 


will be located at its 


new offices and factory 


BENRUS WATCH COMPANY, INC. - FACTORIES: NEW YORK « WATERBURY - LA CHAUX DE FONDS 
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DIE-STRUCK 


Baguette hanks 


Cola tolam--Mmo)i-1(aal-1am Ol (-eosyiatla a sfoleltl-1n1-M aloha) <Mela-Men Zell (el o)i- 
in all 14 Karat White Gold, Two-Tone 14 Karat Yellow with 
White Sides, Palladium and 10% Iridium Platinum. 
Here, at last, are easy-to-assemble Shanks to take regular 





and tapered baguettes. Now, your production problems with porosity 
are gone forever, because, these KB Shanks are 
Precision Die-Struck. As with all KB Perfect Rings and Ring 
Findings, these Baguette Shanks reflect the unchallenged 
skill of KB master-craftsmanship—Order Now. 




















47111 Tr. 287/47111 Tr. 47114 Tr. 287/47114 Tr. 


FOR QUALITY LADIES’ & GENTS’ STONE RINGS —IT'S 
FALCON STONE RING MANUFACTURING COMPANY, Inc. 
Gs A DIVISION OF KARLAN & BLEICHER 
| » INC. 








pee ye ae 
188 WEST FOURTH STREET NEW YORK 1/4. ¥ OFFICES IN CHICAGO AND LOS ANGELES 
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© oe 
and Fast Selling 


Naturally this set is attractively pack- 








aged in the luxurious Simmons leather 
brown box 


This distinctive men’s set by 

Simmons — smartly crafted in heavy 

sterling silver — is one of the 

fastest-selling sets in the trade. Order your stock 


for Christmas now! 


ORDER BY NAME: 
SET SSMS #1244 


(SUGGESTED KEYSTONE $11.00 PLUS TAX) 


CUFF LINKS SSCL #124 
TIE CLIP SSTK #124 


R. F. SIMMONS COMPANY 
ATTLEBORO, MASS. 


MAKERS OF QUALITY GOLD FILLED JEWELRY FOR 80 YEARS 
SOLD THROUGH A SELECTED LIST OF WHOLESALE JEWELERS 


Canadian Distributor: 
JACK W. LEES, 44 King Street West, Toronto, Ontario 
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This higher fishtail-type setting is in perfect step 
with the current style trend. It is the highest we 
have made with straight sides. 


And, whether it is used singly in a shank, or to 
make two or three stone mountings, it makes 
assembling easier. 


Furthermore, its improved construction provides 
exceptional advantages: 


The diamond is held safely and securely by 
strong corner prongs. 


Bead corners and top give a neat, finished 
appearance. 

Light in weight, it combines beauty with 
safety. 


Made of 10% Iridium-Platinum, #839 Jewelry 
Palladium and Gold in 10 Stone Sizes from 14, to 
214 carat. 


BAKER & CO., INC. 


113 ASTOR STREET, NEWARK 5, NEW JERSEY 
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NEW YORK «+ SAN FRANCISCO 


CHICAGO + LOS ANGELES 





ALL SETTINGS, FINDINGS AND WEDDING 


POR FEBRUARY, 1954 


RINGS ARE 


DIE-STRUCK 












Now UNIVERSAL gi 
a NEW Scxsational 







this beautiful 3-piece 


SERVICE SET 


custom-designed to match the 


UNIVERSAL 
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$24.95 value for only $9.95 


Tray, Sugar Bowl and C ; ; 
ee ree MAKES SALES EASY! One look at this luxurious service set 
e Matches Coffeematic design and every customer will want it. And it’s theirs for only 
e Big 12% inch tray $9:95 extra when they purchase a Universal Coffeematic. 


Use one as a Coffeematic display on your counter backed up 
by the beautiful, full-color display card. Then watch your 
Coffeematic sales climb when you show them this big $15 saving! 


e Sugar bowl and creamer 
e Rich, chased decoration 
e Gold-lined interiors 


ob NOTHING TO STOCK—Each Jubilee 10-cup Coffeematic 
Y will contain a special offer certificate. Your customer merely 


INTERNATIONAL SILVER CO. sends it in with her check or money order direct to the factory. 


World's Largest Silversmiths Her Service Set will be sent postpaid. 


ASK YOUR DISTRIBUTOR how to get a Universal 


Service Set for Display in Your Store! 





LANDERS, FRARY & CLARK, NEW BRITAIN, CONN, 
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take your pick... 


Choose any ring. You can’t go wrong with 
BRISTOL styling and quality for BRISTOL 
price. Manufacturers of 18K Gold, 14K Gold, 
10% Irid. Platinum and Palladium Diamond 
Rings. 


your best buy is BRISTOL BRISTOL SEAMLESS RING COMPANY 


71 Nassau Street, New York 38, N. Y. 
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Priceless Heirlooms? 
rVsZ 


No, but they have a priceless heritage 7 2 
... they’re WHITING & DAVIS ‘ 
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\\ | | ti \( , 
. —_ new, they’re old, they’re good. 
They’re part of a quality jewelry line by a 
«\ | \ quality maker . . . crafted with today’s sure skill, 


slanted at a market of women with taste. 






Who better than Whiting and Davis to do 
such a job? Who knows better the niceties of 


detailing and hand finishing? Who knows better 
what women like? SY 
Obviously — nobody. Because Whiting and Davis’ celebrated mesh 


masterpieces have dazzled the fashion world for nearly eighty years. 





That’s why this jewelry line will mark you as one of the more dis- 
criminating dealers. WHITING AND Davis Co., INnc., Plainville, Mass. 


V 


HAND IN HAND WITH FASHION=SINCE 1876 
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BRUNER-RITTER, INC., 630 Fifth Avenue, New York 20, N.Y. 


We are prime contractors in the Defense Effort. 
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$25,000 “September in Paris” * 
Contest to Spur on Retail Sales 


SIONS HEN LOCK PROGR 


the 


. ~~ | Distributor Salesman | =| 
Top Retail Clerk wins - can win Paris trip, too | ‘ 


De Luxe Trip to Paris | : Matching the award to the con- it 


Forestville, Conn., Feb. 1. To _ fest’s winning sales clerk is an | fo 
stimulate sales of Sessions Clocks a identical deluxe week in Paris for r 
In 1954, a $25,000 ““September in i which distributor 
Paris’’ Contest for RETAIL igible. There will 
SALES CLERKS was announced 
’ Douglas Lapham, Man- 
the C ompany’s Clock Sales 
Division. 
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utor salesmen. 
The story of this new Sessions 
Contest will be told at Distributor 
Grand Prize will be an all- luncheon meetings in Chicago, 
“Xpense-paid completely deluxe . | St. Louis, Detroit, Denver. San 
week in Paris for two. Second and : Francisco, Cleveland. 
third prizes are all-expense-paid Be fidaaa gee Houston, New Orleans, Cincin- 
rips to New York or Los Angeles. : ae * nati, Hartford, Philadelphia, Bos. 
Runner-up awards, 1280 of them, ee at ton, New York, Atlanta, Pitts- 
total an additional $5,000 in retail | burgh, Baltimore and Miami. 
value. ’ : 
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NEW FACE OF 1954: Sessions 


**Mount Vernon” Banjo Clock. 


NEW BANJO BOWS 


Forestville, Conn., Feb. I. Ses- 


look for new sales in 1954. 

Named the **Mount Vernon,” 
its handsome case is in light ma- 
hogany colored wood and its face 
displays elegant Roman numerals 
On a clean, freshly-styled dial. 
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Sessions 195 4 Advertising Restyled “Bellaire” Alarm 
to be bigger. include Ty has enhanced Sales Appeal 


To introduce 


RLS SCS 8 


Newly designed with a 
tweed fabric-lik 
POpular ** 
higher sales in 1954, 
he face-lifting Promises to give 
alarm a greater 


1953 Was Biggest Year in 0 style-conscious 


clock buyers, A luminous version 


Sessions 121-Year History retails at $5.95 


Forestville, Con 


ut Of Session 
in major Markets is scheduled for 
the months ahead. 


NEW FACE on “Bellaire” alarm 
looks like nubby tweed fabric, 
“yf 
Ti ‘ i\, 
29 eas 


mechanical] innovations. Most im- 
Portant among the latter was Ses- 
sions New Thin Movement with 
fewer, finer, frictionless Parts, 

Sessions slower movement, with 
Permanent Lubricone lubrication, 
Supported Sessions Claim of longer, 
quieter life for its clocks, 





COPPER TONES make style 
news in Sessions “Coppersmith, » 
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CROTOS 
NIVADA GRE 


famous for the finest watches . . . since 1878 


first 
fashion inspired 
self-winding 
waterproot” 
ladies’ wate 
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GRENCHEN, 








nem ladies’. ‘nd watches offering EVERY 
profit-plus selling feature: 17-jewel 
precision movement— Trouble free 
self-winding mechanism— Dust proof— 
Shock resistant. The EVERLAST 
balance staff and mainspring 
are guaranteed for the life of the watch. 


(a) aouamatic/ts— Yellow gold-filled 
top, steel back. Price—$65.00 F.1.1. 


*as5 long as crystal is intact, case unopened. 
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CROTON NIVADA GRENCHEN 
404 Fourth Avenue, New York, N.Y. 


Please send sample Aquamatic A. [] B. 0 
€. [] and complete information about self- 














: winds. 
; ze (Cc) AQUAMATIC/ LB a ee oe 
—Fashion-first 
gold-filled flexible ls ge | | SRR RR ee a. far 
(pB) AQUAMATIC/L band, gold-filled ADDRESS Cea Dee sii 
—All steel case. top, steel back. te 
2g SPAEERES STATE Ree 








$59.50 F.T.I. $71.50 F.T.L. 
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JEWELITE. 


A new Superior 14 Karat White Gold 
and Palladium Metal. Possesses un- 
usual workability for Rings, Watchcases, 
Bracelets, etc. Contains No Nickel—Stamps 


and casts exceptionally clean. 
SUPPLIED IN ALL FORMS 











*TRADEMARK APPLIED FOR 


SETTINGS and SHANKS 
in PALLADIUM and GOLD 


SERIES 485 SERIES 570 








HONESTY ACCURACY 
KARAT REFINERS & SMELTERS JEWELERS 
cos  ° FOR HALF A CENTURY ° PALLADIUM 


Send us your Sweeps, Filings and Scrap 


JOSEPH B. COOPER & SON inc. 


25 West 47th St. @ Phone JUDSON 2-3095 @ # £xNew York 19, N. Y. 
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BOS The am Electric DATE MINDER 
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RETAILS AT ONLY G5 


Plus Federal Tax* 
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The Glock Hit of ’53 is your best sales bet for ’54! 


It’s the leader in the field! It’s backed by National Advertising! 
It?s your best insurance for Clock Department sales success this year! 


Beautifully styled, superbly crafted, the Its lustrous polystyrene case comes in flame 
famous Lux All-Electric DATE MINDER red, metallic bronze, antique yellow, or ice 
Calendar Clock is color-keyed for every white. Hour dots and numerals are raised 
room in the house — and for offices too! polished brass on off-white background. 


No. 5120 LUX DATE MINDER CALENDAR CLOCK. Size approx. 6” x 7”. Packed 12 per case. 


LIVING 


*West Coast prices slightly higher. 


COLORFUL COUNTER DISPLAY THE LUX CLOCK MANUFACTURING CO., INC. 


WATERBURY 20, CONNECTICUT 





me > 
be You’ll pull in 


sales when you 


put this eye-catch- 


: Petes Lee ing card on your ey, 
a? ‘ € emeg counter. Included ‘ 
| 4 FREE with each 
L sa eis , » order for 12 Lux \ 
‘iia “S Cal Clocks. 
Perea Calendar Clocks YOUR TIME-REMINDER LINE 


MAKERS OF ALARM AND NOVELTY CLOCKS AND THE WORLD FAMOUS MINUTE MINDER 
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Once More 
Honored by the Fashion 


cademy Gold Medal 
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New meteoric styling | 
for ladies’ 


Straight-end watches 


In tune with the demand for new wider bands with straight 
ends. Perfect with fast selling sport watches and straight-end 
round watches. Crafted with J-B genius for deluxe detail. 


Golden Triumph (2025)—Yellow Gold-Filled™..........Retail F.T.1. $9.50 
8061—Same as 2025 in Stainless Steel..........................Retail $5.50 
Lindella (2023)—Yellow or White Gold-Filled*..... Retail F.T.1. $9.50 


*1/15-12K gold-filled top shells, stainless steel backs. 
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stellar styling in a 
brand new version of the 


} 
iolden VV isp 
The dress-up design destined for 
rocketing popularity...a new, 
streamlined style in the famous 
“Golden Wisp” series of “‘tele- 
scope” expansions. Retail F.T.|. $7.50 


6097—Yellow, Pink or White? 


Other Wisp designs (right).. Retail F.T.1. $7.50 
6085—Yellow or Whitet 

6075—Yellow, Pink or White 

6094—Yellow or Whitet 


#1/15-12K gold-filled 
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More style More gold 















33% to 60% heavier layer 
of karat gold* than in the 
majority of leading bands 
sold at competitive or 
much higher prices! 
*1/15-12K gold-filled top shells, 
Stainless steel backs. 


]-B is first again with 
trend-settingstylesfor’54! 
Again...a demonstration 
of style leadership recog- 
nized by fashion experts 
and customers alike. 









tremendous vogue! J-B—first with band: 
for these favored watches—now styles a _ 
brilliant new series for popular “rounds.” 


Champion Shilling (8016)—Stainless Steel........Retail $5.95 


Golden Shilling (7016)—Yellow Gold-Filled* 
Retail F.T.1. $10.95 


Wellington (7014)—Yellow Gold-Filled™.... Retail F.T.1. $9.50 


*1/15-12K gold filled top shells, stainless steel backs. 


J-B bands are sold only 
through authorized wholesalers 


More gold  \ \ iS More wear More profit 


The heavier top shell of : oe < J-B superiority brings 
gold on a base of pure ‘i A. customers back for more 
nickel makes J-B bands Ly ao ... helps maintain the 
wear longer than other py hs jeweler’s fine reputation. 
bands by an amazing —<Lf as/ Every J-B band is fully 
margin — according to : guaranteed. You enjoy 


*1/15-12K gold-filled top shells, : | A | 
item ein | a nationally famous full profit protection. 


33% to 60% heavier layer 
of karat gold* than in the 
majority of leading bands 
sold at competitive or 
much higher prices! 





testing company. 


Litho. in U.S.A 





hoval Lancer 


Polished golden escutcheons add 
distinction to the Roval Lancer! 
Under the heavier layer of karat 
cold, pure nickel, best base for 
long life and corrosion-resistance. 


7017—Yellow Gold-Filled* Retail F.T.1. $9.50 


*1/15-12K gold-filled top shells, 
Stainless steel backs. 
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most glittering star in 
the fashion firmament! 


‘Diamond Lady” 


Glorifying the feminine hand 
...the golden circlet accented 
with a blaze of rhinestones. A 
precious look at a little price! 


Diamond Lady (6046)—Yellow or White Gold- 
Filled* Retail F.T.1. $9.95 


6047 —With hand set baguette rhinestones 
Retail F.T.1. $10.95 


S- 
4, 


Beautify 
Your Watch 


FREE! 7. | n 
“Diamond Lady” Display : \ & _— 
You pay only the cost of the : 
bands themselves! fy § Diadioncd 
Your cost $12.75 i t ie re 

e 


Your selling price . .. $30.857 - 


a 
tFederal Tax included : * 
% heating 
) : we 


“the only watch band ever ATTACHED TO your WATCH Pree 
*seeeees WHILE YOY WAIT 


JACOBY-BENDER, INC., 161 AVENUE 


Rear 
& “Sal selected for fashion’s highest award” ° 





; | wi ‘coat + nelle new ‘ie to profits! 
The famous J-B origination featuring inlays of 
genuine alligator set in golden panels. 


9004—Gold-Filled* with rust alligator inlays Retail F.T.1. $10.95 
8001—Stainless Steel with black alligator inlays Retail $ 6.95 


Dixie Darling (6086) Yellow or White Gold-Filled* Retail F.T.1. $7.50 
Golden Penny (2030) Yellow, Pink or White Gold-Filled*..Retail F.T.1. $8.50 


2031— Same as 2030 with straight ends, Yellow or White Gold-Filled* 
Retail F.T.!. $8.50 









Golden Coin (7020) Yellow or Pink 
Gold-Filled™............ Retail F.T.1. $9.95 


8020—Same as 7020 in all Stainless 
RP Ses pn Retail $5.95 


Monticello (7/012) Yellow or Pink 
Gold-Filled™............ Retail F.T.|. $7.50 


Edgecombe (8703) All Stainless Steel 
Retail $5.95 


7003—Same as 8703,. Yellow or Pink 
Gold-Filled™............ Retail F.T.1. $9.50 


*1/15-12K gold-filled top shells 
and stainless steel backs. 


JACOBY-BENDER, INC., 161 AVENUE OF THE AMERICAS, NEW YORK 13, N. Y. 











Hand Carved for 
the Hand Beloved 










The rare creative genius of designer Fred Barel has made his 






brilliant collection of Hand Carved Matched Wedding Ring Sets the most 











distinctive ... the most demanded in the field. Barel Bridals are 
capturing the hearts of discriminating brides and grooms 
because of their expert craftsmanship and magnetic 


; sales appeal. There’s nothing finer than Barel 
exclusively 





Bridals, truly beautiful beyond compare. 
designed by 


Sold Directly to the Retailer by the Manufacturer | 


Bick Fare? Mats Available Free Upon Request 


24-Hour Service On All Special Orders 





BRIDAL RING COMPANY, INC. « 87 Nassau Street » New York 38, ‘— 
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A RETURN TO 
SIMPLICITY 


® 
Celebrating 
Our 
Fiftieth 
Year! 









OF CHARACTER 

















Simple in Design 
Substantial in 
Weight and 
Beautiful in 
Finish... 


= are rings to please 
those whose taste runs to 
simplicity and dignity. Rings 
in keeping with the Goodman 
tradition of elegance... 
Rings which will appeal 
to Masons desiring simple 


rings of lasting quality. 






TS AVAILABLE 
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cash in on 


CROTO 





famous for the finest watches . . . since 1878 





A. BUCCANEER 
A Croton value stand-out! 
Chrome top, 
stainless steel back. 


89 A? ~ 


Paeatnentacoathnantooedtincad ae mek eee 





CROTON 
OPUS EON 






8. SPORTSMAN 


Chrome top, 
stainless steel back. 


$29.95 F.T.1. 


FOR FEBRUARY, 1954 


Measure a CROTON watch in terms of 
VOLUME-BUILDING VALUE. 


Measure the down-to-earth price tag against . 
the cost of any other watch on the market. 


What other watch is backed by these 
wonderful Croton selling features: 17-jewel 
movement—Certified waterproof*— 

Shock resistant—Dust proof. The EVERLAST 
mainspring and balance staff are 
guaranteed for the life of the watch. 


*as long as crystal is intact, case unopened. 











—_—_ aS ene 


CROTON WATCH CO. 
404 Fourth Avenue, New York, N.Y. 


Please send sample A. [] B. [J] C. [J and 
complete information about waterproofs. 


SIGNED | Sa 





STORE NAME seodbaes cece 

















Cc. VINDICATOR ADDRESS Pe 

All-steel case 
$39.95 FT. CITY 7 STATE 
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The power of LIFE 


...iIn PHILADELPHIA 


Mr. Oscar Kind, Jr. is president of S. Kind & 
Sons, the third largest cash jewelry store in 
Philadelphia. 


Since 1938, Kind’s has been located at one of 
the busiest spots in the city—at the corner of 
Chestnut and Broad. The store—completely re- 
modeled four years ago—is always crowded, and 
never more so than during the Christmas season 
just past. 


Much of this good business Mr. Kind credits 
to the power of advertising . . . particularly to 
the sort of advertising carried in LIFE for na- 
tionally known, nationally accepted brands. For 
example, advertisers of jewelry and watches 
spend more dollars in LIFE than in any other 
national magazine. 


He says: 


“We find that more and more of our young 
people are brand-conscious and that the maga- 
zine they most often refer to is LIFE. We have 
found it to our advantage to coordinate our 
merchandising with the current advertisements 
in LIFE. ‘Advertised-in-LIFE’ isa good endorse- 


ment for the product.” 


Oscar Kind, Jr. 


9 Rockefeller Plaza, New York 20, N. Y. 


First in readership 
First in circulation 
First in advertising revenue 
First with retailers 
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You'll draw customers 





from this Elgin exclusive! 


WHEN NEW ELGINS with the 
eh “Million-Dollar Look’ come 
== off the drawing board, you can 
expect more watch business in*your store. 


It’s another great Elgin spring promotion. 
It features new watch styles fresh from 
our exclusive studio of design, created for 
Elgin’s 90th Anniversary and priced to sell 
from $33.75. 

This beautiful spread of watches comes to 
LIFE March 1. Two sparkling pages—in 
glorious full color—give these handsome 


For what’s new in the watch business, watch 


MEMBER 





+r Elgin National Watch Company °* Elgin, Illinois 


new Elgins the “Million-Dollar Look.” 


Excitement-stirring TV announcements 

carry the story every week through 

March. These dramatic announcements 

present the ‘‘Million-Dollar Look,” im- 
: ag 

pressively. Big Elgin newspaper ads, too. 


Ask your Elgin salesman how you can get 
ELGIN’S COLORFUL MOTION DISPLAY. And 
watch Elgins with the “‘Million-Dollar 
Look’ draw more watch buyers for you. 


oY 


Every Elgin has the heart that never breaks, 
the guaranteed DuraPower Mainspring. 








ELGIN 
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At last a high-style G-E Electric Kitchen 
Clock at a budget price. Easy-to-read 
numerals. Charcoal gray hands. Comes 
in red, yellow, gray or blue. Crystal is 
shatterproof. 

At back, a convenient clip to wind up 
excess cord and get it out of the way. 
Special merchandising kit. Retail price 
—only $3.98.* 


New wood-case alarm in choice of three finishes: dark 
mahogany, light mahogany and birch. ? 

This smart addition to G-E Clocks has brown hands 
and numerals, gold-colored, sweep-second hand and a 
luxury look that makes it saleable for executive office, 
living room, den, playroom or bedroom. Special in-pack 
display. Retail price—only $7.98.* 





GENERAL @® ELECTRIC 


* Manufacturer’s recommended retail or Fair Trade price, plus applicable taxes. 
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NV. 0 W THE MOST PROFIT-PACKED 


BONUS PROMOTION YOU'VE EVER SEEN' 


THIS BEAUTIFUL BRACELET 
(GOLD FILLED - CULTURED PEARL) 


TO RETAIL AT °70,80::. 


with every dozen JEMS ear- 
rings you order — boxed in 
our exclusive shadow box 


This is one promotion you can really make money on! 
Every time you ring up $10.80 for a bracelet, it’s all 
profit — and every time you show JEMS earrings, your 
sales soar. You just can’t lose! 


ASK YOUR WHOLESALER to show you JEMS’ 1954 lines 
of 10 kt. and gold filled earrings and get in on this 
terrific bonus deal now! | 


FOR YOUR WINDOW FOR YOUR COUNTER 


ha Don't: forget—you can: still get La _ 
Ne these: ‘store-tested,: sales-proven = 71@ 
display ‘pieces: FREE: for: your 

windows ot counters from your 

focal wholesaler with:an:: un- 
usually small qualifying order 
“FIND OUT ABOUT Ti 
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Gold filled, cultured pearl 
bracelet complete with handsome 
velvet case given to you FREE 
with every order of one 

dozen earrings. 





ASK YOUR WHOLESALER to show 
you the wonderful new line 

of JEMS bracelets. Beautifully 
designed, expertly made and 
created to sell in volume. 


256 LIBERTY STREET 


JMS Jewelry Manufacturing Co. sccomics? New" seese 


WORLD’S LARGEST MANUFACTURER OF QUALITY EARRINGS 
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Perfect PomPoms Every Time 
for Free or Custom Wrap! 


Saves Time! Time study tests show an operator can wind 
60 to 65 bows an hour, 115 to 120 bows with one week’s 
experience. You can increase production to 135-140 bows an 
hour with the 2nd bolt attachment, available on order. 


Saves Material! No waste material because every bow is 
perfect—no throwaway yardage. Every inch on the bolt is 
used when you use the Satintone Ribbonette Bow-Machine 
—no loose ends to trim. 


Saves Money! You cut bow-tying and pack- 

age wrapping costs sharply. Now you can 

free wrap a package using as little as one 

yard for the bow. Deluxe bows for custom F R f F J ° / 
wraps also use less, cost less, in time, ma- = 5 pec id | Offer f 
terial and money. 


Set Up Bow-Machine Anywhere In Your 
Store. In the backroom, in the basement— receive the new Bow-Machine FREE! 
anywhere you have a little room to work 
and stockpile a box of bows. 


Make Plenty of Bows During Slow Periods 
You can build a regular inventory of pre- 
tied Satintone Ribbonette bows in different 
colors, sizes and finishes to fit free and cus- 
tom wraps. 


Keep Bows In Reserve for the Rush. Your (g¢ * 2 For % 
customers get their gifts wrapped much : ray 7 
quicker and your whole packaging cost drops ae . ee { 


Order 480 bolts of Satintone Ribbonette and you 


Act now! This offer good fora limited time only! 


considerably with pre-tied Satintone Ribbon- 
ette bows. 


SATINTONE RIBBONETTE BOW-MACHINE . — 
_ ee ‘ IZE 
IS GUARANTEED FOR A LIFETIME eee ensign 
CPS replaces all parts in need of change from normal use : “y : co ‘ ® 
: 4 specify alanine, 
CHICAGO PRINTED STRING CO. _ @ yrs . 
2300 Logan Blvd., Chicago 47, Il. PRODUCTION Jumps 207 “™? Vo thbonelle 
225 Fifth Ave., New York chasdadatcdardion rayon Gift Tie 
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d in beauty 


Fullest Range of Colors—Wide SA YD | : Be : 1 f 
Range of Widths—Same Lustrous oy fi — MAIL NOW...-TODAY 
Finish on Both Sides . . . and it Curls! 


Gift packages take on a new look of j Y | j 


to Chicago Printed String Company 
2300 Logan Bivd., Chicago 47, Illinois 
/ () Please send me more information on the BOW-MACHINE. 


/ [[] | would like to see a demonstration of the BOW-MACHINE 
as soon as possible. 


grandeur with Satintone Ribbonette. Made 
of gossamer-fine rayon yarn, Satintone 
Ribbonette is more lustrous, is softer, more £i' fi\ : 
pliable, holds its shape in beautiful bows. TONG i | NAME 

Comes in 4", ¥4”, Yo", 34” and 1%" widths, 44 \ \ 3 ri 
19 colors and three different finishes. The MP &\ * Sree ne 
same handsome texture and finish on both} % \ a%eewmmeed ’ ADDRESS 
sides. Order Satintone Ribbonette—as L 
thousands do—for prestige and profit. _ 
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i dare say 


I dare say this is unique. In small editorial type, your telephone. Only Waltham, through its whole. 


I’m announcing the greatest traffic-building salers, gives you the best turnover of any watch 
sales-making offer you could possibly make to line. 
your customers. That’s how I evaluate it. I dare And you make a good profit on this impossible-to. 


say that’s how you’ll evaluate it. 
Listen. Until April 15th (while 
watch sales ordinarily 
lag) the Waltham ) 
Gold Rush gives you 
the most powerful 


beat advertising special! You make full profit- 








top profit—on your other 17-jewel, 19-jewel and 





21-jewel regular price Waltham Watches that you 
will also sell.—_ Never before have you been able 
to feature at $19.95*—a 17-jewel watch 
of such high quality, bearing a name 
consumer-respected for more than 

a century! And, remember, Waltham 
Watches are nationally advertised: 


17-jewel watch, with “from $29.75 to $4,500”! With a $19.95 
Sa igi 5S, 
every Waltham quality LZ leader, the Waltham Gold Rush can’t fail 


feature, to be advertised BEA LGA to bring traffic—customers—into your store, 


advertising special 
in current history! 
A regular $29.75 




















at $19.95*! money —big money —into your cash register! 
Yes, $19.95*! (On April And right now when store sales have slackened, 
15th, these watches return to Without delay, call your wholesaler about the 
the maintained Fair Trade price of $29.75 FTI.) Waltham Gold Rush promotion. 


I dare say that never before has your wholesaler 

been able to offer you a promotion like this. Buy a \ 

representative stock and fill in as you need. Right IW ok” A on clu 
up to the last minute, your Waltham Wholesaler President, Waltham Watch Compaty 
backs you up with a complete inventory as near as 


*plus tax 


Niet teat: 


oad i. a 









Waltham Autochron No. 2436 7 
17 Jewels—14K Gold 
Self-winding $150 FTI. 





The Jeweler’s Watch .... Since 1850 
Waltham Watch Company *¢ Waltham “The Watch City” Mass. 
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Miss Marilyn Maxwell 


(7 ™ 


_, . Wears Her Favorite 


“Leading Lady” Flexible. 
The Fashion Choice of 
Hollywood Stars... 
_— Leading Lady Flexibles —— 
COLOR STYLED 


FOR 
SPRING AND SUMMER 


Everywhere you find glamour you'll find Leading Lady Flexibles. 


In narrow or wide styles . . . in the latest fashion-keyed enameled 
colors... no finer quality craftsmanship available — anywhere! 


SHOWN IS UNIT #4002: Six Extra Wide (114”) Leading Lady 
Flexibles in tailored and unique art-carved designs . . . in Hamilton 
or Rhodium finish, each bracelet individually boxed. 


UNIT #2804: Features similar assortment in 1” widths. 


Both units available in the following breathtaking spring and summer 
colors: rose red — snow white — robin egg blue — petal pink — and 
glamorous turquoise. 


Suggested Retail Price (items from both units) gift boxed — $7.50 
each (plus tax). 


Ask Your Wholesaler To Show You The New Spring Line! 
SOLD THROUGH WHOLESALERS ONLY! 








MANUFACTURING COMPANY 


PROVIDENCE, R. I. 
CHICAGO NEW YORK LOS ANGELES MIDDLE WEST SOUTH CABLE 


Irvin Fenton Lou Jacobs Al Trachman Sig Horovitz Bill Richards ADDRESS 
Highland Pk. 580 Sth Ave. 448 So. Hill St. Home Office Home Office Harwood 
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in itself is always fashionable! 


Though integral in the design of fine jewelry the 

character and beauty of chain in itself is ever acceptable. 

Graceful and feminine or boldly fashioned for men’s wear the 
superior craftsmanship of the chain maker stands on its own 

merit as a basic fashion ingredient. The cost of good quality 


chain is moderate ... the plus values outstanding. 





MACHINE CHAIN MANUFACTURERS ASSOCIATION 


30 
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ATTLEBORO, MASSACHUSETTS 
PROVIDENCE 5, RHODE ISLAND 
MAPLEWOOD, NEW JERSEY 
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$23 90 RETAIL 
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THE SUPER DE LUXE, the ultimate in completely automatic THE DE LUXE, most for the money. Outperforms all other 
toasters. Has no equal, at any price. Lowers the bread by stielf. toasters in its price class. Makes perfect toast every time. A beautiful 
Power-Action gently takes the bread right out of your fingers. \t lowers toaster that stays beautiful. Push-button crumb tray for quick clean- 

: bread, starts it toasting, and serves it up fast. Toast is always perfect ing. Large, cool handles. Extra-high toast pop-up makes small 
—light, dark, or in-between. Toast rises extra high. slices easy to remove. 


Among al first-line toasters. «. 


Only Toastmaster gives 
You the many benerits 
TWO modele/ 








The ‘Toastmaster’ Toaster has always merchandising. Gone are the days of 
had the greatest consumer demand. ‘Which toaster do you prefer?’’ Now, 
Hence this brand has always been within the confines of a single brand, 
easiest to sell. America’s most famous brand, you 





And since ‘“‘Toastmaster’’ is the can ask the more sales- -productive 
most-wanted brand in toasters... question, “Which ‘Toastmaster’ Toaster 
think of the added advantages to you do you prefer?”’ 
now of selling two models with this Remember, two ‘‘Toastmaster”’ 
famous name. Toasters mean twice the toaster sales 

Here is the only first-line brand on potential for you! 
which you can offer that always de- Stock, display, and promote both 
sirable merchandising feature . . . se/ec- ‘Toastmaster’ Toasters ...and you'll 
tion. Here you can trade up toa higher sell both in ever-increasing volume. 
ticket. And that isn’t possible on any But don’t wait to cash in. Surveys 
other nationally advertised toaster on the prove that 20% of all weddings occur 
market today! in the frst three months of the year. 

Yes, you can trade up... without Add to this big gift market the mil- 
becoming involved in confidence- lions of anniversaries, birthdays, and 
destroying brand switching. other gift occasions during January, 

You save time per transaction when February, and March. 
you concentrate your sales effort on Yes, the market is there! It’s there 

ft one brand. That’s true especially when now! Order both “‘Toastmaster’’* 
oon aw that one brand covers both ends of the Toasters from your distributor today. 
* TOASTMASTER” is a registered trademark of accepted- quality toaster price range 
McGraw Electric C ompany, Elgin, Ill. © 1954. Your money won't be tied up in TO OsTMastTeE re 





slow-moving miscellaneous toaster in- 
ventory. And every sale is at fu// profit. s ° 1 WE, 
Here is an entirely new era in toaster Bulomane OA RS 
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No matter what your ring needs may be you can be sure that your 


Goldstein-Gerson: jobber can meet your every wish. 

More than ever before, G-G mountings have definitely proven 
their SELL-ABILITY. You can depend on Goldstein-Gerson 
for the tops in new, brilliant consumer-appeal styling, 

quality manufacture to the tiniest detail and prices that 


make possible a liberal mark-up. 


DISTRIBUTION THRU AUTHORIZED WHOLESALERS ONLY 


? GOLDSTEIN » GERSON CO., Ine. 


The House of Fishtails 


MANUFACTURING JEWELERS e 130 WEST 46th ST., NEW YORK 36, N. Y. 
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OW...more than ever 
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- greatest money-maniny 
pyer created | vou‘: 


Imagine! 4 picture pages to hold photos of classmates, teammates, 
boy friend, girl friend, parents 
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and all loved ones... 
teen-agers will love it! 


FLEX-LET 


y/ TF, Li LIA 


ALBUM IDENT 




















not 1...not 2... | x sins , 
PAGES! : | 


66 












“Picture Frame’ 
gift box becomes 
an attractive 
easel-back 
picture frame 
when Ident 

is removed! 


Gwys.. 
for the Uys e ¢ (above) 


NO. 385—-White, Gh 


plus tax 
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retails 


NO. 395— Yellow, 135° 
retails plus tax 
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NO. 360 —White, 











actual size 






retails plus tax 


NO. 365— Yellow, 995 
retails plus tax 





CULL Wie 


teen-age promotion = 


aCe 


doors will be swinging... @& 
* we a P< *< ~— sf A ' 
register ringing $$$ ages 


FLEX-LET TEEN-AGE <<<" CONTEST! 


it’s so easy! Here’s how it works! 


1. Teen-Agers guess which 3 of the 10 photos shown on the big Don’t Delay! Order your Teen-Age 
17” x 22” poster in your window are sealed in the Idents dis- Contest Precnation Kit and Semen 
played in your window. 


2. All contestants come into your store for free entry blanks and 


check their 3 selections. HERE’S HOW YOU CASH IN! 


, 12 yellow and white Idents 
3. Once a week, on a given day you open the sealed Idents. (6 Boys — 6 Girls) 


4. Contestants who guess just 1 out of 3 right win a $1.00 gift 1 complete Contest Promotion Kit 
certificate toward the purchase of a 4-picture ALBUM IDENT! you sell the Idents for ? 
Should they guess 3 right, they win a $10.00 gift certificate. PLUS TAX 


It can’t miss! Teen-Agers will flock to your store! § YOUR PROFIT S6R<> 
You’ll start a craze that will spread like wildfire 
among the Teen-Agers in your area! 


Assortment today! 


THESE sick lt! aay wl IDENTS 


Lea J BE OPENED AT__ 





@ Contest entry blanks containing Come in now and get y 
10 photos and rutes free entry biank 

@ Special, compact window display 
to hold 2 sealed Idents 


WINSSS crrrirrcars 





@ 50 gift certificates 
for winners 





® ul 17” x 22” window poster featuring 
St photos, rules and prizes 


A FABULOUS ACHIEVEMENT — 
FOR ONLY 88%, 
help you OU asked {01 1 | 
agro (t completely ew Atyle 
mans oypoudion bom = 
prviced for. volume bales . 
profitable Aales' 





GOLDEN SQUARES 


? individual links ingeniously combine to Here, at last, is your golden opportuni 
create each multifaceted golden square of this replacement sales in tremendous volume 
unique band, designed especially to enhance cause Golden Squares makes the present I ¢ 
square and oblong watches! on square and oblong watches old fashiot ad 


no. 108—yellow gold filled top, stainless (0 
steel back. ; Retails, FTI. 


oe | 


“| : | LET fashion leadership helps you cre 


a 





ked- about new Dano. 


the strikingly handsome 


EXECUTIVE 


with curved or straight ends, for round 
or square watches. Each rich, bold, flexible 
end link is crafted in the manner of solid gold 
_ jewelry. Center expansion links are fluted to 


harmonize with the smart concave design of 
the end links. 


NO. 184—yellow or white gold filled top, 795 
_ Stainless steel back. Retails, FTI. 


because it’s a FASHION-FIRST'! 


iqued to Ak 0 
now Atyle thend 
Women's Wwateh bands 


ever before, so much fashion for so little. 
money. Completely daring with gleaming jet 


black jewel-tone inlays, imparting a new note 


of luxurious beauty to a smooth-fitting tele- 
scopic expansion band. 


no. 247 — yellow gold filled, top and back. ll 


Retails, F:T.I. 
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new! 


never before 


such irresistible appeal... 


they'll sell on sight! 


oa FLEXLET 


UNBELIEVABLY PRICED 450 95 
TO RETAIL FROM .....- T.1.TO @ T. I. 


and you get Keystone-Plus mark-up! 


So entirely new...so entirely different...that the 
women who buy for men and the men who buy for 
themselves will buy to give and buy to own—that 
means daily impulse sales, multiple sales... steady 
year ’round volume! 


CAPTURE THE JEWELRY BUSINESS THE 
HABERDASHER IS GETTING! 


STOP shoppers 
at your windows! 


BRING buyers 
into your store! 
with this 
dynamic, 
dramatic 





RETAIL BEAU BRUMMEL MEN’S JEWELRY 


9.951 WINDOW MERCHANDISING UNIT 


5.95T. | 


yet ... With your order for 
7.957. | | 24 assorted pieces or more! 


= Don’t delay! Order today! 













: help you 
™ CREATE 
me, sales... 


THIS FLEX=-LET GUARANTEE 


keeps your profits on watch band sales from shrinking 
... keeps them where they belong, in your cash register! 


Peeks 


3 





YOU PAY FOR FLEX-LET WATCH BANDS ONLY ONCE! 


With most other makes of bands, you have to pay out 75¢...$1.00...$1.25 
each time you send a band in for repair! With every FLEX-LET band you 
sell, you keep the full profit for yourself—you never pay for repairs! 

Jewelers know it’s these repair costs that eat up profits! 





RARELY A REPAIR — NEVER, BUT NEVER A REPAIR CHARGE! 


FLEX-LET’s powerful guarantee will clinch more watch FLEX-LET’s fabulous fashions will create more watch 
band sales for you today! 7 band sales for you tomorrow! 


Just one more ua 
example of what 
we mean when 
we say... 





FLEX-LET CORPORATION :; 520 Fifth Avenue, New York 36, New York - factory: East Providence, Rhode Island 


Printed in U. S.A. Copyright 1954, FLEX-LET CORPORATION 
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It happened in... 








BUFFALO, NEW YORK 








“Can you handle another store right now,” 
this was a call from a wholesale firm a few 
months ago. A retailer, about to retire, had 
asked them to recommend a reliable con- 
cern that would buy quickly. With our 
“Yes, thank you,” an appointment was made 
for the next day with Mr. Harlow K. Ham- 
mond in Buffalo, N. Y. Speed hadn’t been 
Mr. Hammond’s only requirement. Familiar 
with all-too-common liquidation sales, he’d 
“rather throw the money into the ocean 
than sell to the kind of people who might 
take advantage of his customers and 
friends.” The recommendation he had and 
our talk together gave him a thoroughly 
confident feeling. We bought the store at 
that first meeting and ran a liquidation sale, 
making Mr. Hammond welcome to stay and 
observe as much as he liked. He enjoyed 
this no end. Drop him a line, if you wish, 
and ask him for his personal comment. We 
know he won’t mind. You see, if you value 
a business reputation even after you retire, 
whom you sell to is important. 
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Stories from our 50 years‘ 
experience with truths of 
just as great significance today. 


<_anmenenananamnnnnnnnons 
Se 


FOR FEBRUARY, 1954 
33 








FOSTER GIVES YOU ULTRA STYLE 


: NOW YOU CAN DISPLAY TOP QUALITY, 
HIGH PROFIT FOSTER BANDS 

IN A DIGNIFIED YET DRAMATIC MANNER 

THAT WINS EXTRA SALES. 
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HIN COUNTER CARD PROMOTION 
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Shown here are 6 from the 21 Foster in-store 
display units available through your wholesaler. 


Ask him for our illustrated price list — catalog. 


It pays to follow a Leading Line = — 


- 24% Aa 4. s weadedanaseeeace ‘eu! 


Foster not only gives you a big range of rPADIINE Sach camamnanad 
weer eaessmee eal 
quality expansion watch attachments and jewelry Bes oa Mee vs 
at popular prices, it gives you sales aids that work | | | Ae eae momen ) 
for you constantly. When you’re at lunch, at meet- Weekeatieerent ' 
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ings, or selling other merchandise these modern 
display units (1) stop traffic, (2) lend a luxury 
atmosphere, (3) show merchandise, (4) quote 
prices and (5) create desire to buy. You make 
extra Sales all day long with a minimum invest- 


created for jewelers exclusively. 





ment. Put some of these modern, silent salesmen é A , 5 DALE Hebe bebobedebvtee/ 
of proven effectiveness to work for you. Your > Got TL Mp Ba Fa Ba ba baa ba be Aaa 
wholesaler is showing our great line for 1954. Be mS A) ils POCO) 

sure to order some of these modern displays <i . i ALAA CCL) 
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jobbing trades since 1910 
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Manufacturers of Gold and Platinum Watch Cases 
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THE SENSATIONAL SIMULATED PEARL 
PROMOTION SOLD BY JEWELERS ONLY 


SIMULATED PEARLS 
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unconditional guarantee for a year! 








YOU CAN SELL Kreisler with confidence, your customers buy 
Kreisler with confidence—because this unconditional guar- 
antee reflects the superior Kreisler quality that offers protec- 
tion for every watch! Yes, the longer life in a Kreisler watchband 
is like ‘“‘Life Insurance’’ for the watch it protects! 





Pens yest sa SB 


2 Top TV Personalities 


DAVE GARROWAY SHOW NBC-TYV Network, 


the country’s most important cities! 


KATE SMITH SHOW NBC-TV Network, 
starting week of March 29th, covering 
50 big cities, coast to coast! 
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NOW—you can show and sell Kreisler watchbands with a new 


for repairs! Now— Kreisler watchbands are better than ever—and 
they have a strong guarantee to prove it! 


BACKED BY the HEAVIEST 
AIR-TIME SELLING in the 


4 Hit Shows Every Week xm 





starting the week of March 29th, covering 





Now—no handling charges 
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fection because it 


he finest known. if it shoul 

of course), your watch- 
d without charge: 
ny circumstances, 
of normal wear, 


for mechanical per 


o| methods, t 
(yniess abused, 

it will be replace 
Do not, under a 
or more 


This Kreisler band is Y 
has been engin made un 
require repair 
band will be ser if no 
Take your watchband to your | send it directly to Us- 
send your watch. Should your watchband need servicing after a year 
a small charge will i repairable. 


JACQUE G. CORP.., North New Jersey 


S KREISLER MF Bergen, 


rT oa 
oe eS a 
. + 


ae of et 





CONCENTRATIO 
INDUSTRY Reaching vill People 


Every Week! 








tf , 
V and Radio-cover all these major markets: 





2 Hit Radio Shows 








MUTUAL NETWOR 
K, COAST 
“Mi k T0 COAST Atlanta D 
C : Baltim ayton 
e S ] 99 : _ D Milwauk 
y pl lane Birmingham et Noshville. St. Paul 
. i . 
4 PLUS —— Ft. Worth New Haven Louis 
The Fal a roe Gueudh Qaintd New Orleans pte Antonio 
con Returns” bette Grand Rapids New York Son Dieg 
ica an 
heard by millions on 492 stati Cincinnot Huntington Otome Ci Schenectady 
stations Cleveland Jacksonville Om og City Seattle Y 
Columbus Sennen Phile n : Syracuse 
Dallas meron no — Toledo 
Lansi urg 
Davenport hes Pe ' Portland, Ore pe 
GIV gS YO U pao ” Providence sae ; 
Memphis Richmond ee 
Miami Roanoke bec 
Rochester ae 
ungstown 


Koester benim 


FOR FEBRUARY, 1954 
39 














> 
. ‘aes “ee. "Ws ta 


> 


a s 
































b, 





















& 

& # 

* m 

eS & 

6 & 

° allou Pinch-Type Clutch Fastener - 

: 3 the Ladies’ tl 

: ts the Ladies’ Favortle ; 

° Although this Ballou clutch fastener was designed to stand the use and " 

e abuse of army life it is a ladies’ favorite because it saves fingernail breakage. « 

Released by an easy pinch on the wings. No moving parts. Inexpensive — 
° costs around 1¢ in 14” and %” sizes in quantity. Use it on your ladies’ scatter . 
e pins and occasional pins where a quick and frequent change is desired. Send e 
for samples. 

% * 

* e 

e Lhe Foundation of Good Jewelry e 
* 

. FINDINGS 

® SOLD TO THE MANUFACTURING TRADE e 

e B. A. BALLOU & CO., INC., 61 PECK ST., PROVIDENCE, R. I. e 
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To increase your clock sales 


DISPLAY *EM BIG! SELL ’EM FAST! 


_, SETH THOMAS | K A 
with sToP °N SHOP (| | R 


‘THE stop ’N SHOP CLOCK MART is your 
complete clock department on display. 
Its modern, wrought iron and tex- 
tured wood construction gives 
you a sturdy, permanent display —~ 
without waste space. In two * 

square feet you display up 

to 18 popularly priced, 
handsomely designed oid 
Seth Thomas* Clocks. oneal 
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of extra cost 


Get the CLOCK MART 


Here’s How: You purchase $75 (your cost) 
worth of Seth Thomas clocks—the models 
you prefer—from your regular distributor. 
This entitles you to purchase a Seth Thomas 


om THE CLOCK MAE to set up this exciting array of Clock Mart deal for $24.95. Included are 
eth Thomas clocks in a high-traffic spot. It’s the best 3 Prestige-E decorative wall clocks (your 
traffic-stopper ever designed — gives your customers choice of color) which you sell for $26.85. 


Thus, you own the Clock Mart free and 


easy inspection for quick selection. It’s like adding an leant 
ciear! 


extra salesman to your staff —for extra self-service sales. 
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Remember, the Clock Mart is completely self- 
liquidating. Ask your Seth Thomas distributor’s sales- 


man for full details or write to: Prices subject 
at ae notice. 
*Reg. U.S. 


Thomaston, Conn., Division General Time Corp. — 
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Shown at left; Assortment #302, consisting of attractive 
counter display and 18 hearts and discs. For engraving 
for Grandmother’s Bracelets and all other sentimental oc- 
casions. 


Assortment #302 in 1/20-12K G.F. 
$31.20 Keystone, plus fed. tax. 


Assortment #302 in Sterling Silver, rhodium finish 
$24.90 Keystone, plus fed. tax. 
AVAILABLE THRU YOUR WHOLESALER 


CARL°*ART inc 


PROVIDENCE 
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uR BIG DIAMOND SELLING IDEA FOR 1954 


| SAME SIZE DIAMONDS 
BUT WHAT A DIFFERENCE! 





sae PB OLD-FASHIONED RINGS FEATURE LOCK’S “MAGNIFIED DESIGN” 
: | oe ae > conceal diamonds. displays the FULL BLAZING BEAUTY 
THE LATE? OF DIAMONDS... MAKES DIAMONDS 
LOOK LARGER...LOVELIER INSTANTLY! 

FEATURE LOCK’S “MAGNIFIED DESIGN” 


MAKES THE SALE! 


=m NOW you can RESET your 
customers’ diamonds WITHIN 
TEN DAYS... quickly... 


PROFITABLY! 


12 SALES-PROVEN STYLES... 
available in white and yel- 
low gold ...in 3 DIFFERENT 


HEADSIZES ... A COMPLETE 
RANGE OF MELEE SIZES... 
specially selected to satisfy 
every style and price need! 





= Streamlines your RE- 
MOUNT SALES! 


“Tried and Proven” 
A PERFECT LOCK 


FREE! This exquisite Window Display pa a 
in swings 
Tray MERCHANDISES and SELLS ON SIGHT! 7 hy lea 
No extra overhead or operating expense! place. 


A Huge “REMOUNT MARKET” Is Yours! FEATURE LOCK Shows You How! ging; jock together 


.. easily...securely! 


A dynamic selling feature . . . a perfect lock . . . plus sales-creating advertising helps including: : 
Rings in perfect po- 


Newspaper Ad Mats, Window Streamers, Colorful Window Displays, Movie and TV Films and Slides, viina shaw dle 
Self-Mailers, Jumbo Mailing Cards available . . . all BACKED BY POWERFUL FEATURE LOCK uniniie t toll vlew 


at all times. Never 


L ADVERTISING reaching more than 100,000,000 readers! Contact your wholesaler today. S dos of ae bak 
: whether worn sepa- 
Rings enlarged to show detail. Pat. No, 2,507,348 and others. rately or together. 
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Your KE STENMADE Wholesaler 


Is Coming Your Way With the GREATEST LINE EVER! 


PLUS a Most Comprehensive 
Selection of 





KESTENMADE 


< PHOTO-IDENTS 





KESTENMADE 


PHOTO WATCHBANDS 





Popularly Priced 
for Mass Turnover! 


First in the field for distinguished 
design . . for the richness of quality 
and value that can build business 


for your store now! 


Tell Your Wholesaler 
“Send Me KESTENMADE”’ 


KESTENMAN BROS. MFG. PROVIDENCE 3, RHODE ISLAND 
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the most talked-about rIngs in America 


THE IMPROVED WED-LOK* has opened 
new horizons of profit and prestige for fine 


jewelers everywhere. 


ONLY WED-LOK* offers a large variety of 


designs... quality craftsmanship...and a lock 


with stm plified performance. 


IT’S A SNAP to unite Wed-Lok* ensembles! 
Press the rings together and they “click” into 
position. Spring tension does the rest —firmly 
holding the rings together. 


GA. 





THIS FLAWLESS LOCK perfected by 


Granat is guaranteed for lifetime performance. 


WITH WED-LOK* worn ring settings are 
virtually a thing of the past! The rings will 
not separate—will not shift—will not rub 


against each other. 


WED-LOK* is worth looking into. Why not 
drop us a note and ask our representative to 
call? He will bring you our 1954 line—the 
line that is making history from coast-to-coast. 





= 
Domporniy. 











QNMnifediing 


114 GEARY STREET, SAN FRANCISCO 8, CALIFORNIA 


’ 
TRADEMARKS REG. U.S. PAT. OFF. 
WED-LOK RINGS PROTECTED BY U.S. PATENTS. = 
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TO RETAIL 
FOR $19.95 


17 Jewel Waterproof, Shockproof in Stainless Back Chrome Case. 


Luminous Dial and Sweep Second Hand, Velvet Covered Box. 


Also available in All Steel and Yellow Top Case. 


JUST OFF THE PRESS 


Our 1984 Catalogue TOWNE WAR MPANY. INC. 


Write for it on your iMPOR TE Rs 
letterhead. 29 EAST MADISON STREET * CHICAGO 2, ILLINOIS ¢ RAndolph 6-304! 
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5 N. Wabash Ave. 
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Buffalo 11 


ELECTRIC CITY 
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Jeweler’s 
Touch 
Men’‘s 


Jewelry” 


JEWELERS Lot Che ig 





FREE LUMINOUS DISPLAY 


iy 


THRU YOUR WHOLESALER 





Designed and “ating 


E 


FOR THE JEWELER 


SO EXCLUSIVELY FOR THE JEWELER 
FREE MATS FOR YOUR USE — AND SO LOW IN PRICE 


/ 4 


Here is the line you've been waiting for — a new men’s line — designed for 
you and packaged for you. It’s a line the jewelers have been waiting for 
because it’s an exclusive line fashioned after more costly gold filled and 
solid gold pieces but for you to sell at a popular price. It has everything . . . 
fashion appeal, package design, and quality. All at the popular price. 

Don’t miss the first showing of this new line .. . See your wholesaler — he 
will show you the new 1954 Popular Priced Hayward line soon. Don’t buy 


until you see this new line! 
This new line does not in any way take the place of our regular 
Hayward Gold Filled and Sterling jewelry but is designed to com- 
plete the over-all price range, from the more costly to the popular 
priced men’s jewelry. 


EXCLUSIVELY for the Retail Jeweler No other sources will handle this -new 
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*“THE WATCHMAKER” 


The WATCHMAKERS 


Remember the first Rockwell? 


Of course you do. Everyone does. 

Every year he reminds all America of the fine 
service you offer your customers. 

And you tell us he’s done such a great job for you, 
we asked Norman Rockwell to create another 
warm and friendly picture...to tell your customers 
about you. To see it, please turn the page... 
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e’s a specialist in 
pleasant surprises 


A jeweler 1s really a very lucky man. In 
his profession, he plays a guiding part 
in so many happy moments. 

Think of the confidence you have in 
him. A new baby—and who helps to 
choose the silver cup? A long-dreamed- 
of promotion—and who helps pick out 
the fine Swiss watch? 

Who advises lovers about the ring? 
The same man who knows what most 
kids want for graduation (a really good 
Swiss watch), what Dad wants for his 


The WATCHMAKERS 








birthday and Mother for her anniver- 
sary. He’s the man who's responsible for 
so many of the pleasant surprises in your 
lite. He’s your trusted jeweler. 

No matter how large or small his 
store, he’s unique among the friendly 
merchants of your town—with his very 
special training, knowledge and ability. 
And he’s truly a friend of the family. 
For only an expert jeweler is qualified 
to counsel you when you shop for your 
most cherished gifts. 

That’s why we—makers of the world’s 
finest watches for three centuries — can 
give you no better advice than this: “For 
the gifts youll give with pride, let your 
jeweler be your guide.” 


OF SWITZERLAND 

















©1954 Swiss Federation of Watch Manufacturers 
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will be read by your best customers, 
right in their own homes. In fact, the total 
reader-impressions in your community will 
a o cover half the people. They Il read about you, 
this @ | e@e@ @ their Quality Jeweler, and the important part 
ae you play in their lives. And they ll remember 
this brand new painting by beloved 
Norman Rockwell, commissioned expressiy tor 


this message by [he Watchmakers of Switzerland. 





play... 








and this dis 
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will be seen by the very same 


customers, right in your store. 
It's a friendly reminder of the 
ad they've seen, reiterating 
the slogan: “For the gifts 
youll give with pride, let =| |) ain at ce 
vour jeweler be your guide.” 
What's more, this display will 
work the year-round, and that 
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will mean more friends, more customers, for you! 











FOR DETAILS ON 
THIS FREE DISPLAY 








please turn the page... 
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how to get your new 


Norman Rockwell display! 


Norman Rockwell has created another fine painting for The Watchmakers of Switzerland, 
which has been made into an unusual 3-dimensional display, beautifully framed. In tull, rich 
colors—13” wide by 1214” high by 2” deep—a practical, usable size for counter or window display, 
Also, 2 very useful side cards, in color, carry out the over-all theme. A perfect tie-in for next 
month’s Watchmakers of Switzerland advertising, and a very useful item for year-round display. 

This display is yours—free of cost. Just fill out the order card you will receive in the mail 


in the next few days. Your Norman Rockwell display will be on its way to you by return mail. 





LIFE Magazine, in March, with 


Where your customers mer a 


i LOOK M i . 1 Marcl ’ itl 
will read the new ~~ aia 
SATURDAY EVENING POST, in 


a 
Watchmakers of Switzerland March, with 19,600,000 readers 


THE FARM JOURNAL, in March, 


* 
Adve rtisement ; with 14.168,000 readers 
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Place this Quality Jeweler Display 


6 
How TO use this new where most of your customers and 
passers-by will see it most. Use it in 
® ra 
atc md ers 0 witzer an your best window... or just inside 
the door... or on a prominent eye- 
level ledge behind an important 


Display to your best stesso 


What better way to remind folks 


adva nta £ 7 that: “For the gifts you'll give with 
- , : ° ,* 
pride, let your jeweler be your guide. 
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Suggested : 
Retail Engraved Fishtal 
Price Sides 


$75 
$100 


MR. POLISHOOK GIVES YOU A STARTLING REPORT ON DIAMOND RINGS 


OMEN are your business! Sirice you 
W one: to them, it is essential that 
you know their likes and dislikes. Either 
they like your diamond rings and buy 
them—or you lose a sale. 

We, at Polishook, have the facts for 
you. For almost three years we carefully 
tabulated the actual over-the-counter ex- 
perience of hundreds of successful re- 
tailers, the daily reports of our salesmen 
and the market information of our 
diamond merchandisers. The result of 
this intensive research is our “Basic 
Diamond Ring Inventory Control” — 
a unique set-up of 76 mounted diamond 
ring styles in your bread and butter re- 
tail price range from $75 to $200. Take 


POLISHOOK’S BASIC DIAMOND RING 
INVENTORY CONTROL | 


Needlepoint 
Sides or 


Beaded camel | i 





AS enna 


another look at the chart above! Our 
survey proves, for instance, that you 
should carry a certain style six times 
as often in one price range as in an- 
other; or that you should stock almost 
twice as many styles in the $150 and 
$200 ranges as in the lower brackets. 
Our Basic Diamond Set-Up does all 
this automatically for you. It includes 
everything from one diamond bridal 
sets to 35 diamond bridal sets, each ring 
available with the center diamond of 
your choice. All in all, we offer you the 
76 best- selling ring styles—not too much 
—not too little—an absolutely complete 


selection, which can reduce your present 
inventory by 50%,_increase_ your dia- 


MANUFACTURERS OF “EVERYTHING IN RINGS” SINCE 1898 
3 FAMOUS NAMES ... “LLOYDS OF NEW YORK", “‘FIRST LADY", ‘FIDELITY’. 





SSE 

















mond profits through the soundest mer- 
chandising you have ever seen! 

The many jewelers who use our BDIC 
set-up are enthusiastic. Already it has 
proven to be the greatest success in our 
55 year history. There is a Polishook 
salesman in your territory. A three cent 
stamp and the coupon below can revo- 
lutionize your diamond business. Write 
today to 


K. POLISHOOK & SON CORP.- 
216 East 45th Street, New York 17, N. Y. 
Gentlemen: 
[] | would like to inspect your BASIC 
DIAMOND RING SET-UP. 


[] 1! would like your sample selection on 
memorandum, 
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Another S. R : (). Year 


Again in 1953, the “Standing Room Only” sign 
was out for Omega. 
Year after year, new sales records point to the 




















ever-increasing acceptance of this great watch — not only G 
1. in the United States, but in every civilized corner of 
4 the globe. 


For Omega jewelers, this is powerful confirmation 
of the success of the new Omega Selective Distribution 
Policy. Indeed, it gives real meaning to the Profit and 
Security Program which Omega offers its dealers, and 
commands in turn the attention of the entire jewelry 
industry. 

It is especially significant that these “‘box office” 


-——-——= < 
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results were achieved during a year that saw such wide 
expansion of plant facilities in Bienne, Switzerland, 
where Omega maintains one of the largest watch factories 
in the entire world. Even with increased production, 
Omega was still unable to meet consumer demand. 

Yes, 1953 was quite a year! And there is every 














reason to look ahead to the future with confidence, know- 
ing that another banner year is in prospect for Omega 







and its jewelers in 1954. 


OMEGA 


THE WATCH THE WORLD HAS LEARNED TO TRUST 














NORMAN M. MORRIS CORPORATION ¢ 655 MADISON AVENUE e NEW YORK 21, N.Y. 
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RAT DIAMOND BRACELET 
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14 KARAT DIAMOND WATCH ATTACHMENT 
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It’s Getting to be a Habu! 


1953 yipth 


In 19527. .for the fifttT consecutive year... LEWIN, 
WILLIAMS & SAYLOR placed more jewelry trade advertising than 
any other agency in the United States. The abilities and experience 
which support this unusual record may be of value to you in your 


plans* for the future. 


iF We invite inquiries from manufacturers in classifica. 
tions not competitive with our present clients. Salesminded advertisers 
| should find discussion of our method of “Balanced Advertising” 


FE extremely interesting. 


LEWIN, WILLIAMS & SAYLOR, iv. 


Advertising 


40 East 49th Street, New York 


Moe rt en nt ED: OO. F £1 Gas I N eae eas City fee Oe Se ee. Wee Citas. 





* 


The importance and value of integrating 
manufacturers’ advertising at the retail level 
are vividly presented in this issue of JC-K. 
Lewin, Williams & Saylor’s firmly estab- 
lished reputation in this field has been built 
on its demonstrated skill in producing for 
clients “Balanced Advertising” that pays off 
in sales success. How do your advertising 


plans for 1954 measure up to these standards ? 
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STOMERS Wits 


Duel Lock 


Interlocking Sets 
































| THE RINGS THAT 
LOCK WITH THE 
KEY TO HER HEART 


é- 
e 


RINGS ENLARGED TO 
SHOW DETAIL 











GO 
‘. Duet 
7 Lock Rings 
a : open when you 
: Yes, these masterpieces have the wont thei mei 





R advantage of a charming Sterling @aieemren 
4 Silver Key that women love separately 
f to wear as a charm — 


OO in 


: eC r 
| po ats a 
Lock "Two-Gether " 
when you want them 


INTERLOCKED 





—- 


~ NO PICKS—NO HAIRPINS — 
NO NAIL FILES NEEDED! 


KUSHNER ¢ PINES ING 


15 WEST 47th ST., NEW YORK 19 
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What every Jeweler wants! 














10 KT. Gold 


7 Z Ss 
a PLAINVILLE | 


Give your carded ear- 
rings a chance fo sell 
| . ‘ ye | themselves — they 
re a : 3 sae never will in that 
drawer under the 
counter. 


Every Jeweler knows how difficult it is to display carded earrings. 
Usually they are under the counter and only brought out and 
displayed when someone specifically asks to see earrings. 

That’s all changed now with this Free Plainville 48-pair revolving 
display. It’s not just another cardboard easel, but an exquisite, all 


wooden, carded earring display finished in natural and two-tone 


AT THE TOUCH Tee | 
The display itself is a touch of fashion sure to attract the eye of 
OF A FINGER 


every lady shopper and sell more earrings for you. 


HERE‘S HOW YOU GET YOUR DISPLAY 

ASK YOUR WHOLESALER — he will be more than glad to help 
you increase your sales of carded earrings with one of these new 
displays — absolutely Free with a qualitying purchase of 

PLAINVILLE earrings. 





Just a touch of the finger 
and there, 48 pair of beauti- 
ful Plainville earrings for her 
to choose from. Ask your 
wholesaler to show you the 
complete line of popular priced, highly styled 
10 Karat Gold Plainville earrings. 









PLAINVILLE STOCK CO. — PLAINVILLE, MASSACHUSETTS 
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: runs display ads 


Watches—Retail 


. 
2 


The telephone d 


the select 


The five class 
in 


Why Heffern 


Your local telephone bus 





Jewelers—Manufacturers 
Silverware 


9 out of 10 shoppers. 


| ‘yellow pages’ 
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‘Gem with the Wurning , = . 


FLOATING OPALS 
by | 
| OPALITE 
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The floating opal is a creation of perfectly 
matched portions of genuine opals, precision 
cut by master craftsmen, floating in a crys- 
tal clear tear-drop producing enchanting col- 
ors and set in fashion-wise pins, pendants 
and earrings in gold filled, sterling and 10 
karat gold. 


New and enchanting samples are being ship- 
ped to our wholesalers. Send for latest book- 
let, “Gem with Burning Heart — Floating 
Opals by Opalite.” 


O,alite, =. 


ie Gem with the Burning Heart” 
501 North 19th Street Philadelphia 30, Penna. 









































06 THE JEWELERS’ CIRCULAR-KEYSTONE 











WHAT MAKES I. D. WATERPROOF CASES | 
THE NO. 1 CHOICE? 



































It isn’t only because ay ee 
they're waterproof ...and 
will remain waterproof 
as long as the crystal 

is intact... 





It isn’t just because 
they’re thin, hand polished, 
mirror-lapped and styled 
to meet the most 
discriminating standards 
of taste... 


And it isn’t merely 
because of the hydraulic 
compression method 
which we pioneered 

in this country. 


But total up all these 
reasons. Add the 
acceptance of these 
American-made I.D. cases 
by leading importers, 
manufacturers, retailers 
and consumers. Include 
our 43 years of experience 
which is your guarantee 
that our cases are 
worry-proof. And then 
you'll know why I.D. 
waterproof cases are 
preferred over all others. 









CERTIFIED 
WATERPROOF! 


A famous independent testing 
laboratory (name on request), 
after putting the new improved 
I.D. Waterproof cases through 
the most exacting tests 
possible, certified 
these cases to be 
waterproof! 

























| 


| 
!.D. Waterproof Cases — and Only 1.D. Cases z| | 
use NANCA Shatterproof and Craze-proof C rystals 















I. D. WATCH CASE CAD., IN 4 Serving Watch Manufacturers and Importers Exclusively Since 1910 
General Office and Factory: 137-11 90th Avenue, Jamaica, L. I. * JAmaica 3-8700 


1. OFFICE: Joseph Dinstman, Paul Korman, 580 Fifth Ave., Tel. PL 7-6373 * CHICAGO OFFICE: William Bart, 29 E. Madison St. * LOS ANGELES OFFICE: Leonard J. Ravven 
215 West 5th St. * EASTERN AND CANADIAN REPRESENTATIVE: Dave Kay, 15 Maiden Lane, N. Y. 











As appearing 


s 











Prices approximate plus tax. Not authentic unless stamped Trifori. 








Des. Pat. Pend 
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NEW 


eth thomas 
Watches 











1532—'‘The 

Ballet’’—5 ligne, 

17J. 10Kt. G.F. 

case. Yellow or 

white with cord, 

$57.50t. Yellow 

with G.F. ex- with cord, 

pansion band, $49.50T. With 

$62.50T. matching G.F. 
expansion 
bond, $59.50F. 


1643—6%/, x 8 
ligne, 17J. Bezel 
is 1OKt. R.G.P.— 
S.S. back. Yellow 
or white with ¥ 
cord, $25.00...“ 
Yellow with 

G.F. expansion 
band, $29.75f. 








6932—Sel f-wind- 
ing, square Rotor. 
10Kt. G.F. case. 
S.S. back. 17J. 
Shock-resistant 
(Incabloc). Alli- 
gator strap, 
$67.50f. Expan- 
sion band, 
$71.50f. back. Sweep 
second. Strap. 
$39.75. Expan- 
sion band, 


8145—"‘The 
Graduate’’— 
Water-, shock- 
resistant. 17J. 
Incabloc. 10Kt. 


8133—Self-wind- 
ing, full-swing 
Rotor movement 
with Incabloe. 
Water-resistant. 


10Kt. G.F. top 
ond S.S. back. 


$71.50. 


Here are the newest in fine watches for 
1954. These exclusive designs and newest 
styles are priced modestly for volume 
sale to the vast middle market. And 
Seth Thomas guaranteed quality assures 
trouble-free watches and satisfied cus- 
tomers. You get full profit... your 
customers get full value. 


To help you sell more, Seth Thomas 
advertises these watches in SATURDAY 
Eventnc Post and Co..ier’s to reach 
more people in your own neighborhood. 
Turn these prospects into customers with 
your own local tie-in promotion. Write 
for our latest catalog. 


*Reg. U.S. Pat. Off. 
tIncludes Fed. Tax. Prices subject to change without notice. 








Get this prestige-building wall clock 


of extra cost 
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WATCHES 
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—imprinted with 
your store name 


Place it in your own store or use it as an advertising 
display in a local theatre lobby, school auditorium or 
other heavy-traffic location. It serves as a constant re- 
minder of the good name of your store. 


For full details on how to get this sales-building 
wall clock, see your Seth Thomas watch distributor’s 
salesman. 


R.G.P. case. S.S. - 
















the newest in fine watches 
et OMmAaS by America’s oldest name in time 


of Thomaston, Connecticut Division General Time Corp. 
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Actual 
Size 


U. S. TIME SUBMINIATURE 
PRECISION RATE 
GYROSCOPE 


1 inch diameter 
Less than < 2 inches long 
3 ounces 


Incredibly accurate—to 1 part 
in 100,000. Reaches synchro- 
nous speed of 24,000 RPM in 
15 seconds. Designed for air 
and marine controls and other 
uses. 


U.S. TIME... 
WORLD’S LARGEST MAKER OF 
MECHANICAL TIME FUSES 


These fuses made to detonate 
certain shells—must be strong 
enough to be fired from can- 
non, must have extreme pre- 
cision—2 second off can mean 
Y% mile miss of target. 





Think of it! An hour coast to coast by guided missile. This after- 
noon’s New York mail in Los Angeles this morning. Fantastic, 
but quite possible. Guided missiles are already in operation — 
their speed, range and other developments are secret — but work 
on them advances every day. 


Destined to play a vital part in the development of practical 
guided missiles is U. S. Time’s subminiature precision rate gyro 
designed by Sanders Associates. Its super-sensitivity actuating 
instantaneous response can maintain the trim and balance of the 
fastest guided missile. It is the smallest, lightest, most rugged pre- 
cision gyroscope in the world ...a truly American achievement. 


Timex wrist watches, made by U. S. Time, world’s largest manu- 
facturer of wrist watches, are also known for their durability and 
accuracy. Whether to tell time or guide a missile, U. S. Time pre- 
cision instruments are made with highest accuracy and strength. 


TIMEX 


*Stays waterproof and dustproof as long as crystal, crown and back are intact 
and, if removed, expertly replaced. 


U. S. TIME 
TIMEX MARLIN 


WATERPROOF*, SHOCK-RESISTANT 


Marvel of American manu- 
facturing, the Timex Marlin 
challenges watches 5 times its 
price. Revolutionary V-Conic 
Movement with Armalloy bear- 
ings for strength and accuracy. 
The waterproof* Timex Mar- 
lin shown with sweep-second 
hand and radiolite dial-— 
$11.98 plus 10% Federal 
Tax. One year guarantee. 





PRODUCT OF THE WORLD’S LARGEST MANUFACTURER OF WRIST WATCHES «+ S500 FIFTH AVENUE, NEW YORK 36 
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VERSAILLES PALACE , , * 





Reflecting the elegance of VERSAILLES ... jewelry by CORO 


Necklace $5, Pin $4, Drop Earrings $3, Button Earrings $2. 
On model: matching bracelet $5, hoop earrings $4. Prices approximate, plus tax. At all leading stores. 













JEWELRY 





Write for ‘‘Your Coroscope’’, a FREE booklet containing helpful jewelry hints. Coro, Inc., N. Y. 1 





© 1954. CORO. INC.. DESIGN PAT, PEND 


AMERICA'S BEST DRESSED WOMEN WEAR CORO JEWELRY 


AS SEEN IN MADEMOISELLE MAGAZINE 


‘Versailles’ by CORO .. . one of a series of advertisements that is telling and selling millions of 








CEI. CHAPMAN GOWN 


your customers in full-page color ads in the country's leading fashion magazines. It will pay you to 


stock CORO, THE BEST KNOWN NAME IN FASHION JEWELRY. 


e alz M7 Ormyo Of write ore A : 4 ' i¥ € 





here’s the - 


one line of 


nationally advertised 


that gives 


you 


full 50% 


FINE LEATHER STITCH 





With smarter styling...more features... 
NEWER features than any other line 

in the entire industry... with 
DOUBLE-YOUR-MONEY-PROFITS 

FOR YOU! 


Illustrated here is further proof that you 
can always count on CRAFTSMAN for 
those important extras that mean extra 

sales! Added to the many features that have 
made CRAFTSMAN “Citation” the out- 
standing value on the market, the 
“Citation” now comes to you with the 
famous “PASS-O-MAT™ bar...the exclusive 

CRAFTSMAN-DESIGNED bar that opens 

for easy addition or removal of windows! 
Another ‘plus’ from CRAFTSMAN the 
leader! Another reason why the 
CRAFTSMAN line... the double-your-money 
line...should be YOUR line, too! 


“Citation” billfolds from $5.00 

“Lady Citation” billfolds, with 

inside gusset change purse from $5.00 
Other CRAFTSMAN BILLFOLDS 

from $2.50 to $20.00 


CRAFTSMAN 


BILLFOLDS 
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NATIONALLY ADVERTISED in LIFE, ESQUIRE, 
HAADEMOISELLE and other leading publications. 


If you are interested in doubling your money... faster 
and easier than you ever thought possible...get in touch 
with your CRAFTSMAN distributor now! Or write for 
illustrated catalog and price list to: 


|, SMALLMAN & SONS CO. ¢ 47 West 34th Street © New York 1, N. Y. 
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PRICED FOR VOLUME SELLING 
alter amp KOBE Cultured Pearls 
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DIRECT FROM KOBE, JAPAN OFFICE 


Cultured Pearl Necklace Promotion 
Premium Bead—Knotted—14K White Gold Clasp 


TO RETAIL: $12.95 — $17.95 — $25.00 


ADVERTISING MATS available 











___ 


MLE? “omfel ‘creators of the unusual —as usual” 


SALES OFFICE & NEW YORK SHOWROOM 
1YAMAMOTO DORI 3 CHOME, KOBE, JAPAN * 608 FIFTH AVENUE, NEW YORK 20, NEW YORK 


63 











FOR FEBRUARY, 1954 















eS ee eee eee ——— 


Bi, Fm ctr Bs. 

















- Bicilicantilssinlieiiallicsibiciisess 


An Honest Confession ||| 





Dear Friend: 


An honest confession is good for the Soul. Well, here’s my confession. Business is slow. I know 
that’s a terrible thing to say. According to Hoyle you're supposed to say, “Business is good ... ; 
can’t take care of our trade . . . way ahead of last year,” and all that bunk. But the truth is, “Busi- 
ness is not good.” And, to top it all, I lost a big customer—a chain of jewelry stores. The owner : 
married a girl whose father is in the diamond business and the owner has to buy from the father. | 
On top of that, I sent a memo of diamonds to a customer; and now I can’t get the money—and can’t 
get the diamonds! 


Along about now you're saying to yourself: “What does this guy want—a donation”? Well, I sup- 
f pose in a way you could call it that. But, the way I figure it, I can do you as much good as you 
can do me. 





If you know me personally, you know I’m no Rockefeller. But you also know that I was born in 
the Diamond Business; that my father, grandfather. and great grandfather were in the Diamond 
Business; that the name “Pevsner” is as well known in Antwerp and Johannesburg as it is in the 
United States; and that this is my 26th year in the Diamond Business and that I have the finest 
Diamond-Import and Diamond-Cutting connections. Right now, you’re just about ready to throw 
this letter in the waste basket. But please don’t do it. Your waste basket is loaded already. Besides, 
only bills belong in the waste basket—not letters. 


Let’s say you buy about $10.000 worth of diamonds throughout the year. If vou could save 20 to 
25% on your diamond purchases, you would be ahead just that much. In other words you would 
make $2,000 to $2.500 extra for the year. If you use twice that much, you’d make $4,000; or half 
that much, you’d make $1,000 to $1,250. 


2 o— 


Suppose you are paying $250 a carst for halves and I can sell them to you for $200. Or suppose 
you're paying $450 for carat-sizes and I can sell them to you for $350. Or suppose you use inferior 
quarters for $130 a carat and I can sell them for $100. Or suppose you’re buying diamond rings or 
brid:1 sets for $50 a set and I can sell them to you for $37.50. Now you're saying to yourself, “This 
boy is off his rocker. How can I tell whether he can save me money”? Well, brother, [ll tell you 
how you can tell. Read this carefully and find out for yourself. 





Write to me and tell me what you'd like to see. A 2-carat stone for $600 a carat, one for $300 a 
carat? An emerald-cut, a 3-carat stone? Carats, halves, quarters, 10-pointers, diamond rings—any 
size you'd like. Tell me the approximate weights and price-ranges you want and how many you want. 


Here’s what [I'll do. 





ll send you a package on memorandum. You be the judge. Compare them with what you are 
| buying. If you don’t agree with me and with more than 1,000 jewelers, whom I’ve served. that I’m 
giving you a tremendous saving, send them back to me. You are not obligated to buy. But you'll 
never know—until you see for yourself. 





Remember one thing. You don’t always get the best buys from the biggest firms. Sometimes a little 
fellow like myself can do you a lot of good. Find out—write me. 


Send for a memorandum package today. You are not obligated to buy. 


You can bawl me out, cuss me, or call me a bum. But let me hear from vou. 


With kindest personal regards, 
ordi . 


LAN LN- 


Leo vsner 





| P.S.—We are closing out some diamond bridal sets LEO PEVSNER & CO. 
| which cost from $25 to $100 per set, at a 20% reduc- 5 South Wabash Avenue 
| tion. Some of these are in regular mountings and Chicago 3, Illinois 

| some are interlocking sets. Phone: FRanklin 2-2928 
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vl Handard for Fine Tableware NEW 
for 
the 
thousands 
of 


OP 2 











Dealers 
through- 





out 
the 
country 
who 
have 
lone 
SO well 
with 


FLORAINE Aine Fatlewme 


over for more > 














FLORAINE 


AL Handad fer Yine Jatleware 


Price Reductions far 1954 


Sharply multiplying sales volume make possible these price reductions: 


CHOICE OF 
CAKE KNIFE STEAK OR FRUIT KNIVES CHEESE KNIFE 
Cost $1.87'2 Each $7.50 $1.25 Each 
SET OF 6 BOXED 
Retail $3.75 Each $15.00 $2.50 Each 


FLORAINE, first with beautiful Porcelain Handled Tableware is by far the largest 
producer of this exquisite merchandise in the world. Competition, always quick to 
imitate, is still far behind—in quality, beauty of design, variety of styles and customer 
acceptance. 


FLORAINE guarantees to its growing thousands of retailers coast to coast: 


1. Hand decorated Bone China Handles 


World's finest Sheffield Stainless Steel, guaranteed 
unconditionally 


Sheffield Silver Plate guaranteed for 30 years 


- 


More and still greater price reductions 


Fast, accurate service 


Se Pw 


Generous breakage replacements at nominal 
charges for handling 


Liberal advertising allowances, local and national 


A host of exciting NEW items to give you many 
extra sales 


9. All items beautifully packed in silk lined gift boxes 


10. Liberal retail markups alertly policed to protect 
your profits 


11. Free advertising helps — black-and-white, and 4 
colors in mats and plates for your use. 


> 


Send for Price List. We will cooperate with you to help make 1954 your most profitable 


year. 
Some retail territories still available for exclusive distributorships. 


A. E. LEWIS & CO., Inc. 


15 WEST 45TH STREET NEW YORK 19, N. Y. 
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Teague. Easy-to-read forecast 
dial. Finished in two tones of 
brass. Large figures. $18. 


GE IEE 


A 
Taylor has a present 


Toronto, Canada. 


|| for EVERYBODY! | 


| 


HE Taylor line of precision instru- 


‘ t 
<Oh 


eee 


| ments includes something for every 
- + j i taste and every pocketbook. Just put these 
i ae q/ handsome instruments where the buying 
oS” 4 public can stop... look...and buy! To be 
: | sure you have an adequate stock for every 
7 occasion, we suggest you order from your 


nn 










The handsome Elmont Barometer 


This York Pendant weather fore- wholesaler immediately! Taylor Instru- 
caster and room thermometer ; 
was styled by Walter Dorwin ment Companies, Rochester, N. Y., and 


has hand-rubbed mahogany case 


with brass trim. STORMOGUIDE’ 
dial gives specific forecast for every 


pressure change. $10. 











Taylor’s famous Indoor-Out- 
door Thermometer tells 77- 
door and outdoor tempera- 
tures from indoors. Comes 
in bothivory and walnut plas- 
tic, 914 inches high. Takes 
only a few minutes to install. 
A practical gift. $7.50. 








66 


Combination Clock Barometer tells time New “Picture Frame” Combination Barom- 
on one dial, barometric pressure on the eter makes a great “business” gift. Fits 
other. Hand-rubbed mahogany case, pol- beautifully in any office. Brass base Beige 
ished brass side brackets. Retails at $25. plastic case houses barometer, tempera- 
(plus $2.50 Federal Tax). ture and humidity units. $10. 


Any sailor can avoid “soupy” 
weather with this sporty 
Ship’s Wheel Barometer 
built for desk or wall. Exclu- 
sive Taylor STORMOGUIDE 
dial predicts coming storms. 
Beautiful hand-rubbed wal- 
nut case with brass spokes 
and bezel. Just $11. 


*Reg. U. S. Pat. Off. 


Taylor Luslruments MEAN 
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Canton HUMIDIGUIDE* Combination tells 
both room temperature and humidity. 
Sparkling plastic, white figures and 
chrome plated easel. 414" x 272”’. $3.75. 


ACCURACY FIRST 
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here’s how to 





You name it, Naomi’s 
got it! Ring Locks and Ring Guards 

for men or women... any size, 

any shape. All expertly crafted of 

quality materials...including 

RHODIUM, the precious metal that is 

. durable and non-tarnishing. 
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the new naomi-lok 
a DOUBLE RING LOCK THAT WORKS! 


Here’s a ring lock that Aolds wedding sets together. . 





safely, securely. NAOMI-LOK prevents wear between rings. 

Easy to attach. No sharp edges. Hand polished 

: in white or yellow 14Kt. gold. Now available in new 
extra large size. A sure-fire sales winner! 


AVAILABLE AT NAOMI CERTIFIED MATERIAL HOUSES & WHOLESALERS 


SPECIAL BONUS OFFER! 2 DOZEN NAOMI-LOKS FREE 


with every dozen you buy 








ee atete 
SOR 


2 Resse = 


This coupon entitles you to 14% dozen #12 NAOMI-LOK Ring Clasps for the price of 1 dozen, in 1/20-12Kt. 
white or yellow gold filled. 


Bring this coupon to your wholesaler, buy 1 dozen NAOMI gold filled ring clasps and receive the % dozen free. 
Please fill in your store name and address below: 





Mr. WHOLESALER: We will redeem this 





















NAME _ coupon for 4 dozen #12 naomi-lok ring 
STREET clasps in 1/20-12Kt. GF, at no extra 
charge. Kindly mail direct to our fac- 
CITY & STATE tory or give to our sales representative. 
(Not negotiable and not redeemable in any state or locality where the issuance or 
redemption of coupons is prohibited, limited, taxed or regulated in any manner.) © 
' 1954 GOOD INU SA ONLY ISLAND RK 
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"ELECTRIC CLOCK 





new SWIRL 


only 398 


plus tax 
CHERRY RED ~- NAUTICAL BLUE 
JONQUIL YELLOW - CHARCOAL GREY 








Special twin-value offer 





NEW! LOW PRICE! 


6-clock display card 
Uelech 2U0N 


bea ms 





SWIRL and DORM 


merchandising kit contains this colorful display! 


Kit includes: display (that holds all colors of Swirl and both Dorms), 
streamer, ad reprint, display suggestions. 


accurate silent ,,.— 
+ ¥ 


. : Ps 





DORM 6-alarm er FRE B se swit cscs or aor 


all ready to set up and sell! 


Total retail value . . .... 526.88 


Your cost complete with display . . 17.99 
Your profit. ..... 3 8.89 
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12 Dorm (6 plain and 6 luminous) 

















' 
you more in 





GRACEWOOD 


WAS +938, 
5 
NOW only [98 


plus tax 
(blond, maple, mahogany finish) 








Price reduction 
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MS Cfelechion 


AiARM 


with LIGHTED DIAL? 


colorful counter display card, 10” x 10”, 


3 ILLUMINETTES each 


retail plus tax 


from OW 
to BRIGHT 


free when you buy g 9 & | & 








Ten million Television Viewers 


as Dave Garroway Tells Viewers about Telechron electric clock Top Values 








on TV’s Terrific Vehicle “TODAY!” Tuesday, Wednesday and Thursday mornings 





beginning March 2 on 48 NBC-TV stations plus local TV announcements 





in Seattle, San Francisco, Los Angeles, Salt Lake City, Denver! 





Other Telechron clock ad Vantages: Top Visibility in Top Vehicles: Life, Saturday Evening Post, full pages, 4 colors! Also FREE tis-in ad mats with copy! 
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NOW, with over a quarter million sets mass-produced, mass P 
tested, mass proved, THE STORY STAYS THE SAME! ¥ 


No Motorola PLA Chassis 
Ever Returned for Service! 


ane? 
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“Moterla <—) - f/ PROGRESS 
i a a REPORT 
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#2 




















= 


s 
7 &ée ce eee 


PROGRESS 
REPORT 


#3 





ne more proved r 


is first in radio — why Motorola 


Better See The Motorola TV Hour on ABC-Ty, T 
“IV, Tuesd 


= Motorola Radio 


WORLD'S LARGEST EXCLUSIVE ELECTRONICS MANUFACTURER 


"Golden Voice” and “PLAcir” Reg. T.M. 


ay nights in most Cities, 


70 THE JEWELERS’ CIRCULAR-KEYSTONE 


2 a 
hav 











a 


ee 


3 3 ¥. ; a : or , 4 
; é' : Bet: Regan : & Ps 
% ; : : i Seah a rs 
Sees os > : % 
ico i e — 
eeeeens "ie, 
ad ay, georrrr” 
ee 
. Wag 
OF ; 
a 
Ma 
Vain, 
~~ 
"Me, 
oe 


COMPLETE OUTFITS AVAILABLE, 
CONTAINING THE FOLLOWING: 


} +30 STEREO CAMERA 

| «FLASH ATTACHMENT 
+40 STEREO VIEWER 

+10 PHOTO FLASH BULBS 
+ 2 FLASH BATTERIES iH 
+2ROLLS KODAK 127 FILM | 
+ FINE STEREO ALBUM 

+ DELUXE CAMERA BAG 

+ INSTRUCTION BOOK 


COMPLETE, 7 43 h 
SELLS FOR 


THE WORLD Wt LIVE 4. PART VR 


CREATURES OF THE SEA § 


e 3-D STEREO CAMERA 
e FLASH ATTACHMENT 
e 3-D STEREO VIEWER 
e DELUXE CAMERA BAG 
e INSTRUCTION BOOK 


COMPLETE, 4 Q39 


SELLS FOR 











Nationally Advertised 
Coronet 3 D means volume sales 
12 months a year. We'll help you, 
with counter and window displays 
and sales-compelling newspaper 
mats, in addition to our hard- 
hitting mass -consumer 
advertising program. 


| 


THE ROOSEVELT YEARS. 
AN MOISCREET DIARY 
gy Hascid igkes 


URY, 


sweeping 3 D trend — give them wha 
in gifts for grads, birthdays, holiday 


vacations... givethemCoronet3D. 





es 


aS ‘ | ‘ ws - 
TOGR ORDER! Sik concen eee 


3-D CAMERA CORP., 151 w. 25th St., New York 10, N. Y. 


Gentlemen: Please RUSH the following: 
Coronet 3-D Camera Outfits: 
$24.95 OUTFITS $19.95 OUTFITS 
(My net cost $16.25—any quantity) | (My net cost $12.67—any quantity) 
Additional Coronet Viewers to retail @ $1.98 
(My net cost $1.25 — any quantity) 
[] Coronet 4-color Counter & Window Display 
Coronet Ad Mats: $24.95 OUTFIT $19.95 OUTFIT 
[]2coltumn []3column | []2column [] 3column 
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8439 — $6.75 DOZ. 


eo e282 424 £42 


severe s7e eft @& 





| seunietias.  fowslerse 


2nd Floor - Hippodrome Building 
_ Cleveland 15. Ohio - Phone MAin 1-61 56 






1459 — $13.50 D0OZ. 
NECKLACES 


SUCCESS 
of the season! 


SPRING 
BLOSSO 


fashion jewelry 


by bob henfield 


Here’s the promotion that leading stores everywhere are fing 
so successful, they are already reordering! 

Your sales will shoot up quickly, too, when customers see 
your display of ‘‘Spring Blossom’’ costume jewelry... 
dainty plastic petals, set with brilliants and encrested in 
gleaming golden metal. A complete selection. . . adjustable 
necklaces, matching bracelets, pins, earrings, and 

cuff links ...in a bouquet of gorgeous spring shades... 
Poppy Red... Cloud White... Horizon Blue... Jonquil Yellow. 
Truly beautiful ‘‘Spring Blossom”’ jewelry captures 

the exquisite beauty of a spring garden. 

Write, wire, phone your order today for sample selection. 


$1S$2 $33 rer 


8440 —- $6.75 DOZ. 
EARRINGS 























THE TRULY MODERN JEWELRY STORE MUST BE AIR CONDITIONED 
 , SL SBD 





MAKE THE HOT MONTHS MORE PROFITABLE MONTHS 


modernize with CHRYSLER AIRTEMP 










ee tHE LAST WORD 
tu modem 
AIR CONDITIONING! 

























More and more frequently, men and women go out of their way to seek 
out the jewelry store which offers the refreshing comfort of air conditioning. 
A clean, cool, air conditioned atmosphere will win new customers for 

you. It will add to the air of refinement, confidence and dignity so important 
to your business. And you will find customers buying more than just one 

e item, because they shop more leisurely and more carefully in the comfort of 
your air conditioned store. Your employees will be more courteous, 

more alert and more efficient. Your store can be kept sparkling bright 

with less cleaning and redecorating. 











But get the Jast word in modern air conditioning for jewelry stores. 

Buy Chrysler Airtemp! “Packaged” air conditioning was pioneered by 

Chrysler Airtemp in 1937. More Chrysler Airtemp “Packaged” Air Conditioners 
have been sold than any other make. And only Chrysler Airtemp engineering 
gives you such important features as the super-efficient, super-quiet 





| i | 


a 


Sealed Radial Compressor . . . “Maxi-Fin” Coil for more effective cooling .. . 
“Airfoil” Grille to direct the air exactly where you want it by means | 
of adjustable vanes . . . greater cooling capacity . . . more compact, 
space-saving design. Send coupon now for complete details! “Packaged” Air Conditioners 
in nine models, 2 to 15 H.P., 
meet most cooling needs. Other 
cGiat OR NT op Chrysler Airtemp products for 
* Guaranteed by % all systems of air conditioning— 
Good Housekeeping a complete line to suit every 
N25 sevranste HED requirement. 
JCK-2-54 





Airtemp Division, Chrysler Corporation 
P.O. Box 1037, Dayton 1, Ohio 


I’d like to know more about Chrysler Airtemp Air Conditioning. 


Ur AIRTEMP 


HEATING e AIR CONDITIONING 
for HOMES, BUSINESS, INDUSTRY 


Airtemp Division, Chrysler Corporation, Dayton 1, Ohio 








Phone 





> 
2 & § 

s.060Uté«<C 

a 


Zone State 
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BOOKS.... 
Our book department offers the following list of selected works pertaining to 
the JEWELRY and KINDRED TRADES, subject to editions being ‘‘in print'’ at the time 
orders are received. We can supply tities from leading publishers. All prices 
quoted are net. No accounts opened for book purchases. Books sent post-paid 
anywhere in the United States. 
For the Gem Expert, Connoisseur and Student of Gemology 
GEMS AND GEM MATERIALS $6.00 STORY OF THE GEMS $4.00 POPULAR GEMOLOGY $4.75 
Drs. Kraus & Slawson H. P. Whitlock R. M. Pearl 
STORY OF DIAMONDS $1.85 GEM IDENTIFICATION CARDS $7.50 
A KEY TO PRE TON 50 - ; ° 
Li Speer yg a ad Ma et ag Milt Dain 
GETTING ACQUAINTED WITH MINERALS $4.50 Robert M. Shipley THE Fleet — $6.50 
George L. English HANDBOOK OF GEM IDENTIFICATION $5.00 ae aes — 
REVISED LAPIDARY HANDBOOK ” a 55.99 MINERALS $4.75 
J. H. Howard B. W. Anderson, B.Sc., F.6.A. Edward Wigglesworth 
A ROMAN BOOK ON PRECIOUS STONES $6.75 GEMSTONES $8.50 DIAMOND TECHNOLOGY $10.00 
Sydney H. Ball G. F. Herbert Smith Paul Grodzinski 
For the Jewelry Repairer, Engraver, Designer, Plater and Enameler 
JEWELRY MAKING & DESIGN $8.95 METALCRAFT AND JEWELRY $3.25 HAND-MADE JEWELRY $3.25 
Rose & Cirine Emil F. Kronquist Louis Weiner 
JEWELRY REPAIRERS’ HANDBOOK $1.25 PRINCIPLES OF ELECTRO PLATING AND JEWELRY, GEM CUTTING & METALCRAFT $4.50 
J. G. Keplinger ELECTRO FORMING . $7.00 W. T. Baxter 
—. — APPLIED DESIGN $25.00 Blum & Hogaboom meee — $3.00 
. A. Jako ouis e Millenet 
TESTING PRECIOUS METALS $2.50 
oe x “7 ENAMELING $4.25 C. M. Hoke aa 
. Pac , , 
REFIN THE JEWELERS” DICTIONARY $6.00 Murray Bovim Cloth Bound $3.75 
x — METAL WASTES $7.50 (New Second Edition) Paper Bound $2.75 
i via THE TRADE MARKS OF THE JEWELRY & 
GEMS AND JEWELRY TODAY $10.60 pie Me BRM 
~~ Marcus Baerwald and Tom Mahoney KINDRED TRADES (New 6th Edition) $7.50 
(Special 18th Editien—Paper Cover) $2.50 3,033 RETAILING IDEAS $3.95 A HISTORY OF JEWELLERY, 1100-1870 $17.50 
19th Edition—104 Pages—flard Cover $6.00 Emanuel Lyons Joan Evans 
For the Skilled Watch and Clock Maker, the Apprentice and Student 
PRACTICAL BALANCE AND HAIRSPRING THE SCIENCE OF CLOCKS AND WATCHES $5.00 PRACTICAL COURSE IN HOROLOGY $2.75 
WORK $3.50 (2nd Edition) Harold C. Kelly 
W. J. Kleinlein A. L. Rawlings, Ph.D. INTRODUCTORY COURSE 
RULES & PRACT! ICE FOR ADJUSTING WATCHES $3.50 HOROLOGY $4.50 ON CHRONOGRAPHS $2.50 
W. J. Kleinlein J. Eric Haswell, F.B.H.I. KNOW THE ESCAPEMENT (New Editions $5.08 
PRACTICAL BENCHWORK FOR HOROLOGISTS $5.00 THE MODERN CLOCK $4.95 Barkus Watchmakers 
Louis and Samuel Levin Ward L. Goodrich MODERN WATCH REPAIRING & ADJUSTING $3.00 
SCIENTIFIC TIMING $4.50 PRACTICAL NOTES FOR THE WATCHMAKER $3.50 Bowman & Borer 
Charles Purdom (French-English Edition) MODERN METHODS IN HOROLOGY $2.50 
KEYSTONE WATCH REPAIR RECORD BOOK $2.75 G. A. Berner Grant Hood 
WATCH ESCAPEMENTS $3.50 PRACTICAL WATCH REPAIRING $5.00 THE WATCH REPAIRER’S MANUAL $6.00 
Dr. James C. Pellaton Donald De Carle Henry B. Fried 
On Silver for the Jeweler, Collector and Antiquarian 
THE SILVERSMITH’S MANUAL $4.50 THE PRACTICAL BOOK OF AMERICAN SILVER $6.00 THE STERLING FLATWARE PATTERN INDEX 
Bernard Cuzner , en sell on 1953 Edition 
ENGLISH SILVER (1675-1825) soo pe $4.00 Without Binder $15.00 
Stephen G. C. Ensko and Edward Wenham S. B. Wyler With Leather Binder $20.00 
a 
_ THE JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd Street, New York 17, N. Y. 
Check of money order must accompany all orders. De not sead cash. Prices subject to change without notice Ne books sent on approvel. 
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PRODUCED AMAZING PROFITS FOR XMAS! 
A Guaranteed Sensation For Easter! 


Beads Contain Water \* 


FROM THE " ‘\ 3 


Miraculous Fountain 2 
at Lourdes 


Jewelers Made Huge Profits for Christmas! 
Order Now for Fabulous Lent, Easter and 
Marian Year Sales! Take Advantage of New Low Prices! 


The entire world knows how the sick, the blind and the crippled come by the 
thousands to visit the famous Shrine at Lourdes, France—and how many of 
them have actually been cured of their afflictions. No wonder Catholics cannot 
resist a rosary which, for the first time, brings them this precious water from 
the Fountain at Lourdes, sealed in the 2nd, 3rd and 4th (Hail Mary) beads! 
Every Catholic will appreciate what it means to pray to the Blessed Mother and 
at the same time touch beads containing water from the spring created in Her 
presence. Jewelry retailers were amazed at its sales . . . made tremendous 
Christmas profits. Now—for the biggest, most profitable Lent and Easter imagin- 
able—stock up with the Lourdes Rosary. 





New Low: 
Prices! | 










PATENT 
PENDING 





THE EXACT PLACE WHERE =| 0 MM 
ST. BERNADETTE SAW THE VISION | MMR 


OF THE BLESSED VIRGIN MARY! wa 























om 


Model #326BSC (white) or Model #670S Mens—genuine 
326BSB (sapphire) Ladies— black coco beads, engraved 


white or blue sapphire fire- 
polished 7 mm. crystal beads, 
engraved sterling silver cross, 


sterling silver cross, center- 
piece and soldered sterling 
silver chain. 21” long. $54.00 


centerpiece and sterling sil- per doz. Retail, $8.98. 
ver soldered chain. 20” long. 
$54.00 per doz. Retail, $8.98. 








Model #226SC (white) or 226SB (sapphire)—White or Blue 
Sapphire fire-poiished 6 mm. crystal beads, highly polished 
plated cross, silver-plated centerpiece and soldered chain. 19” 





Display Cards 


long. $21.00 per dozen. Retail, 





Model #500— Milky white 
lucite beads with silver- 
plated cross and centerpiece, 
soldered chain. “Our Father” 
beads have subtle blue tinge. 


20” long. $30.00 per dozen. 
Retail, $4.98. 
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$3.49. 


Model #300—Rosary Brace- 
let—Milky white lucite beads, 
one bead contains Lourdes 
Water. Miraculous Medal 
with blue background. 814” 
long. $21.00 per doz. Retail, 
$3.49. 





and Mats 




















of the Miracle at Lourdes. 
These rosaries will appeal 
to every Catholic in your 
area ! 


JOBBER INQUIRIES INVITED 





SS $ 


See Your Jobber or Order Direct 


INSPIRATION GUILD, INC., dept. sc-2, 10 West 33rd Street, New York 1, WN. ¥. 
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nen other lighters fail fo work 
emember, Zippos guaranteed 
| To make them smile again 


















You’re probably all too familiar with the service and 


UNIQUE SERVICE— repair troubles that follow the sale of many lighters. 








| 
IN THE BAG! Often the so-called guarantees fall apart as fast as the 
Rugged, dependable Zippos seldom lighte rs themselves. 
need service. But when they do, 
ncaa cn vila scenic Contrast this with the Zippo guarantee. It means just 
these repair bags and we do the ; 
rest. We furnish you with the bags what it says: 
free. The owner encloses his Zippo 
and sends it direct to us. We put it Guaranteed to work forever! 
into perfect working order and re- 
ee eee There are no “ifs” or “buts”—no qualifications. And 


a penny of charge. 


we have backed this guarantee for twenty years and mil- 
lions of lighters with a unique service policy that relieves 
you of all service and repair problems. Read at the left 
how it works. 


Naturally, we can only make a guarantee like this 
stick because beautiful Zippos are so superbly designed 
and soundly built. You can handle them with real pride 
. .. with great satisfaction to you and your customers. 


GUARANTEED TO WORK FOREVER 2Z!PPo ManuFACTURING COMPANY, BRADFORD, PA. 


In Canada: Zippo Manufacturing Company, Canada Ltd., Niagara Falls, Ontario 
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CROSS JEWELERS, Portland, Maine, carrying on a large and varied FRIENDLY, COURTEOUS SERVICE is greatly emphasized by the 


jewelry business, has gained firm control and protection with their National printed, itemized receipt. 


National System. 


“Our Zlalional System 


saves us more than *3,000 a year... 


repays its cost every 9 months!” 


“‘We are manufacturing jew- 
elers, specializing in fraternal 
emblems sold largely through 
mail order catalog. In addi- 
tion, we operate a retail jew- 
elry store,”’ writes Mr. Lin- 
wood S. Cross, Treasurer of 
the Cross Jewelers, Portland, 
Maine. ‘‘Here’s why we 
strongly recommend a Na- 
tional System for our type of 
business. 

“Our former method of rec- 
ord-keeping proved unsatis- 
factory. We wanted a simple, inexpensive system of 
controlling such factors as raw materials, finished 
merchandise, men, money, and several kinds of taxes. 
We found such a system in your National Cash Reg- 
ister, equipped with separate accumulating totals. 

“Our National System gives us complete control 
over all phases of our business operation, and has 
accomplished all we expected of it. Besides eliminat- 





MR. LINWOOD S. CROSS, 
Treasurer, Cross Jewelers, 
515A Congress St., Portland, 
Maine. 





ing certain office expense, it gives us a complete 
mechanical audit of our daily activities within ten 
minutes after closing time! 

‘‘The saving we realize through our National Sys- 
tem totals more than $3,000 yearly.”’ 

No wonder the Cross Jewelers are enthusiastic! 
Their National System paid for itself in less than 9 
months, then went on year after year, adding $3,000 
or more annually to their profit. Their experience is 
not uncommon among jewelers. 

Find out how your store can benefit. Call your 
National representative today. Ask him to make a 
survey of your business. Have him explain how you 
can get protection that saves money, as well as infor- 
mation that makes money. 


*TRADE MARK REG. U.S. PAT. OFF. 
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CASH REGISTERS + ADDING MACHINES 
ACCOUNTING MACHINES 


THE NATIONAL CASH REGISTER COMPANY, vayron 9, ono 
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Every jeweler will find profit-making power in 
the knowledge of terms and terminology of the 


jewelry trade which are authoritatively explained in this book. 


It contains an invaluable wealth of information essential to THE JEWELERS 
Jewelers, Watchmakers, Gemologists, and all others seeking rege 
information pertinent to the Jewelry and allied industries. 

265 pages jammed with authoritative, factual information. & 

More than 4500 word-and-term definitions, many of them 0 oO 
clearly illustrated. Complete comparative table of Interna- 

tional ring sizes. Eight full-page plates illustrating over 125 Hard Cover Bound in Rich 
varieties of stone cuts. Facts on Sterling and Plated Silver- Blue Cloth with Gold 
ware. A table listing American Watch sizes and enlarged views Stamping 


of Watch parts PLUS a trilingual vocabulary of horological 
terms. An explanation of Gemstone characteristics, tables of 
weights and measures, Wedding Anniversaries and lists of 
Birthstones. 












ORDER 






AUTHORS 
Dr. Frederick H. Pough . 


Former Curator of Gems and Minerals of 


he American Mu f Natural Histor , 
eee et Bewra,tTHE JEWELERS’ CIRCULAR-KEYSTONE : 
Santen -ad | 100 E, 42nd St., , 
Bowman Technical School ' New York 17, N. Y. : 
C. M. Hoke . 
; Rey wes. Ghani ‘ 1 Please send me a copy of the revised JEWELERS’ ! 

ewei'ers ecnnica vice 0. 

Joseph D. Little | DICTIONARY. Enclosed find $6.00 ! 
Authority on antique silver, both sterling and 1 
Sheffield as well as modern plate and sterling. : er aes: Peet is enclosed 
; 
A limited quantity 1 Money order ........... is enclosed : 
° 
available - : 
i BS cc we cee eee eee sees eereeeeeseeeseereeeeesses " 
Check or money order must ; 
accompany all orders. | IE oo. cee sss ioeeahieetnawkantdeene eae | 
DO NOT SEND CASH 1 a eee P. O. Zone No......... State .......--; | 
of 
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Your Basic Merchandising Kit 
on Palladium 


...to help you get the full benefit 
from our customer advertising 


Use these sales aids to remind your customers that you sell 
the distinctive rings and jewelry created in palladium. For 
more and more of your customers are reading full-page, two- 
color advertisements on palladium in such publications as 
Harper’s Bazaar, Charm, Glamour, Seventeen and Mademoi- 
selle. 


Here are the traffic-building sales aids you will receive when 
you send for this free Basic Merchandising Kit. A set of 
interest-arousing newspaper mats...two attractive display 
signs, easel-mounted for use in windows and on counters... 
a booklet, ““Radio, Palladium and You,” describing our record- 
ing of four top-flight, one-minute commercials ...6 copies 
each of the booklets, ‘“‘Palladium, A Precious Metal of the 
Platinum Group” and “The Eight Precious Metals.” 


Additional copies of these informative, sales-stimulating 
booklets can be obtained for your own mailings by using reply 
card enclosed in the kit. 


So mail in the coupon today. We will also send you a copy 
of “Palladium Jewelry and Where to Buy It.” 













should see ber heirloom now’, 
in its Deautifel new palladium setting £ 
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a precious metal of the platinum group 











Tie in with our consumer advertisements 
by showing this metal-faced palladium 
sign. Feature it prominently, in your 
window and counter displays. It’s in- 
cluded in your Basic Merchandising Kit. 


Platinum Metals Division 
THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall Street New York 5, WN. Y. 


FOR FEBRUARY, 1954 


Platinum Metals Division 
The International Nickel Company, Inc. 
67 Wall Street, New York 5, N. Y. 


Please send me without charge your Basic Merchandising 
Kit on Palladium. 





Name 





Name of store 
Address 
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Longines ts the only watch in 





: history to win 10 Grand Prizes 
7 | and 28 Gold Medals in important 
; competitions at World’s Fairs— 
+ Longines 1s the only watch im 
{ "ae ri 6 ~~ history to win First Prizes at the 
; 7 jf | Ne four Government Observatories 
# Washington, Kew Teddington, 


Geneva and Neuchatel — 


Longines 1s correctly called The 
World’s Most Honored Watch. 


LONGINES-WITTNAUER WATCH COMPANY, INC. 


NEW YORK MONTREAL GENEVA 


She World Mast Goonored laich 
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THE JEWELERS' 


IERCED ears fit for a queen! 

That could be the advertising cry 
of the leading ear piercer in London. 
This unusual specialist, Cyril Wilkin- 
son, has pierced the ears of Queen 
Elizabeth, the Queen Mother and the 
Duchesses of Kent and Gloucester. 
By being rarely seen in public with- 
out earrings, Queen Elizabeth has 
stimulated the already popular style 
of wearing them, particularly earrings 
for pierced ears. 

Time reports that 30 per cent of 
Britain’s earring wearers now have 
pierced ears as contrasted to only 
five per cent two years ago. Mr. Wilk- 
inson says that he now is piercing ten 
times as many ears as he did two 
years ago. All this makes British 
jewelers very happy, for women with 
pierced ears usually become perma- 
nent earring customers. Jewelers are 
not worried that earrings will go out 
of style. 

Since English women are quick to 
copy the Queen, Britain’s earring 
business is enjoying new prosperity. 
Sales of one of the largest earring 
manufacturers have climbed 400 per 
cent this year, and factories in 
Birmingham, center of earring man- 
ufacturing, are nine months behind in 
production. Another stimulus to the 
earring craze in Britain is that lead- 
ing female television personalities in- 
variably wear earrings and vie with 
each other with unusual styles. 


British TV star Elizabeth Allan wore 
miniature antique snuffboxes dan- 
gling on a slender chain. 
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Stud and hoop earrings were the 
fashion at first. The current style is 
drop earrings, with single pearl and 
rhinestone pendants. One source of 
supply for earrings in Britain is 
antique shops. As the earrings are 
for pierced ears only, many women 
call in the ear piercer so that they 
may take advantage of antique styles. 


© © 
_ England is enjoying its 


earring fad, earring activity has 
not been idle in this country. We are 
referring to lost earrings at the United 
Nations in New York. More earrings 
are said to disappear at this inter- 
national spot than anywhere else in 
the world. Earrings insist on falling 
off the ears of women delegates and 
women visitors when they put on 
headsets to listen to translations of 
the multi-lingual debates at the U. N. 
They lead the field in strayed prop- 
erty at the U. N., and several crates 
are full of earrings at the lost and 
found office. 

It seems that it would be better 
procedure if lady delegates had their 
ears pierced, making it more difficult 
to lose earrings. In any case, a lady 
couldn’t lose her earrings in a better 
place than the U. N. For if she 
doesn’t claim them, they aid in a 
good cause. Unclaimed articles are 
auctioned off among U. N. secretariat 
workers twice a year. Proceeds are 
then donated to the United Nations 
International Children’s Emergency 


Fund. 
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A two-carat diamond ring once 
turned up lost at the U. N., also. How- 
ever, it was reclaimed. 


© © 


<Q” fashioned selling, most people 

will agree, is a thing of the past. 
Jewelers, like all merchants, have to 
keep up with the times. However, old 
fashioned touches in an ultra-modern 
store are not amiss. 

For example, jeweler Ralph M. 
Fava, Paterson, N. J., has a store that 
glitters with mirrors, modern fixtures 
and illumination. Yet, near the en- 
trance to his modern store are two 
old fashioned candy jars, 24 inches 
high, filled with candy. The old fash- 
ioned jars are remembered with nos- 
talgia by older customers, and the 
candy, which is offered by the host, 
is appreciated by everyone, particu- 
larly children. 

Such courtesy makes customers feel 
they are at home and are welcome, 
which, of course, is not old fashioned. 
But Mr. Fava’s use of the jars lends 
an old fashioned touch to this cour- 
tesy that is distinctive and memorab!e. 


© © 
peAneLy has a new public official 


been so quickly or under such 
dramatic circumstances been called 
upon to perform his duties as was 
Lester Ingram, jeweler at Lamarque. 
Texas. A scant three and a half hours 
after he was notified he had been 
elected town marshall. he was called 
upon to investigate a burglar break- 
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7 Re Ae . Take a good look at Goldsmith Brothers’ 
| Chicago plant. We've recently increased 
our capacity for service by adding adja- 

cent acreage and floor space. We never 
quit making refinements in our refinery 
and refining procedures. That’s why we 

can recover every grain of value for you 

from your old gold, silver, platinum and 
plated scrap. We have continued to sat- 

isfy shippers for 87 years...so you also, 

can ship to Goldsmith with confidence. 
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SMELTING & REFINING CO. 


111 N. Wabash Ave., Chicago 2, Ill. 74 W. 46th St., New York 36, N.Y. 
DETROIT OAKLAND 
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ing into a place of business. Yes, 
that’s right! It was his own jewelry 
store. We are happy to report that 
his new badge and swift arrival on 
the scene scared off the burglar. 
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_ you ever seen a familiar 
face without being able to place 
it, and then discovered it was a sales- 
person in a store where you had been 
shopping? Everyone has, and this 
woman customer will recount her ex- 
perience as one of the most unusual, 
for two people had to travel half way 
around the world to bring it about. 

The lady was shopping at J. E. 
Caldwell & Co., Philadelphia, and be- 
gan to stare rudely at the salesman 
who was waiting on her. She was 
completely mystified about something. 
Feeling somewhat embarrassed, she 
finally smiled and said, “You know, 
last summer I bought a watch in Lu- 
cerne, Switzerland, and the salesman 
looked exactly like you.” The sales- 
man astounded her by declaring he 
was the same man. 

His name was Alan Henn, son of a 
well established English jeweler. He 





was learning the jewelry business by 
working with retailers that the En- 
glish firm considered top jewelry 
stores in the world. 


o © 
AILROADING can be a hazard- 


ous occupation and sometimes 
it creates peculiar hardships for the 
railroader’s watch. Take the railroad- 
ers who run the many commuting 
trains that serve New York City. On 
these trains, more railroad men’s 
timepieces are damaged by com- 
muters than from any other cause. 
The commuters, who are always in a 
great hurry, keep snagging coat but- 
tons in conductors’ watch chains, tear 
the watches loose and send them shat- 
tering. It’s all accidental, of course, 
and simply in the tradition of haste 
associated with commuter trains. 
Our authoritative source for this 
information (via the New York 
Times) is Joel Stern, who is a jeweler 
located near Pennsylvania Station, 
and he should know since he numbers 
many trainmen among his customers 
and has been an official railroad 
watch inspector since 1912. 
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“First I'd like you to meet our credit manager!" 
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We have been reading in the 
newspapers about the weighing 
ceremony of the Aga Khan on his 
birthday, in which this year he will 
be given his weight in platinum by his 
loyal following of 6,000,000 adher- 
ents of the Ismailia sect of Moham- 
medanism. This expensive weighing 
ceremony has also taken place on 
previous birthdays with diamonds 
and gold to balance the Aga Khan’s 
weight (around 240 pounds), all of 
which adds up to an impressive dol- 
lar figure. 

Inasmuch as the Aga Khan has a 
fortune of nearly a billion dollars and 
a present annual income of 20 to 
$25,000,000, the weighing ceremony 
attracts considerable publicity as part 
of the wealthy set-up that the Khan 
enjoys. Much of this publicity is 
anti-Aga Khan or implicitly so. Since 
his huge income is derived from his 
followers, each of whom pays him an 
annual sum, the expensive weighing 
ceremony effects a number of people 
as being just too much to add on top 
of everything else. 

Though we’re not taking sides, if 
there are any to be taken, we would 
like to tell the rest of the story that 
is usually not reported. According to 
Laurence Greene in Coronet maga- 
zine, the Aga Khan promptly returns 
to his people all the money from the 
weighing ceremony in the form of 
grants for the building of schools, 
hospitals and other good works. The 
Aga Khan also says that he retains 
only 10 per cent of his total annual 
income for his personal use. 


© © 


OST of the outside inventions or 
improvements chalked up by 
watchmakers have been practical 
ones, such as the steam engine, the 
linotype and sound motion pictures. 
But they also can be found in the 
delicate art of fine music. 

A maker of violin bows by the 
name of Francois Tourte, referred to 
as the Stradivari of bowmakers, lived 
in Paris between 1750 and 1°35. He 
improved many of the details of vio- 
lin bowmaking, and today a good 
Tourte bow sells for from $1,000 to 
several times that figure. Monsieur 
Tourte was originally a watchmaker, 
and he brought to the art of bow- 
making all the skills and precision 
operations which he kad learned in 
the watchmaking trade. 
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by WINIFRED PARKER 
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High, wide and handsome bracelets that the knowing woman will wear on each 
wrist like Armilla of Queen Elizabeth at her coronation. Also note the hoop 
earrings! The publicity of this Trifari jewelry was published over 130 times. 


—_ is a great wave of fashion news 
being sent out constantly by jewelry manufacturers to 
newspapers in every part of the United States. And 
because fashion is news and the public loves to read about 
it, retail jewelers have a chance through this medium to 
cash-in on a lot of free publicity. 
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Diamond Bracelets Sea Las There are many different ways in which jewelry manu- 
cepted po See : 
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facturers invest money in fashion; ways that are passed 
along to retail jewelers like gifts to be used freely and 
at will, and one of the most valuable is the news spread 
of fashion. However, fashion publicity is free for 
jewelers only because manufacturers spend important 
amounts of money to ensure its success and coverage. 
It is part of a highly integrated fashion program and is 
closely tied-in with national magazine advertising and 
with every promotional medium. 
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TIE-IN WITH FASHION NEWS 


Here was a novelty, the "Diamond Daisy Chain” bracelet. . - . 
You start with o single diamond, center set in a flower- Jewelers are in the expedient position of being able to 


like setting. The release hit papers all over the nation. cash-in on fashion news simply by spending a little 
effort, but all too often they miss the opportunity by not 
recognizing the value. We want to call your attention 
to several easy ways by which jewelers can use fashion 
publicity for their immediate benefit and also expand 
the manufacturers efforts to a degree which will result 
in greater profits for the whole industry. 


2 mists ic ae 


First, let’s take a quick look at the publicity program 
as it originates with the manufacturer. Newspaper 
editors are interested in style news about jewelry (the 
fashion page is one of the most widely read in every 
newspaper!) but editors are bombarded daily with fas- 
cinating fashion releases from every industry in existence, 
and they are very discriminating in their selection of 
material. Style items must have real news value and not 
be just advertising blurbs! In order to command their 
attention, jewelry manufacturers employ highly skilled 
fashion publicists who can translate their plans and 
thinking into fashion terms, and who know how to pre- 
pare releases that will get attention. 


Editors recognize the 
appeal of teen-agers 
combined with "grown- 
up'’ mannerisms. This 
photo of Volupte com- 
pact and angel's 
bracelet hit "The 
American Weekly,’ 
which has a 9,406,314 
circulation. 


These publicists also evaluate the news worth of each 
new jewelry item and plan the story timing so that the 
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| Can Work for You... 


Illustrated on these pages are samples of 
fashion publicity sent out by jewelry man- 
ufacturers. How many of them did you 


cash-in on during the past few months? 


public will be exposed to it at the beginning of each 
fashion season. They work closely with the manufac- 
turer's advertising department and arrange for the pub- 
licity to break at the exact moment when it will give the 
greatest possible support to important national adver- 
tisements. In this way manufacturers build strong pro- 
motional programs organized so that selling pressure is 
increased at the peak period for each particular trading 
area. They build and build to achieve the most powerful 
cumulative effect possible—but the jeweler is still needed 
to give the program local whammy! 


WORK CLOSELY WITH NEWSPAPERS 


There are two basic ways in which a retail jeweler can 
capitalize on these carefully planned fashion campaigns. 
First: he can work closely with his local newspapers, and 
they will be glad to inform him, ahead of time, whenever 
they intend to run a story about jewelry fashions. He 
can then tie-in with the editorial by advertising and dis- 
playing the same merchandise in his windows. Windows 
and ads should be packed with as much fashion excite- 
ment as possible, and related fashion merchandise should 
be displayed at the same time. 

If the jeweler has not had a chance to stock the mer- 
chandise, perhaps because of its newness. he can still use 
a big blow-up of the editorial story (get it in advance! ) 
dramatize the general fashion theme and find himself 
doing a brisk business selling related fashion items. 
Local newspapers almost always will give the jeweler a 
credit line on their fashion page too, and he should let 
them know that he wants this kind of acknow'edgment, 
and expects it! 

Second: jewelry stores, as advertisers in their local 
papers, are entitled to send in fashion news and pictures 
on merchandise they are promoting. They can secure 
suitable publicity releases and glossies by contacting the 
manufacturer or his salesman direct, and then. complete 
with window displays, blow-up cards, and merchandise, 
launch their own campaign at the most opportune time. 

Local radio and TV also are fine outlets for rounding 
out the fashion program once the national planning is 
underway. 
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Men's jewelry styles appeal 
to editors, too. A full-page 
editorial featuring pocket 
jewelry from Swank was used 
recently by Look magazine. 


This is the first picture in the hoop earring, armload of 
bracelets campaign designed and put over by the public 
relations organization for Coro, Inc. Life magazine used the 
oversized Coro hoop earring for a fashion cover last year. 


Magazine editorials are handled differently than news- 
papers. Almost all top publications plans their own 
fashion programs months in advance and usually seek 
out manufacturers whose merchandise will help tell the 
editorial story. In such instances, manufacturers have 
p'enty of time to alert their retail outlets and co-ordinated 
tie-ins are easily arranged. The merchandising depart- 
ments of the national magazines will work with jewelers, 
too, and supply, not only blow-ups of ad pages and 
merchandising aids, but all sorts of imaginative ideas 
that will help increase local sales. 
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How to Build a Mailing List. . . 






Every experienced retailer knows that a good mailing list is one of the most 


precious things he can possess. Such a list should be well developed and kept 


alive through constant pruning and addition. Here are ideas to build a list. 


L A strange but true fact that Americans 
spend less time shopping today than they did 30 or 40 
years ago when father worked six 10-hour days a week 
and mother had never heard of the vacuum cleaner, 
electric washing machine or automatic dryer. 

The fact of the matter is people no longer consider 
shopping a form of diversion. The automobile, tele- 
vision and other new interests have changed all that. 
Shopping, today, is a thing to be gotten over with as 
quickly as possible. But through familiarity with 
nationally advertised brand names, more and more people 
are buying merchandise through the mail or by phone 
(e.g., Personal Shopper’s Service). 


COMPETITION FROM MAIL ORDER HOUSES 


Now, not only must the jeweler compete against 
dozens of large mail order houses throughout the coun- 
try, but also hundreds of retailers who advertise in the 
“shopping sections” of leading home furnishing and 
fashion magazines. They constitute real competition in 
every jeweler’s home town, even though the advertiser 
may be several thousand miles away. 

What does all this mean to the jeweler? It means that 
the jeweler will have to concentrate more and more on 
direct mail to obtain his share of the vast mail order 
business done in the United States today. With most 
manufacturers providing a number of excellent mailing 
pieces on a cost basis, the jeweler’s only real problem 
is to obtain a good mailing list. 

There are a number of ways in which this can be done. 
The jeweler should not be content merely with his own 
list of regular customers or with sending monthly state- 
ment enclosures. He should supplement his regular list 
with the many hundreds of prospects in his trading area 
who have never been in his store, but who have shopped 
or ordered from competitors. Here are a few suggestions 
on how to build a mailing list: 

(1) Automobile Owner List. The names and ad- 
dresses of owners of late model automobiles in the jew- 
eler’s trading area would be a welcome addition to his 
regular list. This type of list is available from such 
companies as the R. L. Polk Co., Polk Directory Build- 
ing, Detroit, 31, Michigan, at a very reasonable cost per 
name. You can, if you wish, specify only Cadillac and 
Buick owners. Or you could ask for all the names and 
addresses of people in your trading area who own 1952, 
1953 and 1954 automobiles. 

(2) Real Estate Owner List. By a little scouting at 
your local assessor’s office you can obtain a list of the 
names and addresses of property owners and the assessed 
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by STAFFORD P. OSBORN 
Sales Promotion Manager 


Reed & Barton Corp. 


value of their property. This information is public rec. 
ord and a jeweler need simply spend a few hours copying 
down the names and addresses of all property owners 
whose property is assessed, let us say, for more than 
$5,000. 

(3) Cash Customers. Not all a jeweler’s customers 
charge their purchases. By simply requesting the name 
and address of each cash customer “for our mailing 
list,” you can obtain a sizable list of good direct mail 
prospects. 

(4) City Directory. The R. L. Polk Co. of Detroit, 
for one, publishes city directories for almost every town 
and city in the United States. The directory contains 
the names and addresses of every resident in the town 
or city, and also the general occupation of the household 
head. Not only is the list presented alphabetically, but 
it is also given by streets. In other words, a jeweler 
can easily get the names and addresses of the people in 
his town who live in the better residential areas. 

(5) New Residents. Many states require that new 
residents register at their City Hall, and in such a case 
this is a matter of public record. Here, a jeweler might 
like to send a welcoming note together with literature 
or perhaps the offer of a free gift. 

(6) Engaged Girls. By following your local news- 
paper announcements very carefully, you can obtain the 
names and addresses of prospective brides. 

(7) Girl Graduates. An important prospect, the girl 
graduate’s name and address can be obtained in any of 
the following ways: (a) from the class officer in charge 
of rings and pins; (b) from school administration officers; — 
(c) from the photographer for the school year book; ~ 
(d) from last year’s year book (list of Junior class) ; (e)~ 
from Home Economics teachers; (f) from the local news-~ 
paper; (g) from a senior class girl—many jewelers ask 
one girl at each high school to secure names and ad- 
dresses, rewarding the girl with a gift. 

While direct mail costs money and involves work, it 
has proven its value to many jewelers throughout the 
country. A leading jewelry store in Minneapolis, for 
example, has one girl whose sole job is writing to cus- 
tomers in regard to their birthdays, anniversaries, grad- 
uations, etc. It has paid off handsomely! While the 
average jeweler, of course, could not employ someone 
for this purpose alone, there is still a lot of “in-between- 
customer” time which could be used for addressing 

(Please turn to page 147) 
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This 3-dimensional display unit 
isa natural sales booster. And [qq “Str ==). 
it’s sure to be a trafhic-stopper 
because we ve designed it to 
look just like an expensive ash- 
tray...even down to the imita- 
tion “lighted” cigarette. Comes 
with lighters already in place. = 
It’s pilfer-proof and measures = | 


only 9” x 11'4”; easeled. Can 


also be hung. 


This display will turn gift-seek- 


ers into gift-purchasers, and on |e Es 


willenable you to trade up 
your customers to higher profit 


Ronsons. 


For extra gift appeal 


2 Ronson Princess Styles 


2 Ronson Whirlwind Styles 
Pe NE oc nn cdecdnsedans a 


The attractive new Ronson plastic gift boxes are 


are sold, 


#14517 Silver-blue ............... @ 

PR 0. nn kc ese iscccees a 
2 Ronson Standard Styles 

#15516 Silver-gray .........c0c00- a 

gg ‘7 


New RONSON. R-6 counter display... 
yours free. with 6 best-selling lighters! 


tr @@ with the purchase of merchandise shown: 


Total retail value $50.45 (less your usual discount) 


$6.95 
$9.60 


$6.95 
$8.40 


$8.95 
$9.60 


Can be refilled from open stock. 
included with R-6 assortment for use as lighters Order now through your Ronson supplier. 











C105 RONSON ART WETAL WORKS, ING. Feonson Art Metal Works, Ine. Newark 2, New Jersey 
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Winvow displays supply the most direct 
means for the retail jeweler to tie-in with the jewelry 
manufacturer’s promotional efforts. The retailer’s window 
is the one spot where the customer can connect the 
national advertising she has seen or heard in magazines, 
on radio or television with actual merchandise “in the 
flesh.” Here in the window a definite invitation to pur- 
chase can be issued. Its acceptance will depend both on 
the preparatory groundwork laid down by the manu- 
facturer in his national advertising and promotional 
program and on the manner in which the retailer makes 
use of the dealer aid material that is supplied him. 

Most manufacturers supply their dealers with a variety 
of display materials. In many cases these units are 
designed to carry out a nationally advertised theme—a 
new pattern, a new or improved design, a seasonal or 
fashion promotion idea. A great deal of thought and 
considerable expense are invested in both the national 
campaign and the supporting dealer display helps by 
the manufacturer. However thoughtfully planned and 
carefully executed such campaigns are, without sound 
support from the dealer, the desired increase in retail 
sales will not be achieved. Some jewelers discount the 
importance of supporting the manufacturer’s efforts, 
feeling that their own reputation and standing will suf- 
fice for adequate sales. In some cases, of old and well 
established firms, this may be so, but countless additional 
sales are being lost by throwing away the opportunity 
to share in a volume and quality of advertising and 
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A. This sketch suggests how a silver display unit may be adapted by a jeweler. 








by VIRGINIA DIXON 


publicity which no individual store could possibly afford. 
Both sales and prestige can be gained by identification 
with names and promotions which are constantly being 
kept before the public eye. 

There is, on the other hand, the jeweler who feels that 
the entire promotional burden rests on the manufacturer 
and that it is enough to merely place whatever material 
with which he is supplied in the store window or on a 
counter and trust that the customer will notice and be 
persuaded by such means alone. 

Both of these attitudes deprive their owners of very 
real sales benefits by overlooking the basic reason for 
manufacturer display help. Because of the great number 
of dealers for whom the manufacturer supplies display 
material, units cannot be individually designed for each 
dealer, but must be made adaptable to as many different 
sizes and styles of windows as possible. It is up to each 
individual store to adapt the material to its own needs 
and contribute the flavor of its own personality in doing 
so. The fullest advantage should be taken of the mate- 
rials that the manufacturers are prepared to supply, but 
such materials must be thoughtfully used in order to do 
their job. 

Consider individually each display card and display 
unit with which you are supplied. Select those suitable 


for your use and plan the most effective way to show them. 
(Please turn to page 106) 
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sealized in Your Window Displays 


A jeweler’s windows are his most direct means of tying-in 
with a manufacturer’s national advertising. This is the one 
place where the customer can connect the national ad she has 


seen or heard with actual merchandise—“‘in the flesh.”’ 

































































C. Illustrated is a watch display built around a possible motion unit. 
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Jeweler H. E. Watson points at single air conditioning vent which serves entire store. 


New Store Atmosphere 


Built Around Air Conditioning 


~ = A CUSTOMER comes in here hot under 
the collar, he goes out cool as a cucumber.” That was 
said with a pleased smile by H. E. Watson of Pierce and 
Watson, jewelers at 100 East 42nd St., New York City, 
when we asked them about the air conditioning system 
they installed at the beginning of the hot season last year. 
J. H. Pierce added that helping to soothe an irritated 
customer was only part of the satisfaction from their 
air conditioning. 

The combined air cooler and ventilator was originally 
thought of as an additional comfort. Its role in adding 
merchandising advantages to the store was open to con- 
jecture. Since Pierce and Watson are located in the lobby 
of a large office building, passing shoppers have little 
opportunity to prefer this air conditioned store over one 
that isn’t. Though their store, measuring 45 by 20 feet, 
is not a small one and immediately attracts the attention 
of people passing through the lobby, it is not designed 
to pull in traffic from the street as it cannot be seen from 
the sidewalk. 

Pierce and Watson once had an outside store front in 
the same office building. When circumstances developed 
that forced their relocation, they decided to move into the 
lobby of the same building. They wished to maintain 
their same street address and to continue identification 
of their store as being in that location. Pierce and Watson 
felt their reputation and customer following would sur- 
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vive such a move, and they have enjoyed profitable busi- 
ness in their lobby location for some 15 years. 

Pierce and Watson attract good business from people 
who work in the building, and they have a busy trade 
from commuters and out of town travelers, who flock 
every day through huge Grand Central Terminal, which 
is located directly across the street. They have customers 
from such far away cities as San Juan, Rio de Janiero 
and San Francisco. 


A well established reputation is thus the basis of Pierce 
and Watson’s business, which is devoted to about half 
sales and half watch repairs. Therefore, when they air 
conditioned, they didn’t hang frosty-coated signs in their 
windows, announcing to all who passed by the refreshing 
change in their store interior. This might have brought 
them immediate, additional traffic, but it also might have 
been very transient and undesired traffic. In line with 
their traditional policy, Pierce and Watson preferred 
to let their reputation carry news of the new improvement. 
They relied on word of mouth advertising. 

A number of interesting responses were evident. The 
air conditioning in the store is a modern system, and 
the air is “Nice and cool—just right.” Pierce and Wat- 
son found there was a big difference in the attitude of 
the customers. The irritation of hot and humid weather 
was forgotten while they were in the store. Customers 

(Please turn to page 108) 
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Baumgold ‘firsts’ in the diamond industry are world — 
famous. Continuous Baumgold research in ten offices _ 3 
around the world has helped Baumgold customers _ 
sell more diamonds. Contact any office to learn how | 
Baumgold ‘firsts’ can help you sell more diamonds. 


to perfect diamonds with the continuously — 
polished girdle —‘Circle of Light’ diamonds. 


to establish and maintain a melee 
factory in the United States. 


the United States. oa ee aes 


to offer Jagersfontein (Jager ‘Blue’ ) diamonds 


in quantity. 


in merchandise, offering the widest selec- 
tion in all price ranges, direct from the manufacturer. — 
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Women carry their fashion interest into their home; this window showed items for home entertaining. 


“A Different Woman After Five’ 


Lambert Bros., New York, recently conducted a promotion called “A Different Woman 


After Five.”’ It was keyed to the large fashion-minded group of women who work. 





= no business like show business, by WINIFRED PARKER 

they say! Certainly every jeweler will agree that showing 
smart merchandise in the smartest way possible is one for jewelers to utilize money that is being spent by 
of the most important factors in jewelry store business. manufacturers for consumer advertising and to add to 
Certain progressive jewelers have been proving that the scope of the advertising message in ways that will 
fashion is one of the smartest and most successful media mean more money in more sales to both of them. We'll 
for selling jewelry store merchandise, and that their own give you a practical example: 
store windows are the very best place to begin relating Lambert Brothers, one of the fine jewelry stores in 
an exciting fashion story. They have been proving that New York City, working in conjunction with Charm, a 
jewelry store windows can be absolute traffic-stoppers in fashion magazine directed to women who work (19,000, 
the biggest cities, or in the tiniest towns when they are 000 women!) concentrated last October on a selling pro- 
showcases of fashion! gram called, “A Different Woman After Five.” This 

Fashion selling in store windows offers an opportunity (Please turn to page 140) 
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Shown in this display 
was a variety of jew- 
elry, jewelry that can 
make a woman feel like 
a new person “after 5." 
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outlines 

your market 
--- your 
prospects --- 
your best sales 
approaches 


By Gladys Babson Hannaford, noted 
lecturer and authority on diamonds, 
this is a practical, “how-to-sell” book- 
let. It gives you a close look at the big 
opportunities for sales of bigger dia- 
monds ... for anniversaries, for days 
of birth, for other gift occasions. It 
gives you ideas on how to plan a sales 
program, how to compile a prospect 
list, how to attract people to your store, 
and how to “make the sale.” 


It’s written to help you increase your 
diamond sales and profits . . . to sell 
diamonds for their unique emotional 
significance, as important gifts, as well 
as for engagements, 

“Bigger Sales of Bigger Diamonds” 
is part of the all-out diamond promo- 
tion that’s promoting your business. 
Tie in... keep diamond sales coming 
your way. 


De Beers Consolidated Mines, Ltd. 





Send for free copies for your diamond staff “Y 




















eee ee ee — 
| Diamond Promotion Department 
THE REUBEN H. DONNELLEY CORP., 305 E. 45th St., New York 17, N. Y. 7 
| GENTLEMEN: Please send me _copies of the new diamond booklet, “Bigger Sales of Bigger Diamonds.” 
| 

| Name : 
| Address | 
| City Zone No State | 
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Did you enth in 


ON THE INCREASED SALES 








AND INCREASED PROFITS OF 


‘LINDE’ STARS? 


LAST YEAR LINDE 
MAN-MADE STAR SAPPHIRES 
AND STAR RUBIES 
SET NEW SALES RECORDS 
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“pom LEADING MANUFACTURERS SAW IT COMING 


They created a breathtaking line of the finest settings for these marvels 
of man-made beauty. 


ALERT RETAILERS FOUND THEY HAD SOMETHING GOOD 


2 ——<—— They learned that Linpe Srars provided new sales opportunities for 
engagement rings, anniversary, commencement, and holiday gifts. Many 
found the Srars especially appropriate for Easter sales. 


BROADER PRICE RANGE INCREASES SALES! 


Now —there is a Linpe Srar for everyone. They range from less than 3 carats up to the 
magnificent multi-carat gems that appeal to your customers who demand the finest. 


The new settings range from smart simplicity to striking, diamond-studded showpieces. 






94 THE JEWELERS’ CIRCULAR-KEYSTONE 























FOR YOU IN 1954 


.. - WITH 





‘LINDE’ STARS! 
.s 





Here is what you can do to put yourself in the LinpE Stars profit picture. 


Write for these sales aids today! 
NEW DISPLAY CARD 
that is a real attention-getter. Use it in your window to attract store trafhe 
...0n your counter it will help turn shoppers into buyers. 


A STAR IS BORN 
a colorful folder that will stimulate your customers’ interest. Use it as a 
mailing piece or for counter distribution. (Indicate quantity required. ) 


THE STORY OF STARS 
a valuable guide for your salespeople, telling the fabulous story 
of the Srars and filled with proven hints on how to sell them. 








SHOW THE STAR AND THE ss star sapPHiRE AND STAR RU oer 6 x 
' COMPARISON CHART. — 
SALE IS MADE! Shoppers become . 
, bh h 1 he S - “LINDE” STARS NATURAL 
7 7 — : : 
ee en fee ee Se ee oe Basic Chemical = Aluminum Oxide Aluminum Oxide 
and tell them the fascinating story behind Physical Form | Single Crystal Single Crystal 
aes: tal System exagonal ogona 
these masterpieces of scientific achievement. ines ._ 90° 
Color of Stone SE Bie ng ee sg 
These comparisons, showing how LinpE~— * Colorin Agent Metalic Oxides Metallic Oxides 
e , ° or Star 
Srars rival nature’s most perfect stars, will Cause of Star Silk Oriented Sifky Oriented 
Effect inclusions _ Inclusions 
prove to your customers that they can buy Type of Star 6 Rays 6 Rays 
; cake Specific Gravity 3.99 3. 
truly fine gems at a price within their reach. Reteoates lndex 1.76-1.77 1.76-1.77 
Melting Pe Point, °F. 3700 | 3700 


Don‘t miss this year’s outstanding profit opportunity —LINDE STARS! 
Write for list of manufacturers who are now featuring LINDE STARS 


DISTRIBUTED BY 


CHARLES F. WINSON, Gems MAX DURAFFOURG GEM COMPANY 
580 Fifth Avenue, New York 19, N. Y. 576 Fifth Avenue, New York 19, N. Y. 


LINDE is a registered trade-mark of Union Carbide and Carbon Corporation. 
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A Half Century Ago 


IN THE JEWELERS’ CIRCULAR 






































‘Invar’ Discovered 


“Discovery of this new nickel and steel alloy and its application in 
horology is certainly a marked progress, the possibilities of which in 
improved time keeping can scarcely be estimated at present.” 


(May 30, 1900) 


Wireless Clock-Setter 


“The Royal Society’s annual conversazione at Burlington House, 
London, a few days ago, heard described an invention by which all 
the clocks in London could be simultaneously set to the correct time 
by wireless telegraphy.” 

(June 20, 1900) 


Fashion News 


‘“‘A rather odd fancy is cropping up in fashionable feminine acces- 
sories. It is that of finishing off the ends of the very popular velvet 
ribbon ties with gold ornaments. Jewelry ... is now introduced into 
the costume not only wherever the slightest need exists, but wherever 
woman’s ingenuity can invent the shadow of an opportunity.” 


(July 4, 1900) 


Waltham Watch Co. Ad 


“For a quarter of a century this company has made watch move- 
ments expressly designed for railroad use, and more than twenty 
years ago Waltham Watches were selected by the British Government 
as the official timekeepers on the state railroads in India.”’ 

(May 2, 1900) 


Tariff Duties of Korea 


“The Korean Customs is under control of a staff of foreign officials 
borrowed from the Imperial Chinese customs service. For the past 
14 years customs offices have been maintained at the ports of Che- 
mulpo, Fusan and Gensan, besides the head office at Seoul. Two new 
ports are now being opened up to trade: Mokpo, in the south, and 
Chenampo in the north, near the large city of Pengyang. Some of the 
import duties levied are: precious stones, 20 percent; watches and 
— in gold or gilt, 10 percent; jewelry, real or imitation, 20 per- 
cent.” 

(June 27, 1906) 
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Detroit Notes 


“J. F. Stein & Co., jewelers and 
opticians who have been in_ business 
on Jefferson Ave., for many years, con- 
template moving to Woodward Ave, 
The place where they are presently lo. 
cated is gradually being absorbed by 
wholesale houses.” 

(May 23, 1900) 


Toronto Notes 


“An apprentice in an Adelaide St. 
jewelry establishment put a diamond 
valued at $160 in his mouth, remarking, 
“What would happen if I swallowed it?” 
Another sportively inclined workman 
slapped him on the back and the jewel 
slipped down his throat. At last ac- 
counts it has not been recovered.” 


(July 25, 7900) 


New Haven Notes 


“S. H. Kirby & Son, New Haven, 
Conn., added considerably to the Fourth 
of July interest in town by devoting their 
show window for the day to an exhibit of 
armor piercing projectiles, some ef 
formidable size. Hundreds stopped to 
see the warlike exhibition.” 


(July 18, 1900) 


Pacific Northwest Notes 


“C. T. Pomeroy, jeweler, formerly at 
Dayton, Ore., is now located at Salem, 
Ore., where he is engaged in the jewelry 


business.” 
(July 11, 1900) 


St. Louis Notes 


“The employees of the Mermod & 
Jaccard Jewelry Co., numbering with 
their families several hundred people, 
had a picnic at Forest Park, on July 7.” 


(July 18, 1900) 
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BIRTHSTONE FOR MARCH 








In America, the aquamarine owes its first burst A Display 
of popularity to President Theodore Roosevelt’s of Aquamarine 
i ‘ * a ; asad me = i rR 
daughtet Alic e; of Ailes Blue Gown fame. At Qe a ee 
her wedding in 1906, Vice President Taft pre- reflects this arrangement of Aquama- 
| sented her with a beautiful heart-shaped aquama- rine rings and daffodils, the March 


‘ flower. The daffodils are arranged in 
rine. Soon afterwards the world market was un- the Japanese fashion in a shallow bowl. 


able to meet the demand for these stones. The mirror emphasizes the cool, watery 


look of the stone. The Aquamarine story 
is lettered on the display card on the 
right. 


More recently, the Duke of Windsor presented 
his Duchess with a matched aquamarine set. The 
late Franklin D. Roosevelt was presented with a 
large aquamarine of rare quality by the Brazilian 


government. 


The popularity of this stone is understandable 
since it does feature such characteristics as clear- 
ness and delicate coloring, ranging from light blue 


to sea green. Aquamarine is available in natural 





























stones or synthetic spinel. 


Another Industry Service by JC-K—in Cooperation with the Jewelry Industry Council 





THE JEWELERS’ CIRCULAR-KEYSTONE, FEBRUARY, 1954 





Se he -_ - = . 











“a 7 ‘ wth 
street? cabal? bf Seas 


wo a 


i CE aitides inlet fom, inte a 








PROFIT-MINDED JEWELERS: 
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RING BOXES 


FURNISHED 
WITH ALL RINGS 





i Man’s ring 260379 
Your cost $4250 


Here’s how DASON keeps you selling Birthstone Rings! 


It is a well-established fact 
that selling birthstone rings 
is a vital part of your 











Paw Mey Force? Yous xm 
C6 AL IAF pt DEE OEE RD 


FOLLOW THE FASHION! BE WELL -ORESSED | ov 


business. You need the : | doo BIRTHSTONE, 
St AQUAMARINE DISPLAY a nomee 
profits derived from this — INSERTS CFs Sm te NEWSPAPER Lady’s ring #5841 $900 


; ‘ er ae te Men furnished MATS F Com 
business in order to keep 122" MARCH! #32" FREE each furnished FREE 


feimaa eaete Os OR ee. month with a /e@ach month 
ahead of rising costs. your order. vos, | with your order. 
Hundreds of wise jewelers t97s reen-Loenst 4295 


have found the way, sie sin nese pops soe 
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STORE NAME 


























through our tested and 
proven program. You simply 
place a starting order for as little as 4 rings at a cost of only $30.00 and you’re on your way N 
We take care of the rest. We send you a beautiful permanent window display, your rings Teen-Age Boy’s ring #60383 $550 
in boxes, price tagged. We furnish an appealing display insert as well as an effective a 
newspaper mat. THEN, each month, with your ring shipment, you get an additional display 
insert and mat. Each month you are aggressively pursuing birthstone ring business. Each 
month, you automatically get material to help you STAY in the birthstone ring business with a 
minimum of added inventory. You are under no obligation to continue and may terminate 
at any time. Send your order now! Start selling birthstone rings! 

















Rings enlarged to show detail Teen-Age Girl’s ring #5845 $400 


Je See the Dason “1 Your cost 
© top all yout Rings: 


DIAMOND RINGS 
WEDDING RINGS 
FRATERNAL RINGS 
STONE SET RINGS 
LINDE STAR RINGS 
TEEN-AGE RINGS 






























JEWELRY MANUFACTURERS SINCE 1894 


DAVIDSON & SONS 


JEWELRY CO., INC. 
20 WEST 47th ST., NEW YORK 36, N. Y:. 
















ly 











Geology for the Jeweler 


How the gem minerals are formed, where they are found and why they are so 


rare—this is important information the alert jeweler should have at his 


finger tips. It will help him explain to his customers why gems cost so much. 


Part Ill 





FIG. I1—Spodumene crystal from a mud-filled, decomposed pegmatite pocket, still flawless 
within, but externally corroded so that all the original crystal faces have disappeared. 


bas: MONTH we saw the sequence of events 
when a mass of hot, molten rock, the deep-seated lava that 
the geologist calls magma, cools and crystallizes. The 
unsolidified, still liquid, residue, with its growing con- 
centration of rare elements like beryllium, fluorine and 
boron that the minerals of the granite cannot use, became 
more fluid and then escaped from the original chamber. 
Seeping out into crevices in the wall-rock, it cooled as 
pegmatite dikes. In the main, these were also granite, but 
a granite whose quartz, feldspar and mica crystals had 
assumed dimensions greatly in excess of those permitted 
their earlier fellows which had made their growth in the 
magma chamber as parts of ordinary granite. In addition 
to the common minerals, the pegmatites contained scat- 
tered crystals of other mineral compounds, in which the 
rarer elements had entered, like beryl, topaz and 
tourmaline. 

Common beryl, topaz and tourmaline are among the 
more attractive minerals which prove so interesting to 
the mineral collector, and in ton lots, beryl is desired by 
the miner who sells beryllium ore. But the jeweler finds 
nothing to interest him in black tourmaline, in cloudy 
white topaz, or in shattered, opaque, blue-green beryl. 
To the gem hunter it is not enough that someone has 
located one of the relatively rare, stone-filled gashes 
known as pegmatites. No, the garimpeiro wants clear 
and flawless stones of these rare minerals before he has 
something that he can offer for sale from his claim. Clear, 
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by DR. FREDERICK H. POUGH 


unflawed masses of any mineral are rather hard to come 
by, for excellent reasons. 

When a mass of granite, or a pegmatite dike, crys- 
tallizes into a solid, compact monolith, each mineral grain 
is completely surrounded by other grains. Nowhere can 
a grain find a direction in which it can expand and con- 
tract, as its temperature changes, or to move into as it is 
pushed, without jostling a neighboring grain. When the 
crystals grew from the cooling solution, they may have 
been clear and transparent as glass. After a couple of 
billions of years of being pushed about by every passing 
earthquake shock as it went through the crust, and shov- 
ing on its nearest neighbors in turn, very few portions of 
a mineral that may originally have been clear, will have 
remained so flawless. 

Sensitive seismographs (the instruments that record 
earthquakes) show us that the crust, which usually seems 
so steady to those who live on it, is actually in constant 
motion, as tiny jiggles pass through it. We cannot doubt 
the existence of, and we need no instruments to show us, 
the major crustal movements, the uplifts of rock forma- 
tions that make mountains rise where once rippled the 
water of continental seas floored with sediments. Each 
upward jump of the sea floor may have hardly excited 
an oyster, but in millions of years, the aggregate rise is 

(Please turn to page 148) 
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Newspaper Ad Program 








Brings in Business 


= year, Basch’s Jewelers, Cleveland, re- 
ceived the coveted Brand Names Foundation’s “Certificate 
of Distinction” award. This honor was bestowed upon 
Lewis I. Benway, company president, for an aggressive 
and consistent merchandising program of brand name 
merchandise. 

Perhaps the most important aspect of this jeweler’s 
overall program promoting nationally known products is 
newspaper advertising. Using large and highly imagina- 
tive ads, Basch’s has been very successful in brand pro- 
motions. For example, last March the store ran a full- 
page newspaper ad featuring the famous Polaroid Land 
camera, selling at its nationally advertised price of $89.75. 
The ad resulted in the sale of 75 cameras, plus many 
accessory items. 

Again, in February, March, April and May of 1953, 
Basch’s trained its experienced guns upon Revereware. 
Full page advertisements appeared in local newspapers 
featuring this nationally known product, with special 
emphasis placed upon easy budget terms. According to 
Stanley B. Stone, a store executive. “The success of this 
promotion was so great that the Revere people copied 
the promotion. We sold 650 sets of Revereware.”’ 

It is well to keep in mind that Basch’s newspaper ads 
and promotions of brand name products are always in 
good taste, always creating prestige for the store. 
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Window displays at Basch follow through on brand name newspaper ads. 


Stressing Brand Names 


MERCHANDISING 








































































































































——Srand- Names Foundation.-tnc. 
Certificate of Distinetion 
























































































Basch's fine name and reputation . . 
established over @ period of 35 years of honest, 
sincere service, ..now receives national acclaim 
es one of America's leading Jewelers. . 
Rasch» Features Amerwa's binest Natronally Vdscetied 
Nationally Anows Jewelers Werelaseenless 


* OnGus Cameras atmmetoe “ee” * LONGImES anceter, Gimcam CLEcTad voruase * MOUSER LIGHTERS Commyer’’ 
Oot pmarens WITTRAUER worcee aene oeenes” o* cmomaree " ta ovenere 
° amsce cameras ; , Sunes Ganguee £4) ROGERS Ene 
+ SULOvA waTones OMEGA waTcnes rreneo tert © BtermeneEse tive cone apt 
+ OELL and wowELs mone totwew caseeee Y SPEIDEL Waremnants 
. ° ‘? . " * (00) ROGERS 
teeres evreeer * CneTOR waTenes pooetcped swaee 0@tLRT — cwat? we enent 


c™ ‘ 
* POLAROID (480 * Om watcets LACE anGus + CLG@ awencan aoe care + OTe 
sownees ave ree 
seen nt) 


7 ry 
+ REVERE Comenas Avis warcnes — + VOLUPTE Compacts an ese 6.000 veo necee 
een 


‘ Clue s.umaus + AEventwane 
© MORELCE SHAVERS + Ma TOR WATCHES 


warner § « re Teoma) : 
sonmeven + SuMBEAM PRODUCTS mm) ane mee me * cnyesuiea 
* tomer Pid . Loncimes veenvers + sweas a ‘a ; 5 re 18 ree 
1st rOe Leerens LE COVLTRE wxreers + GRAMER AOWELAY + OuLane FarArre + Toastmaster pees eee oe — samsomt \ueeest 


Illustrated is a reproduction of the dramatic full-page 
newspaper ad the company used last Spring to announce 
it had received an award from the Brand Names Foundation. 


A distinctively unusual promotion was conducted last 
summer during the peak of the baseball season. In the 
Sunday edition of the Cleveland Plain Dealer, Basch'’s 
tied-in three nationally famous articles, Remington Rand 
“60” Deluxe electric shaver, Zenith radios and television 
sets, and Polaroid Land cameras with Cleveland’s most 
famous brand name: the Cleveland Indians baseball team. 

Two popular Cleveland ball players, Mike Garcia and 
Jim Hegan, the ad announced, would be at the Basch 
store July 20 to demonstrate the Remington “60” and 
the Zenith line; Jim Dudley, top sportscaster, would also 

(Please turn to page 140) 
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LOS ANGELES 13, CALIFORNIA + 220 West Fifth Street » MUtual 3173 
CHICAGO 2, ILLINOIS * 55 East Washington Street * FRanklin 2-7791 
DALLAS 1, TEXAS: 1802 Main Street * PRospect 1041 

ANTWERP, BELGIUM + CAPE TOWN, SOUTH AFRICA 





DIAMOND PHOTOGRAPHS COURTESY DE BEERS CONSOLIDATED MINES LTD - DESIGN BY FRANK KANE 
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Use of Manufacturers’ Selling Aids 


Helps Reduce Cost of Store Promotions 


It is the opinion of Stanley Goodman, St. Paul jeweler, that discriminate use 


of manufacturers’ sales aids brings results and helps lower cost of store pro- 


motions. In particular, he finds window and counter displays very helpful. 





by PATRICK M. CLEPPER 


This jeweler consistently utilizes newspaper mats and counter display cards. 


‘Tee cost of promotions can be reduced 
substantially through the use of manufacturers’ selling 
aids. This is the opinion of a prominent St. Paul, Min- 
nesota, jeweler, Stanley Goodman, who, with his two 
brothers, operates a chain of jewelry stores in Minnesota 
and California. Goodman regards window display props 
and national advertising campaigns as two of the most 
effective aids offered to jewelers by manufacturers. 

“National advertising goes a long way in conditioning 
customers to buy quality merchandise,” he says, “and 
the window display materials, cards, mailing pieces and 
advertising mats furnished to stores are considerably 
helpful in planning promotional campaigns.” 

However, Goodman cautions against rubber-stamp use 
of these selling aids. “The displays most manufacturers 
send out are identical for all their accounts in the area,” 
he points out. “Using them without personalizing them 
for the store is not going to convince the customer that 
he should patronize our store in preference to others. 

“We try very hard to be individualistic in our use of 
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these aids. Naturally, we want to emphasize the outstand- 
ing features of, let us say, a certain watch brand or silver 
line, but we must be realistic. We must give people a 
reason for buying the watch or the silver here.” 

Manufacturers’ aids must be regarded as _pre-selling 
devices, he notes, not as an entire program for the in- 
dividual store. 

“We frequently devote a window to tie-in the promotion 
of brand name merchandise that has been advertised in 
an issue of a national magazine. The magazine furnishes 
us with reproductions of the manufacturer’s ads, usually 
mounted and ready for display. Then we key in some 
promotional ideas of our own so that prospective custom- 
ers are not only further stimulated to purchase these n@- 
tionally known products, but are impelled to purchase 
them here. 

“We trade heavily on our reputation of nearly half 
century of high-quality merchandising,” Goodman pointed 
out, “and in our promotions we try to offer customers 

(Please turn to page, 143) 
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For prompt attention please address all inquiries Dept. K-14. 
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A FUNDAMENTAL fact I have to face locally 
in the promotion of brand name products is the lack of 
a radio station that provides a concentrated coverage to 
my shopping area. Secondly, we are blessed with a 
weekly, rather than daily, newspaper. Thus, the tradi- 
tional approach in newspaper advertising of “The Build 
Up.” “The Striking Home” and “The Follow Through” 
is not available. This means we must use a weekly adver- 
tising program to capitalize on the tremendous amounts 
of money spent by brand name manufacturers nationally 
in selling their products on a local basis. 

By trading on their prestige and consumer acceptance, 
we attempt to identify ourselves as the local headquar- 
ters for the purchase of brand lines. In other words, we 
pin-point all our efforts at the ultimate point of sale: the 


consumer. 





This jeweler has found it profitable to cooperate with national pub- 
lications in tying-in with promotions of brand name merchandise. 


MERCHANDISING 








Merchandising Brand Name Products 


by STANLEY M. FREEDMAN 
Bound Brook, N. J., Jeweler 


Being limited to a weekly newspaper, our windows 
assume tremendous importance in their role of “silent 
salesmen.” Every window display is planned with one 
basic tenet in mind: that the customer’s desire to own a 
branded product has been created on a national scale and 
it is our job to direct this desire to our store. Every 
item we feature in our windows is a nationally known 
product; an item that enables a customer to have con- 
fidence in its purchase. 

We constantly seek a dramatic presentation of branded 
lines throughout our windows. We have found mass 
display as the most potent weapon that a small store, in a 

(Please turn to page 144) 


The author has found mass displays of 
branded lines most successful for 4 
small store in a small community. 

window displays are built around one 
or two principal brand name products. 
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“ARE YOU LOSING DIAMOND 
SALES TO YOUR COMPETITORS?” 


sO 
Jeweler’s 
. | VN: 4’ R 7 kg 
lamonds are a Gls best Friend .... 


especially when ele order weleb a — 
William Levine because the Hirst memo order 


proves ie has the diamonds you want 


at prices that will challenge competition. 
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Powerful dealer-localized advertising that pays off! 


Beautiful models like popular Merrie Tompkins attract the eye and build readership 
for Keepsake’s frequent, page-dominating advertisements. These ads consistently reach 
into your community through these leading magazines: Life, Look, Seventeen, Esquire, 
Mademoiselle, Charm, Modern Bride, Good Housekeeping and Farm Journal. 
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Investment for ’54 


Forecasts for 1954 point to highly competitive business and hard selling. 
That's why more jewelers are enlisting the aid of aggressive advertising and promo- 
tion sponsored by such outstanding leaders as Keepsake Diamond Rings. 


Here's why Keepsake 1s your best investment under any business conditions 
—why more successful jewelers are coordinating their sales efforts with Keepsake to 
insure Maximum results in their most important department— 


For the 30th Consecutive Season 
KEEPSAKE Again Leads in... 


NATIONAL ADVERTISING: 


The biggest in diamond rings, Keepsake ‘“dealer-localized” 
advertising works directly for the jeweler with a Keepsake franchise. 


DEALER SALES HELPS: 


Newspaper mats, point-of-sale displays, radio and TV spots, full- 
color movie playlets, outdoor posters, bus cards, literature for mail or counter, and 
special promotion features. 









QUALITY OF PRODUCT: 


Keepsake guaranteed perfect quality makes sales easier. 


PROVEN SALEABILITY: 





Keepsake consistently outsells all other diamond rings and makes 
selling easier, especially in profitable higher-priced units. 


For dependable diamond volume and steady 
profits, feature Keepsake, the diamond ring line 
with the long-established record of customer “>, 
preference and proven saleability. ie 





A. H. POND CO., INC., SYRACUSE 2, NEW YORK 
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National Advertising Can Be Localized 








(From page 88) 


Do not crowd a number of them indiscriminately into 
one window, but plan to give each one a setting of its 
own and arrange the merchandise with it, with care. 
Do be sure to have an adequate showing of merchandise 
with the display. The one outstanding advantage that 
the window display has above all other forms of adver- 
tising is that the actual merchandise can be seen. Unless 
the merchandise is shown with it, the display loses its 
greatest force as a point of sale merchandiser. The only 
exception to this rule is the use of display units for night 
displays where the merchandise is too costly to be left 
in the window over night. Some units can make a 
presentable appearance without merchandise and_ will 
permit additional night advertising, but generally it is 
better to use units with less expensive merchandise as a 
substitute for precious iewelry at night. Items for which 
there is little space for daytime display can often be given 
a “break” in this way. 

Do try to keep the design and color scheme of the 
entire window in harmony with whatever manufacturers 
units are used. If possible, pick out some color in the 
display unit and repeat it in the background, on the 
floor or in other accessories in the window. Or use a 
pleasing contrast in color for the background. If color 
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choice 1s limited, keep to neutral tones that will not clash 
with the sometimes brilliant colors used in the display 
units. 

Do play fair with your manufacturer. Don't cover up 
or remove the name and trademark of one manufacturer 
and use the display for another’s merchandise. In the 
first place, this generally spoils the design of the unit 
and makes it a less attractive display in your window and 
in the second place, it seems an ungrateful gesture jp 
return for a sincere effort to supply material that will 
be helpful, albeit what helps the dealer also helps the 
manufacturer. 

The manufacturer is constantly striving to supply the 
type and kind of display help that will be most useful 
and he will warmly welcome your suggestions and 
criticisms in regard to the material which he sends you, 
He cannot tailor his displays for each dealer individually, 
but he does strive to make his material as generally 
useful as possible. } 

The accompanying sketches illustrate three imaginary 
manufacturer displays and show how they might be 
adapted to individual windows. Sketch “A” shows a 
typical silver display unit which might be supplied to 
introduce a new pattern. In this case, the flower design 
of the pattern has been emphasized with a small bouquet. 
The pattern name and other copy is lettered on a small 
card against the circular background panel which carries 
the silver pieces. Such a unit is designed to be quite 
self-sufficient for counter or window use, but here it has 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N. Y. 


London: 32/34 Holborn Viaduct 






















DIAMONDS 


Emerald OF: 
and Marguise 


STAR SAPPHIRES 


RUBIES: EMERALDS - STAR RUBIES 
SAPPHIRES - PEARLS: CAT'S EYES 


We have a large stock of Precious Stones, 
mounted and unmounted from which to make 
your selection. Let us cooperate with you on 
your special calls. 


We are always interested in purchasing estates —or 
jewels which your customers submit to you for sale. 


EROME RICHHEIMER 
608 Filth Avenue _ ‘New York 20, N. ¥. 


Phone Circle 5-5673 


FOR FEBRUARY, 1954 

















been incorporated in a full-size window, repeating the 
flower motif in small bouquets against the background 
and with the chest and the circular pad on the window 
floor. A large copy pane! on the background identifies 
the new pattern with the individual jeweler. . . . “Blank 
Jewelers introduce the Violetta pattern, ... etc.” Or the 
panel cou!d be lettered as an invitation to the passersby 
to come in and look at the pattern in the store. To the 
right, a magazine is open to a national ad for the pattern. 
Or one of the “As advertised in .. .” cards which many 
of the magazines supply can be used. This use of the 
advertisement itself helps greatly in the customer’s iden- 
tification of your store with the merchandise which she 
reads about in the magazines. Even if she is not inter- 
ested in the particular merchandise in the display, the 
fact that she identifies your store with nationally adver- 
tised merchandise increases your prestige. 


DISPLAY OF WEDDING JEWELRY 


In sketch “B,” a bridal ring unit has been made the 
center of a large window display of wedding jewelry. 
The bridal theme has been emphasized with a draped 
tulle background, clusters of orange blossoms, a wedding 
bouquet and neckforms draped with tulle. An arrange- 
ment of this kind makes it possible to give the manu- 
facturer’s unit an enhancing and suitable background 
and still include other merchandise in the same window. 
Note that the bridal unit is elevated on steps similar in 
shape to the base of the unit. 

Sketch “C” illustrates a watch display built around a 
possible motion unit. The shape of the copy card on 














the central unit and the silhouetted pointing finger are 
reproduced in smaller size on cards for other merchap. 
dise groups. This repetition of the design of the central] 
unit gives it emphasis and maintains the unity of the 
entire display. 





New Store Atmosphere 


(From page 90) 


came into a fresh atmosphere and their disposition to 
buy was increased immeasurably. Gone was the close 
atmosphere which made customers restless. Thus shop. 
ping time was lengthened. Even those regular customers 
who were habitually irritable and impatient were easier 
to deal with in the more pleasant air conditioned 
atmosphere. 

Store traffic, in general, was improved at Pierce and 
Watson’s. It reaches one of its high points during lunch 
hour, a time when many of their customers drop in. The 
firm says these are some of its best. With air condition. 
ing, lunch hour traffic increased. The cool atmosphere 
made the store a good place to be during the hottest part 
of the day. Women particularly enjoyed the cool atmos- 
phere. Also, the air conditioning looked very inviting 
at Pierce and Watson’s after a hot trip in the subway, 
which has an exit at the door of the store. Since most 
people who endure the torrid New York Summer consider 
it a special torture, air conditioning at Pierce and Wat- 
son’s was soon remembered by commuters. 

As far as the staff of the store is concerned, there was 
a great improvement in their appearance during the Sum- 
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Rubies, Star Rubies, Sapphires, 
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Loose—or in exclusively designed 
Platinum Diamond Mountings... 


36 Years of Service to Leading Jewelers 


ROBINSON & SVERDLIK IVC. 
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WAKMANN WATCH WAYS 


“Laughter is good for your health" 





THE PLEASURES 
OF BEING PAPA 


by Icko Wakmann 


There are, in my office building, 
two longtime friends. Each has taken a 
new son-in-law into the business. But 
with what results! "Is my son-in-law 
Stupid!" said one of these men to the 
other recently, "Look." He opened his 
office door, called in his son-in-law 
and said, "Nick, here's $5. Go buy me a 
car." The young man picked up the $5-- 
and went! 

"That's stupid?" commented the sec-= 
ond father-in-law, "Come into my 
office. See what real stupidity is." 
They stepped across the hall. "Bill, 
Said the second man to his son-in-law, 
"Go down to the barbershop and see if 
I'm there." "All right," the young man 
replied, and out he marched! The two 
old friends sat down, and shook their 
heads. 

But, in the lobby, the sons-in-law 
met! "Is my father-in-law Stupid!" ex- 
claimed the first, "Oh, how stupid! 
Just now, he gave me $5 to buy hima 
car. But does he think to tell me what 
make?" "Your father-in-law is stupid?" 
Sneered the second young man, "Let me 
tell you about mine. Two minutes ago, 
he sent me down to see whether he was 
in the barbershop. Couldn't he have 
telephoned?" 

That's life! You have to live with 
what you have. If what you have is 
good, it's good; if it's no good, it's 
no good. 2 and 2 make 4! So, Mr. 
Jeweler, you can sell only the mer- 
chandise you stock. If you want mer- 
chandise that SELLS, you will stock 
Wakmann. Two Wakmann specialties will 
prove this to you quickly: the Wakmann 
chronographs, and our stop watches. 

You will see both types=--with 
beautiful dress, waterproof and other 
watches--in the Wakmann catalog, the 
"$20,000 Show Case". Better than any- 
thing else, our merchandise shows why, 
dollar for dollar, my Company does the 
biggest stop watch volume in the coun- 
try. Write to me today for full infor- 
mation. What you will learn, you will 
like. I promise! 
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mer. No matter how hot the weather was outside, the 
staff could always be pleasant because the air condition. | 
ing took their mind off the heat. The watchmakers did’ 
not suffer from hot, humid air, and the cooling thus jm. | 
proved efficiency and morale. : 
Pierce and Watson like to summarize the air condition. 
ing system by saying it creates better work inside, makes — 
customers more congenial, and the result is more bygj. | 
ness. 
The air conditioning unit itself is a three ton unit | 
and runs on AC current. Pierce and Watson would have 
air conditioned long before they did, but, although their 
office building cooperated with them, they had to wait for — 
AC current. The unit uses one vent to push a strong — 
volume of cool air through to the store, where it re 
freshes 10,800 cu. ft. of air. The firm has learned that © 
this unit is just right for its store. — 
At the same time the air conditioning was installed, © 
incandescent fixtures were removed and all new fluores. 7 
cent lights were put in. These fluorescents are of the ~ 
“streamlined” type, and turn on like a regular incandes- © 
cent, without any flickering. They put out no heat and © 
thus are no burden on the air conditioning system. The® + 
firm figures that the lower wattage required for the fluo- 7 
rescent lighting makes a substantial contribution toward a 
the operating cost of the air conditioning unit. 2 
The operating cost of the new unit adds only a frac. 
tion more per month to electrical bills, compared to the — 
cost of fans and other makeshifts employed before. | 
Pierce and Watson are enthusiastic about their air 
conditioning and what it has done for their jewelry busi- 7 
ness. They say, “We wouldn’t do without it, if it cost 
twice as much.” 





A Marquee of Distinction 


Blackmond’s Jewelry, Niles, Mich., recently installed 7 
an all-aluminum sunshade and weather protector. Paul 7 
Blackmond stated, “I like the marquee especially because 
it eliminates the bother of raising and lowering canvas 
awnings all the time. Now we can forget about it when 
there is a sudden change in the weather. And | feel it 
has added a touch of elegance that makes my store a 
stand-out.” 


The marquee is manufactured by The Kawneer Cos 
Niles, Mich., in prefabricated sections to meet the re 
quirements of any store. Blackmond’s marquee was in] 
stalled in two days. 
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tomer's eyes go unerringly to the Courtney rings. 
Their greater beauty and higher intrinsic value 
always invite a closer examination. 

For Courtney rings are made to demand 
attention. Carefully selected diamonds of fiery bril- 
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Courtney rings are sold when you display 
them—and they stay sold. Concentrate on Courtney! 


All Courtney rings are available in 14K yellow or 
white gold. 


‘OUR FAIR NAME IS YOUR GREAT ASSET” 


JOHN J. COURTNEY & CO. 
452 Fifth Avenue, New York 
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A Credit Man 






Talks to the Retail Jeweler 


Based on his years of experience in working closely with retail jewelers, the 


author of this article discusses some of the uses and abuses of credit. Also, 


he offers suggestions on improving the efficiency of jewelry store operation. 


A, credit manager for several wholesalers 
and manufacturers selling to retail jewelers, | have had 
intimate business experiences with many retail jewelers 
throughout the country. This has given me a broad and 
detailed knowledge of the many complexities of the retail 
jewelry business. My purpose in writing this is to reveal 
some of the problems faced by credit men and thus point 
out to retailers a few facts which jewelers can apply to 
their advantage. 

It is our feeling that one of the greatest evils of our 
trade today is the present attitude on long terms offered 
by many manufacturers. In the intense competition for 
business today, too many jewelers are more interested in 
getting long terms from suppliers than they are in the 
salability of the merchandise they buy. Thus, all too 
frequently, the jeweler is hypnotized into over-buying; 
speculating with his supplier’s goods in the hope that in 
the extra time allotted he will be able to pay for them 
when settlement time arrives. This is fine, but if the 
level of sales is not maintained, the jeweler finds himself 
inventory heavy and slow in retiring trade obligations. 
It then may not be too long before the jeweler is in finan- 
cial difficulties. 

On the other hand, it would be foolish for the jeweler 
not to avail himself of the longer terms offered. While 
the condition is apparently here to stay, he can take ad- 
vantage of these terms by intelligent, long range plan- 
ning, planning which entails proper inventory control. 
Unfortunately, too few jewelers understand the impor- 
tance of inventory control. It seems that the merest 
handful know exactly what stock they have or the turn- 
over of this stock; and therefore when and what to buy. 
Repeatedly I have seen jewelers purchase merchandise 
they already possessed but which, because of inadequate 
inventory records, they were not aware they owned. 

Jewelers also have a tendency to store merchandise in 
any accessible space. This becomes hidden in drawers, 
concealed under cases and gathers dust in back rooms. 
That is why I stress the retailer’s need for an inventory 
control system. It gives him an accurate, perpetual in- 
ventory of all merchandise in his store. Then, when a 
salesman calls, the retailer has only to refer to his con- 
trol sheets to know with certainty what he has and pre- 
cisely what and how much of any given article he should 
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by IRVING FIRSTENBERG 
Credit Manager, L. Luria and Son 


buy. It has been demonstrated time and again that a 
heavy inventory condition that ties up cash is a primary 
cause for insolvency. 

Again, for future buying, a good inventory control 
system indicates how long any item can be expected to 
remain on the shelves. Although some articles possibly 
may be turning over four, five or six times a year, others 
may be doing so only once. Hence, if you have in stock 
two items of a particular line that turns six times a year, 
you have, under normal conditions, a sufficient quantity 
for the next four months; whereas should you possess 
two of a number that sells only once a year, you have 
enough to last you for two years. It is well to keep in 
mind that it is a simple matter to obtain additional stocks 
if an unprecedented demand arises. 


SEGREGATE TAX FUNDS 


Another serious problem for jewelers, I have found, 
is the collection of taxes. How many jewelers, when 
scanning their bank balances, say to themselves, “So 
much of that money does not belong to me?” Too few 
do. I would like to urge jewelers to make a practice ol 
maintaining a special tax depository where federal excise 
taxes, city, state and county taxes are kept as an escrow 
account, with only tax funds deposited in this account, 
daily or weekly. In this way the jeweler’s business would 
avoid the financial shock it is too often subjected to when 
tax time rolls around. In New York City I have marveled 
at the simplicity with which the F. W. Woolworth stores 
collect the city sales tax. Next to each cash register 
is a box into which the tax is deposited on each payment 
for merchandise. There is an automatic segregation of 
funds, and tax money is not intermingled with other 
funds. 

Without some such system the result is either involve: 
ment with tax authorities or a sudden and sizable de- 
pletion of cash funds which is subsequently reflected in 4 
slow-up in settlement of merchandise bills. On numerous 
occasions I have heard jewelers complain that because 
(Please turn to page 146) 
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YOUR WATCHBAND BUSINESS 
IS BIG BUSINESS 


And SPEIDEL gives you these NEW, ACTIVATED 
Selling Helps to get YOUR share of this business! 


& Right now watchbands are 8% to 10% of Jewelry store sales — your fastest turn-over item. 


e Why? Because year in and year out Speidel spends millions of dollars to send customers into 
your store. Powerful, consistent Speidel television advertising is now reaching 17 million people 


each week. 


a When you consider these facts it just makes good business sense to use these Speidel Display 
Units. 


WE PREDICT TREMENDOUS CONSUMER DEMAND FOR 
SPEIDEL’S GLITTERING NEW “STONE-SET” WATCH BRACELETS! = . FREE! compacr 


With custom-fitted ends of crescent and three-point leaf -_ n\\a OVER-THE-COUNTER 
designs, all hand set with shimmering rhinestones, r\ \ > i< : SALES PRODUCER 
these new streamlined watch ernnetate give at ar. | This 6-On Tray makes i 
“that diamond look” to milady’s me. (\4\\\\ Sa | easy to show Speidel's 
watch. a Ws \ Oat oe) \ new designs to your 
oe a\\\@ ‘ \ “—' \ | \ customers. Also fits 
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Stock Control Unit. 
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MADE POSSIBLE THROUGH 


SPEIDEL’S HARD-HITTING. 


NATION WIDE TELEVISION 
ADVERTISING. IT BEGAN 
MARCH 23, 1953. 
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National Advertiy 


Markets are people and people live 
in localities. Thus, the national 
market to which a manufacturer di. 
rects his advertising is composed 


of thousands of local markets. 


E;. men of science this might well be 
the age of atomic energy. But for the manufacturer 
of consumer items, this is the age of advertising— 
the results of which are equally as explosive—con- 
mercially. 

The power of national advertising can be readily 
seen by the prevalent brand-name-consciousness of 
the American public. Witness a recent survey 
which revealed that 98 per cent of men and women 
interviewed were able to name one or more watch 
brands. This same high percentage figure is also 
true for electric irons. And for silverware, 95 per 
cent of the fair sex could readily recall one or more 
brand names. 

At the turn of the century the market picture 
was different. The typical consumer of that period 
knew little about brand name products. His buying 
preferences were formed right at the retail counter. 
This, naturally, made the selling job more difficult 
for the retailer. 

But times change. Magazines with mass circula- 
tions and national distribution entered the scene. 
They, in turn, were followed by radio and then tele- 
vision—all of which combined to create a powerful 
force stimulating desires for merchandise. 

Today, the American people are avid magazine 
readers, devoted radio and TV enthusiasts—and as 
a result their familiarity with manufacturers’ prod- 
ucts is unprecedented. Thus, it is understandable 
why “nationally advertised” are stock words in the 
vocabulary of businessmen and consumers. But 
these words are used and heard so frequently that 
many jewelers have lost sight of the true signifi- 
cance of national advertising to them, as local mer- 
chants. 

Markets are people and people live in localities. 
So a national market to which manufacturers ad- 
vertise is actually composed of many local markets. 
The common denominator is people—people who 
see or hear the manufacturers’ message in yours as 
well as in other communities throughout the country. 

























































Local Advertising 


Thus, the consumers in your community develop a 
desire for the particular products you have to sell. These 
desires can only be satisfied at some local store—your 
store or the store down the street. 

True, you'll get some of this business even if you don't 
do anything . . . which just goes to prove how much more 
you could have if you did something to move merchan- 
dise with money which miuinuen are spending on 
national advertising. 

The most simple way, in the case of magazine adver- 
tising, is to show the advertisement itself along with 
actual pieces of illustrated merchandise in your window 
displays and on your counters. National publications 
provide jew elers with material ready for use in the form 
of actual reprints of the jewelry manufacturers’ ads 
mounted on display cards. Such tie-ins have a definite 
impact on the consumer. In his mind he associates the 
manufacturer and the publication with the retail store. 

Tie-in material for radio and television advertising is 
supplied by manufacturers, usually in the form of display 
cards and units. For the sake of timeliness, the retailer 
shows the same styles and models featured on the manu- 
facturer’s program. 

Display cards are, of course, just one means of tying- 
in with national advertising. You can broaden your 
sales opportunities by also tying-in national advertising 
with your own newspaper, radio and television adver- 
tising. This provides double insurance that your store 
will be closely associated with the desired merchandise. 
These tie-ins with the manufacturer’s advertising are your 
answer to the consumer’s question, ““Where should I buy 
this product?” 

Every jewelry store, large or small, old or new, cash 
or credit, can profit by promoting brand name merchan- 
dise. If yours is an old established store, known and re- 
spected in your community, your name has sell power. 
By linking your respected name with that of a respected 
brand product you create a formidable combination. 

If yours is a new store setting out to build a reputa- 
tion, you can gain customer confidence by tying-in with 
products that already enjoy public confidence. An out- 
standing example is a New England jeweler who opened a 
store less than five years ago. By continuously identify- 
ing his store with the prestige of well-known jewelry 
manufacturers he ultimately became known as “Mr. 
Brand Names’”—and as a dependable jeweler. It is true, 
“A store is known by the company it keeps.” 

Yes, manufacturers do spend considerable sums of 
money in national advertising to create consumer desire 
and appreciation for their products. If it did not bring 
results in your local area, manufacturers would have 
stopped advertising a long time ago. 

You can move more of your merchandise with this 
money. Plan in advance a program to capitalize on 
national advertising; write to your brand name suppliers 
and request their national advertising schedules for the 
coming season. 














ONEY 

















oe ff? 










: z ia 
G55 ae 
> s * 
ee = 
: ~ se. : 
: ’ Sate sate, 
fe + . . eM pone ere 
co : 
: f 2 
gy . 
4 i £ $ 
° . 
F 7 a 
z ‘ : 4e°% 
Po ise Se oy dogess = 


ISGLAMOLR — 
ttf TS ap Reps gras 


SEM PRGA. 
he: pen gad Sake yey 



















The Matucday Kee: ning 


0S’ rr 


JSMIUSE ¥-W_2GER Ife 


RAMBLING so ON 
ON THE SON Contam F 


Wy hunny F & 











TAE DANCEROWS ANCHE | 


Se Chammes Hastiongrin Menuet 
: . » A 















Pie iaciidibb ee LL or ee EE 






(2 ron Ce 


r) 
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Your windows are your primary line of sales offense. They are 
the eyes of your store—and mighty expensive eyes they are, representing 
about 25 per cent of your rent. The return you get on this investment 
depends on the way you capitalize on the thoughts and emotions of the 
people who pass before your store. 

Manufacturers recognize the value of your windows. They invest big 
money in dealer displays because they want their merchandise properly 
presented to prospects, right at the local point of sale. Actually displays 
are the main performers in the supporting cast of any national advertising 





program. Manufacturers invest in them as “insurance” on the effectiveness 
of their other promotional efforts. For, the quicker a consumer is able to 
identify the local dealer, the sooner he will satisfy the product desire 
created by the manufacturers’ advertising. All manufacturers, national 
advertisers or not, realize that displays in the windows of local merchants 
enable them to dramatically feature merchandise highlights. Too, such 
displays are to the consumer, tacit testimonials that these items have the 
jeweler’s endorsement. 

But for each of the endless reasons why dealer displays are invaluable 
to the manufacturer, there is a corresponding reason why they are equally 
valuable to the retailer. 

Now, as every jeweler knows, he gets important store traffic and sales 
from consumers who enter his store seeking the products of national man- 
ufacturers. Obviously then, greater dealer identification by an individual 
merchant, through the use of manufacturers’ displays will produce still more 
store trafic for him; in the form of consumers who might otherwise drift 
into the stores of a competitor. 

When properly utilized, manufacturers’ displays are invitations from 
the jeweler, to the people of his locality, which say “Buy Here.” 

Manufacturers’ displays provide the jeweler with attractive business build- 
ers. Their quality is high because the manufacturer absorbs the major part 
of the cost and because of the economies of mass production of the pieces. 

Development of display material usually begins in a meeting attended 
by the manufacturers’ sales, advertising and promotion specialists. They 
know their market, and the outstanding features of their merchandise. 
And these specialists also know the retail dealers’ needs. 

So, when a display idea is born it springs from the combined imagination, 
experience and know-how of qualified organizations. It is then skillfully 
executed through the financial resources of the manufacturer. 
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Naturally, the average retailer has neither the 
time, experience nor money to invest in, let us say, 
a motion display unit or a four-color decal, or dis- 
play stands or pads, or specially designed packages 
for each of the many items in his stock. He must 
rely on the financial resources and ingenuity of his 
suppliers to meet his display needs. The only thing 
that is required of the jeweler is to use them. 

Every jeweler has the necessary ingenuity to 
tailor these expert-made displays to the personality 
of his store. Most pieces are versatile, easily 
adapted to the particular tastes and requirements 
of each jeweler. 

For customers who have a penchant for browsing, 
for those who are in the store to make credit pay- 
ments, or visiting the repair department, in-store 
displays do an ever-selling job. Such displays not 
only acquaint visitors with the merchant’s stock, 
but many of them, being demonstrating pieces, ac- 
tually create interest in the jeweler’s product and 
frequently close sales. 

There is a diverse abundance of manufacturers’ 
display material available to retailers. It is, in 
most cases, theirs for the asking. (For an idea of 
the scope of these sales-aids study the advertise- 
ments in this issue of JC-K.) 

So, with so much of the manufacturers’ money 
invested in dealer displays, why should any retailer 
be indifferent to these ready-made sales-builders? 
Why, instead should he not check with every pos- 
sible source and find out just what is available, for 
which purposes and what occasions? Why then 
should he not PLAN so that his windows and in- 
store displays during the entire coming seasons 
make use of the manufacturer’s money which has 
been put into displays designed to move more of his 
merchandise ? 

Of course he should. And the time he should do 
it is—now! 
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= JEWELER advertises in his local news. 
paper. Doing so, he is forever beset with the problem 
of what copy to use. What merchandise, what service, 
what price ranges will pull best at the time the ad appears? 

Few jewelers are equipped by experience or with 
trained assistants to produce advertising which they can 
hand to their newspaper with any assurance of its success. 

That is why many jewelers who cannot afford a local 
advertising agency, subscribe to syndicated retail jewelry 
store advertising services. They select the service which 
supplies ads of a type consistent with the character of 
their stores. With these they frequently combine news. 
paper advertising material supplied by the manufac- 
turers. 

Now there are thousands of other retailers whose adver- 
tislig appropriations do not even permit their subscribing 
to ad-mat services. For them, as well as those jewelers 
who make use of counsel, manufacturers’ ad-mats offer 
the benefits of the best professional advertising skills that 
the manufacturer’s money can buy. Frequently, in fact, 
the national manufacturer employs the very ad-mat con- 
cerns that sell their monthly services to the jeweler. 

Manufacturers do this in order to get the benefit of the 
service company’s firsthand practical knowledge of the 
problems peculiar to the jewelry trade. This experience, 
plus the knowledge of the manufacturers’ own promotion 
department, combine to create ideas that are practical, 
pointed—and timely; keyed to the economic conditions 
of the country as well as the merchandising activities of 
the manufacturer. 

True, all such material cannot be tailor-made to fit each 
particular store, but the jeweler can select those advertise- 
ments from the manufacturers’ ad-mat sheets which best 
fit the personality of his business. For, the manufacturers 
skilled ad-mat specialists realize that they must offer a 
variety of ads, with messages so slanted, with layouts and 
art so arranged that there will be a number of ads in each 
series which will appeal to each type of jeweler. 

Among the manufacturer-prepared newspaper adver- 
tisements which are offered the jeweler in the form of 
mats will be found a variety of selling slants. Some ads 
feature new items. Such an appeal lends itself nicely to 
newspaper advertising because the subject is “news.” 
The same advantage applies to ads featuring a new price 
or a temporary introductory offer. 
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Other ads may promote merchandise that is desirable 
for some particular gift-giving season such as Christmas, 
Easter, Father’s or Mother’s Day—or graduation. Here 
again is a natural newspaper approach, for the news- 
paper reader's mind is attuned to respond to anything 
that is timely. 

Of course, the layout of the ad must be attractive to 
the reader, be in line with the type of customers the 
store appeals to and certainly must create an impression 
similar to the character of the store signing the ad. That 
is where the versatility of the usual manufacturer’s ad- 
mat-service becomes important. Now manufacturers 
spend considerable money in preparing these ads and fur- 
nishing mats of them, in order to offer their dealers 
sufficient variety of appeal and varying appearances to 
make them attractive and useful. This they must do be- 
cause here is a case where the retailer is King—yet he 
votes on ad-mats like a democrat; secretly and in the 
privacy of his own council. If they aren’t placed in local 
papers by local dealers, the investment is a dead loss. 
Therefore progressive manufacturers offer ad-mats that 
lend themselves to adaptations which permit the jeweler 
to personalize the ad so it sells the store as well as the 
merchandise. 

The retailer who fails to pick-up this investment, which 
has been made for his local benefit, is overlooking a 
dealer-aid that is his for the asking. For, the retailer is 
not paying to advertise a national product, he is combin- 
ing the good brand-name with his own good name in a 
properly prepared ad-mat and thus presents a happy 
balance emphasizing national product and stressing his 
own store name and character. 

To cover the dealer advantages of manufacturers ad- 
mats would require more than the space available here. 

Suffice to say, the manufacturer employs much talent, 
time, experience and money in offering intelligently 
planned, attractively prepared ad mats to his dealers. It 
would seem wise for the jeweler to look these over more 
carefully and study them thoroughly so he can appre- 
clate and utilize their potential value as sales-aids for 
him. Having done so, he should make his selections, place 
his order for the mats, and integrate them in his planned 
sales efforts upon which he is counting to produce busi- 
ness during the coming months. 
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They're not on your 
payroll, but at work 

for you preparing ad 
mats are skilled artists 
and copywriters, whose 
products are yours for 
the asking. 
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Consumer Literature Provide 


= consumer literature pro- 
vides informed, authorative, personal selling help for 
the retailer. The jeweler can distribute such material in 
full confidence that it will be a credit to him and to his 
store—and that it will do the job for which it was de- 


signed, 





Literature explaining the care and use of mer- 
chandise should be on the counters at all times. 


The pleces may be a booklet on the correct use of some 
merchandise, or a circular advising on the care of an 
item. It may be a product-tag pointing up the product's 
features, or it may be a line-folder representing a con- 
densed catalog of the manufacturer’s current line. Or, it 
may be a combination piece designed to do a complete 
selling job, arousing consumer desire for the product, 
providing details on models, designs, colors, prices— 
and an order blank. 

When such pieces of literature are offered to the re- 
tailer they represent the end result of much thoughtful 
planning, educated study and skillful execution. For, 
though these pieces were designed with the retailers’ 
particular needs in mind, they are regarded by the manu- 
facturer as an important part of his national selling 
campaign. Thus, they are timely, finely-pointed sales 
aids, keyed-up to produce immediate action. 

Manufacturers’ consumer literature has as many pur- 
poses as it has various forms. The purpose of a particu- 
lar piece may be to introduce a new application of a 
product, in which case it will sell an idea. Perhaps the 
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piece may be designed to introduce a new pattern. design 
or model; in which case it will sell the beauty and utility 
of the new release. Perhaps the purpose will be to feature 
a new price or special introductory offer; in which case 
the literature will feature value. Again, the piece may 
present an abridged catalog of a line; in which case it 
will feature completeness of buying information. 

However, regardless of the purpose of the piece, the 
jeweler can be sure that much money was invested by the 
manufacturer in careful preparation and production—in 
the hopes that it would be used promptly and properly 
by the retailer. 

Now some such pieces of literature are designed to fit 
in with a particular merchandising event such as the 
national introduction of a special offer. Some are de- 
signed for a specific selling season, such as Christmas. 
Other pieces are designed to fit into the year ‘round needs 
of the jewelers’ customers, such as day-to-day gift-giving 
occasions, selections of personal flatware and watch re- 
pairing. 

Therefore, the results produced for the retailer by such 
literature depends upon his intelligent use of the right 
pieces at the proper times. 

In folders offering the customer special prices, intro- 
ductory offers, new patterns, new items or new lines there 
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Some literature is designed to introduce new 
merchandise, selling its beauty and utility. 


is a news value which suggests their use through the mails, 
with a special letter or as enclosures with correspondence, 
bills and statements. Certainly, such pieces should be 


THE JEWELERS’ CIRCULAR-KEYSTONE 








Manufacturers provide jewelers with consumer 


literature—material which takes many forms 


and serves a variety of functions. These effec- 


tive sales aids are available to you. Use them! 





placed on store counters where they will be seen and 
read by customers who can ask to see the featured mer- 
chandise, right then. 

Such methods of distribution are also effective for the 
type of literature which is designed to promote merchan- 
dise for some particular selling season; pieces such as 
Christmas gift booklets and manufacturers line folders 
designed for some specific gift-giving occasion as Mother’s 
Day. 

Certainly those pieces of literature which are devoted 
to the care and use of merchandise should be on the 
counters at all times. Such folders might be on flatware 
and its correct use, or watches and their proper care. 








Distributing consumer literature to your audience 
after a lecture creates lasting benefits to you. 


Certainly in the case of the latter, such literature should 
be available at the watch repair counter, emphasizing 
the jewelers’ continuing interest in the satisfaction which 
the customer derives from the service being rendered. 
Here, too, should be folders on watch accessories which 
merchandise is of interest to the customer while his atten- 
tion is centered on his reconditioned watch. 

Such literature on the care and use of a product should 
always be included in the package delivering a purchase. 
This practice will result in fewer merchandise returns. 
It will alse build your prestige as an authority on jewelry 
store merchandise. 

Such literature, as well as line folders, should be 
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¢ Finest in Printed Salesmanship 


distributed by you whenever you deliver a lecture before 
any group. It is safe to assume that your talk created 

















Many folders adapt themselves to direct mailings 
and as enclosures with bills and correspondence. 


an interest in diamonds, watches, home accessories, or 
whatever your subject. It is, therefore, logical to leave 
with each individual in your audience an envelope con- 
taining an assortment of literature that will give them 
additional information. Thus, their enthusiasm will 
have the fuel to generate action in the form of visits to 
your store for the selection of merchandise. 

Certainly manufacturers’ consumer folders and litera- 
ture present the very finest in thorough-going dealer ad- 
vertising. They represent huge investments by manufac- 
turers and are made available to the jeweler free or at a 
fraction of a cent. Their great value as sales aids is out 
of proportion to their physical size. And though they 
may be accepted as commonplace by the jeweler because 
they are so familiar to him, there is nothing that match 
them in effectiveness when the need arises for which 
they have been designed. 

Don’t let them work exclusively for your competitors. 
Order those that fit in with your store and selling plans. 
Employ them on the occasions for the purposes and dur- 
ing the periods for which they were designed. Their use 
will repay you handsomely for the thought you give them. 
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Line Up Your Program wi 





Practically every manufacturer has a kit-full 


of tested promotion ideas devised to move mer- 


chandise through your store. They’re yours to use! 


Warne do successful retail jewelry pro- 
motions originate ? 

As well, try to trace the source of any idea. They all 
have their beginnings way back, are conjured up anew 
when conditions are suitable for their application—ad- 
justed to meet the need of the moment and dressed up to 
fit the time. 

The development of good merchandising devices is not 
exclusive to manufacturers, to wholesalers or to retailers. 
Each group has contributed. 

Yet, obviously, manufacturers are in the best position 
to devise good retail merchandising ideas (with high- 
powered merchandising brains on their side)—to prove 
them (with large sums to conduct tests)—and to profit 
from them (with so many retail outlets in which the ideas 
can produce results). 

As for successful selling ideas which are initiated by 
individual jewelers, these seldom go unobserved by the 
manufacturers’ merchandising men or salesmen—all of 
whom report any successful selling ideas to the home 
office. There, these ideas are sifted, studied, refined— 
and then proved in retail jewelry stores of every type 
before they are “packaged” by the manufacturer and 
offered to the trade at large. Manufacturers invest large 
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sums of money in these ideas. Retailers who use them 
are thus “Moving more merchandise with manufacturers’ 
money.” 

A case in point is that wherein one sterling manufac- 
turer introduced a new flatware pattern, named for a 
type of musical composition. One of the silversmiths’ 
dealers conceived the idea of capitalizing on the musical 
name by having a piano recital by a local protege, right 
in his store. To this he invited the music lovers among 
his customers who spent several hours in his store enjoy- 
ing the concert—and the beauty of the new silverware 
which the jeweler thus successfully introduced to his com- 
munity. This idea was transmitted to the silverware 
manufacturer by one of the company’s salesmen. The 
manufacturer, after testing it with success in other stores, 
presented the idea to his other dealers in an outlined, 
detailed form. 

Another silver manufacturer, with a pattern named for 
a famous mansion, had jig-saw puzzles made from pic- 
tures of that mansion. These, he supplied to the jeweler. 
Single pieces of the jig-saw puzzles were sent to a num- 
ber of the jeweler’s customers with the advice that they 
bring it to the store. If the piece they held was the 
one missing from the otherwise complete puzzle-picture 
in the jeweler’s store, the holder received a set of the 
silverware as a gift. 

But not all such packaged promotional ideas are keyed 
to a pattern, design or trade name. For example, many 
diamond dealers have developed promotional ideas which 
tie-in with some local opportunity, such as the showing 
of a movie which may have a sentimental name appro- 
priate for application to the sentimental association of 
diamonds. Or it may be that the story is one directly 
associated with diamonds. For use in such an event, one 
diamond dealer provided advertising counsel and litera- 
ture and equipment, so one of his jewelers in each com- 
munity where the picture was shown, could set up a glass 
bowl full with thousands of rhinestones and one diamond 
—in the lobby of the exhibiting theatre. Here by means 
of display posters, patrons were invited to select one of 
the pieces from the bowl, take it to the promoting jew- 
eler’s store, where if their selection was the genuine 





















































Promotional Tie-Ins... 


diamond, it would be mounted in a ring free. 

Also, all the ideas offered by suppliers are not tied-in 
with some out-of-store event. Many are of the type de- 
signed to promote the individual store’s prestige. For 
example, when a store is opening—or reopening after 
remodelling—several diamond wholesalers offer the loan 
of spectacular pieces of diamond jewelry to provide pub- 
licity-getting values to the event. And they supply a 
complete program along with the pieces which enables 
the jeweler to make the most of the event. Many dia- 
mond houses have promotional plans applicable at any 
time, with or without a special occasion. 


TYING-IN WITH TIMELY EVENTS 


Some manufacturers’ dealer-promotions are tied-in with 
timely events, such as Father’s Day. One maker of watch 
attachments developed a complete program from the pack- 
age right through his national advertising, dealer displays 
and literature to his dealer ad mats; a coordinated promo- 
tional plan which produced store traffic and greater sales 
in every jewelry store where the material was employed. 
Another attachment manufacturer, in an effort to give 
the jeweler greater in-store activity, offered a special deal, 
prepared a complete set of posters and cards—and a pro- 
gram for special clerk incentive and education during 
the time of the event. These are not unusual; the promo- 
tions were just more spectacular because of the magni- 
tude of the operations. Most all suppliers have some 
promotional tie-ins for their dealers. 

It is safe to say that there isn’t a manufacturer who 
does not know—from experiences gained on the prac- 
tical testing grounds of America’s retail jewelry stores— 
how his merchandise can be promoted to greater volume. 
Rare is the salesman who doesn’t have a kit-full of proven 
merchandising ideas for increasing the retailers sales of 
his product. 

So, why start from scratch and try to cook up ideas on 
your own? First, employ the facilities that exist, facilities 
which manufacturers have spent millions in  de- 
veloping so you can spend “pennies” to tie-in. Keep 
abreast of such promotional plans. Read carefully the 
manufacturers’ ads in your business magazine where they 
offer these sales promotional plans. Ask the salesmen 
who visit you as to what is new along these lines. Use 
those ideas most appropriate for your local conditions 
and those which best fit the personality of your store. 

But—do it now. Don’t let these manufacturers’ pro- 
grams wash past your store. Don’t let them wash right 
down the street to a competitor who is alert enough to 
divert this stream of profit-laden ideas through his store. 
Don’t let him enjoy the benefits of these manufacturer- 
made investments exclusively. They’re yours, too, if 
you'll inquire, act and plan—NOW, Today! 
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Advantages of purchasing a complete silverplate 
service were emphasized in this jeweler's window. 
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Tying-in with the editorial pages of a consumer 
magazine, this display featured sapphire jewelry. 





Writing to several watch manufacturers, this re- 
tailer developed idea of a watch fashion exhibit. 


Manufacturers’ Sales 


BRETTON WINDOW AND COUNTER DISPLAY... 


A triple duty profit-maker 
durably constructed with 
rich velvet trim; dramatical- 
ly features Watch Bands, 
Idents, Photo Idents and 
Men's Jewelry sets. Avail- 
able free with minimum 
purchase arrangement. 





BRUNER-RITTER, INC., 630 Fifth Avenue, New York 20, N. Y. 


BRETTON COUNTER DISPLAY... 


with fitted and extra dis- 
play trays; handsomely 
shows regular Bretton 
Watch Bands in Space 
Savers package, De Luxe 
Watch Bands on the ex- 
Clusive Night-time Stand 
and Idents. Available free 
with minimum purchase 
arrangements. 


BRUNER -RITTER, INC., 630 Fifth Avenue, New York 20, N. Y. 


TRAFFIC-BUILDING MERCHANDISE DISPLAY 
HI-LITES WALTHAM GOLD RUSH PROMOTION 


Turn street traffic into store traf- 
ee fic with this magnificent 3-D Waltham 
WALTHAM Gold Rush display in your window. 
= y yighetianecs Paticgn It's a magnet for attracting shoppers’ 
» +1)?’ : eyes—and dollars! /7T'S FREE. Use 
| | this dynamic display to help you make 
the most of the thousands of sales 
opportunities —the hottest between- 
season watch pro~o’ion ever offered 
you. Read a// about it on Page 28. 
of this issue—and see your Waltham 

wholesaler immediately. 


WALTHAM WATCH COMPANY 
Waltham 54, Mass. 


Speidel Agrees With JC-K 100%! 


Just take a look at our color insert on pages 112A- 
112D of this issue, and you'll see how strongly we 
believe in providing retail jewelers with free sales 
aids to help sell watchbands. 


Speidel Corp. spends millions of dollars on national 
television advertising to send customers into your 
store. It’s just plain good business sense to tie-in 
your store locally with our action-packed selection of 
free window displays. 
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act today to have FEATURE LOCK’S 3" 


# 
Dynamic “Remount Promotion” build increased onl 
diamond ring sales for you! 2.3 


it’s yours An all-inclusive 


Remount ‘Promotion Package” of 
specially designed selling helps. 
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130 WEST 46th STREET, NEW YORK 36, NEW YORK 


New Promotions! New Customers! 


Anson keeps the fires 
hot with new promo- 
tions, new ideas. Right 
now, see Anson on THE 
BIG PAYOFF on TY! 
More power to come! 




















2 pages - Full color - House Beautiful | 
April issue 


Evans promotes Bone China and 
French Enamel Table Lighters 
and Smoking Sets in a com- 
pletely new concept of creative 
styling. Write for details. 


Svans 


Case Co., No. Attleboro, Mass. 





Hide 

® 
consistently nationally advertised 
in LIFE, LOOK, THE SATURDAY 
EVENING POST, THE NEW YORKER 
offers you a complete promotional 
service at the point of sale. 

Permanent Displays * Window 

and Counter Units + Art and Mat 
Services * TV Spots * Radio Tran- 
scriptions * Statement Enclosures 
* Technicolor Films * Booklets and 

., Inserts * Blocks and Wrenches 


‘Ask your Mido representative about them today or write: 


LOUIS AISENSTEIN & BROS., Inc., 16 East 40th Street, N.Y.C. 





you move more merchandise 
i881 © ROGERS ® ... Oneida Ltd. 


Sales-Making Merchandising Aids 


FOSTER IDENT-O-GRAPHS 
for Kids Hi kids... look at these 
you enjoyed or heard about IDENT(@)-GRAPHS 
the profits made when 


Foster Metal Products, Inc. (Attle- 


; introduced the Boys’N Girls Special mailing circulars . . . regular 
ibend, youll telephone your Envelope type and self mail ...$12.50 per M 


s right now for one or rg 1% | : 
oon  Fecn’s new 6 item assort- ad Envelope Stuffers . . . Quantity Free with 4 M 
aol ra Boys’N Girls IDENT-O- | oR purchase of sets . . . larger quantities ...$ 4.00 per 
ments 3 eee 


GRAPHS. These units (K) cost on Sas 4 Wee Complete assortment of newspaper mats 
you, Mr. Retailer, $15. 45 with the ‘ “ i &S D % Ask for free mat proof book 
counter display shown here. The = Sa 
“one ... FREE 


kids really go for these secret pic- a Sy Colorful Counter Circulars 


ture idents,—-selling F.T.I. at $5.95 Tf As 
(Rhodium Finish) and _ $6.95 (acre sé Kiddie item display—Free with assortment of merchandise. 
(G.F.). Unit K has 4 Rhodium Fin- F x 


ish and 2 G.F., attractively boxed. Free Window and counter identification sign. 


I oes 

yy ee 
ie 
fee 


SY COMMUNITY DEALER AIDS 


® e S K > it 
Religiou ey Chains — TV Film and Spot Announcements No Charge 


ALL STERLING SILVER Radio Announcement No Charge 


Six hand-engraved medals Newspaper Mats No Charge 


with auto key chain and rings, ; ‘ 
mounted on lovely new 3-D Envelope Stuffers imprinted @ 3.00 per M 


display unit . . . with purple , , , ‘ , . 
caiteien ae a, aed Direct Mail Pieces imprinted (@ 12.00 per M 


pher, Miraculous, three- and . : . & ‘ T . 
iecpamne-dhaiinen. inaheaiinins Window Cards & Banners No Charge 
slide medals. This, and many Motion Display $10.00 
more, at. . ‘ : . 


EERIE 285 8. 


Consumer Counter Circulars imprinted No Charge 


~~ CATAMORE COMPANY Child and Baby Item Display o aS 


i silverware assort- 
231 Pine St., Prov. 3, R. lt. pi 


A ; HEIRLOOM STERLING DEALER AIDS 
Ww WQLUCANWL . | | , 

Child & Baby Item Display #7946 ... $10 net or free 
GIFT BAR with $100 net order. 


Impulse buying soars, and cash registers jingle when this magic New style Consumer Circular 
sales aid is used. It’s the handsome new Elgin American Gift Bar— New 4-Color Mailing Circular @ $6.00 per M 


a thing of beauty for any store. Adjustable trays make it easy to Free Counter or Window Card featuring set combina- 
build attractive displays in a jiffy. Hidden lights bring out each tions 

item's complete beauty. Best of all, the Elgin American Gift Bar is Newspaper Mats 

yours on a simple, practical self-liquidating plan that makes it Radio and TV Spot Announcements 

easy to own. For full details see your Elgin American representa- Complete Graduation Teaspoon Promotion 

tive, or write direct. Clerk Information, Pattern and Decorating Booklets 


ELGIN AMERICAN : . iis - . — 
Rl Rint men Elgin, Ulinois Traveling Displays and Special Events Displays 


LINDE’ STARS ON DISPLAY 


| Sone This colorful Esme display ed 
pe enn mail f per aca i 3 LinpeE Star Jewelry for men an 
Peres PES Sattle i women is available to you without 
——-,- = ene charge. Use it in your windows to 
tempt the passerby. Use it on your 
counter to turn a shopper into a 
buyer of jewelry set with profitable 
LinbE Stars. Ask for it now, and for 
a copy of “The Story of Stars” for 
the “Star” salesmen. See LiInpE ad 
on pages 94 and 95. 
Distributed b 


MAX DURAFFOURG GEM CO., 576 Fifth Ave., New York 36, N. Y. 
CHARLES F. WINSON, 580 Fifth Ave., New York 19, N. Y. 


LINDB® is a registered trade mark of Union Carbide and Carbon Corporation, 


~~ 





Now nationally ad- 
vertised in Seventeen 
magazine —to help 
you sell more and 
more of the top tail- 
ored earrings. 


ALICE Jewelry Co. 


52 Valley St., Prov., R. |. 


- see our ad on p. 200 


AGAIN IN 1954 


Carvel Hall’s smashing 
consumer advertising pro- 
gram helps you sel! fast 
moving Carvel Hall Cut- 
lery. A separate and dis- 
tinct HOME-MAKER PRO- 
MOTION will focus the sellout Power of LIFE on your store. 
Powerful selling messages via striking color ads in Better 
Homes & Gardens, House & Garden, McCall's, Living for Young 
Homemakers, will send red-hot prospects into your store. Per- 
suasive ads in The New Yorker and Sunset will convince your 
— that Carvel Hall quality means the finest in cutlery! 
o tie in! 


CHAS. D. BRIDDELL, INC. @ CRISFIELD, MD. 


THIS BROCHURE CAN START YOU OFF FOR PARIS! 


Contains rules and entry blanks 
for Sessions’ big “‘“September in 
Paris’’ Contest, open to all retail 
sales people who sell Sessions 
Electric Clocks. 

Includes catalog inserts show- 
ing full line and new 1954 models. 
Shows how to sell more clocks. 


Write for Brochure SP-354 to: 


Sessions ‘‘September in Paris” 
Box 246—Forestville, Conn. 


essions ELECTRIC CLOCKS 


| HEART-SELLING 
FREE! 


Anson's inspired 
Valentine’s Day 
Display, typical of 
the tested selling 
aids that take little 
space, but do a tre- 
mendous job! 








New Counter Display Features 
| & R De Luxe Emblems! 


Beautifully designed, this n 
compact I & R display will meen 
more De Luxe emblem sales for 
retailers. Finished in light blue 
crushed velvet with gold letter. 
ing. Available with no charge 
with any six De Luxe I & R 
emblems. 


Display, with six emblems as 
illustrated, (4 Masonic, 2 Shrine 
one with diamond) including in- 
dividual steel-hinged gift boxes, 
$36.00 Keystone, through your 
wholesaler. 


IRONS & RUSSELL COMPANY 


PROVIDENCE, R. I. 


DON'T MISS .. | 


this great opportunity to 
tie in with Carvel Hall's 
1954 Promotion. Here's q 
flood of dealer aids — for 
the asking. FREE MAT 
SERVICE—Loose mats, big 
and small space ads — all 


available free on request. FREE STATEMENT STUFFERS — to 
help make your regular and special direct mail efforts pay off in 
bigger Carvel Hall sales. Smart, light-weight and easy to use. 
Space for your imprint. Free on request. LIBERAL COOP AL- 
LOWANCE — Write for complete details to: 


CHAS D. BRIDDELL, INC. @ CRISFIELD, MD. | 


STERLING 


PLATED 
SILVER 


COMPLETE DEALER COOPERATION 
INCLUDING: 


National Advertising Reprints 
Regular and Motion Displays 
Newspaper Mat Service 
Radio Scripts 

T.V. Slides 

Decals 

Authorized Agency Signs 
Color Brochures 

Display Stands 

House Organ (Tissot News) 


FOR ADDITIONAL INFORMATION WRITE 
HOLZER WATCH CO., 501 Fifth Ave., N.Y. 17,N.Y. J 


“ae 

Rare aes , 
Rese. 
: 4 ot,, 


Ror 


makes an impression 


* | on YOUR CUSTOMERS with 


year-round national advertising 
to over 20,000,000 readers 


complete newspaper mat service 


colorful catalog showing the entire line 


forceful selling direct mail literature 


*See our ad appearing 
on Page 161 of this issue. 


POOLE SILVER CO. 7 


Taunton, Mass. © New York e Chicage 





help you move more merchandise 


CHEST DISPLAY SPOTLIGHTS First silverplate reorder service 


HOLMES & EDWARDS gets complete dealer-aid kit 
“SPRING SILVER SALE“ a : x Retailers are offered full support 


: ” = with 1847 Rogers Bros. promotion 
¢ Acomplete sales promotion pack- ¥ “4  { > | oa \ on early patterns, Starting March 1. 


age is available to you in order to “My Ori 
support the Holmes & Edwards big Announced on “My Favorite Hus 


spring promotion. yy Bae - band” (CBS-TV), March 13 and 27, 
e Assortment includes _ illustrated .- \ and in March Ladies’ Home Jour- 


display cards, full-color direct mail . = > i 
piece, counter cards and mats. nal. Selling helps include: display 


®@ THE SPRING SILVER SALE will be * | 4 . a 0s banner, newspaper mats and coun- 
advertised on “sHOW OF SHOWS” 7 eee QE ter card (illustrated at left). Con- 
NBC-TV Network April 3, 10, 17 and hd Eble a ‘a ; : 
24 Write for Saale a eo ys ee tact “1847” representatives or write: 
Advertising Dept., 1847 Rogers 


Holmes & Edwards Division, The International Silver Company, Meriden, Conn. ; : 
Bros., Meriden, Conn. 


Sentinel ARROW DE LUXE commer §=—=—NEW WALTHAM MATS TO MAKE 
isplay Deal No. 180 mY, YOUR STORE CENTER OF SALES 


This attractive, free counter merchan- é 
diser displays the popular-priced Sen- : DURING GOLD RUSH PROMOTION 
tinel “Arrow de luxe” wrist watch. Six | eid 
watches are furnished in gift boxes. Here are Waltham Gold Rush mat ads to 
Sales features of the Sentinel “Arrow ——} create a gold rush of sales in your store 
de luxe” include jeweled, shock-resis- tage! Veda during this exciting promotion. They're hard- 
tant movement, gold plated expansion hitting, hard-selling sales getters! That's only 


. ‘ part of it—there’s a beautiful new 3-dimen- 
band, gold plated case, stainless steel sional display, counter cards, streamers, TV 


7 ] » a , pit A > 
back. Watch is guaranteed for one EID I i, slides, radio scripts—AND THEY'RE ALL FREE. 
year. Retails for $8.95. Dealer cost for - | Be Get full details from the Waltham ad on 


six watches $36.42. \— eS Page 28—and see your Waltham wholesaler 
immediately. 
WALTHAM WATCH COMPANY 
Waltham 54, Mass. 





For complete information write 


THE E. INGRAHAM CO., BRISTOL, CONNECTICUT 


Outstanding among many 
new sales aids for Keep- 
sake Jewelers is the..beau- 


NEW MOTION DISPLAY FOR KEEPSAKE DEALERS 


Inexpensive COUNTER DISPLAYS 


mn or emmercnree ns UY - << Br tiful “Bride and Frame” 
and unit sales, we design ita Pe: a @ *) Motion Display to feature 
and manufacture tratffic- ae ee —! 7 Keepsake Diamond Ring 
stopping displays and Pie ¢ “i _—s ‘ sets. Doll bride steps from 


packages . . . inexpen- | f : ) } white rococo frame with 
| SEIITIT GTS : ‘ Lif es blue net drape. Fringed 
sive, yet proved highly CLL ELE A fh : wey turntable with 3 sets is 
successful. Sn te, f/f i < foe Oe light blue with colorful 

_ . e _ << 4 i "™@ little bouquet at top. Card 


| a a ee \j . f ae Ge atop frame is deep blue to 
Douglas Young, Inc. ae - es eal —_— . : match ring pads in smart 
110 Kenyon Avenue 3 el | new Keepsake boxes. 1834” 


Pawtucket, R. I. high, 21” wide, 11” deep. 
A. H. POND CO., INC. SYRACUSE, N. Y. 


NEW mM cece: NEW KEEPSAKE-CRESCENT 
: A ~. AD MAT SERVICE 


Af s , ? — The new Spring 1954 Mat Service for 
Beautiful 3-piece Service Set ifar fe ‘ if . Keepsake-Crescent Diamond Rings 
custom-styled by International / a : 4 .. has top-flight promotional material for 
Silver Co., to match the Universal : : ~ franchised dealers’ best-sellers in 
Coffeematic. Valued at $24.95, AL 5 ey their best ad medium. Prepared by 
it may be offered at only S Re ge . specialists, it has ad-making units and 
$9.95 to purchasers of ol” Geo oe oe 2 - de mats of all sizes and types for every 
the 10-cup Coffeematic S) (SD ieee | co occasion. Many tie in direct with 
at the regular price. “Ped | | RL ee J : | national ads or store displays. Sched- 
on =e . ule form and postage-paid order cards 

included. A free dealer help. 


SYRACUSE, N. Y. 
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Preview of the 


Artcarved 


advertising and merchandising 
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program for spring \ - A Artcarveds National Adver. 
Loe tising ..- beautiful ads in these leading 


magazines to help you sell month afte; 
month after month! 
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Artcarveds Window Displays : 
... beautifully crafted in wood and velvet. Artcarveds Motion Displays Lee 


Dramatic additions to your window! " designed and built by experts to bring more 
young, bride-age customers into your store. 





. 
. 
. 
' 
. 
; 


Artcarveds In-Store Displays 
. .. perfect for your counter or showcase. 
Sturdy! Handsome! Compact! Hold diamond 
and wedding rings securely! 


2 eee 


. eo he 
5 re ehad 


Artcarveds Ring Boxes... 
beautifully designed velvet-lined plastic 
cases for diamond or wedding sets. Another 
extra that makes Artcarved a favorite with 
your bridal customers! 











Artcarved crac 
tw 4 , a 

OIAMONG BING CUaeantTie™ 

see COT etec ate SF Beorrsreer(ae 





ee ee ee 

SS ES Bee Se: 
the ses 3S 
= quam sms 











Artcarveds Dia- 
mond Ring Guar- 


antee...the most com- 

plete diamond ring gvar- : . 

antee in the industry. It pro- Actcarveds Catalogue vee 

tects you and it helps you the most famous in the industry .. . an 

sell more Artcarved rings. ideal supplement to your stock. Keep 
it on hand for quick re-ordering. 











more merchandise 





Artcarveds 
TV Playlets 


- « - sell for you 
right in your cus- 
tomer's living room. 
Acted and directed 
by professionals! 
Your store name on 
every one. 





Artcarveds Mat Ads... 
expertly prepared by retailing 
specialists to help you tie in with 
cur national advertising schedule. 





Artcarveds Radio Discs... star- , 
ring famous radio star Lanny Ross. Also a Artcarveds 
new collection of live script commercials to Movie Pilay- 
help you sell for every gift-giving occasion. lets ... in full 
color for your local 
theatre. We pay 
print costs. Youpay : 
for name, time and “4 
service only. 














A e's « ae ae a) ‘Bah 


Artcarveds 


Booklets ... 
help you build more 
store traffic... help 
you find your home- 
town brides-to-be 
... your best ring 
prospects! 














Artcarveds Brochures, Leaflets, Mailers 
..- identify your store as Artcarved headquarters. Your name 
imprinted, if desired, at nominal cost. 


Artcarve 


America’s most trusted name 
in Diamond and Wedding Rings 
Artcarveds Good-Will | memoen 





Gifts . . . unusual memo book, J. R. WOOD & SONS, INC. 


emeryettes, and easy-to-carry 216 East 45th Street, New York 17, N. Y. 
bags keep your store name out in 
front. 








Manufacturers’ Sales Aids § 


Imperial Cultured Pearls .. . 
Offers More Sales Aids 


Extensive National Advertising 
and Publicity 

Special Gift Pearl Promotions 
Complete Advertising Mat Service 
Eye-Catching Counter and 
Window Displays 

Advertising and Educational 
Folders 


Imperial Pearl Syndicate 


5 N. Wabash Ave., Chicago 2, Ill. 
Offices in all principal cities 


RING PROFITS 
WITH COLLEGE-TYPE 


j : Di,  egineh “tf 

i will ee College Seal and Crest Company 
i i offers this free special dimensional 
ring display with an order of four 
sample rings. Stores everywhere 
have used the company’s famous no- 
stock, no-inventory plan to promote 
college-type high school rings. Re- 
tailers can sell high school rings 
twelve months of the year without 
contracts or minimum quantity or- 
ders, using attractive catalog. Free 
mats, window and counter cards are 
also available. See ad on page 152. 


COLLEGE SEAL AND CREST COMPANY 


236-A Broadway, Cambridge, Massachusetts 


FREE LUMINOUS DISPLAY 
New Exclusive “Jewelers Touch” Men’s Jewelry now being introduced. 


Free Luminous Display holds 
one of the new sets plus free 
newspaper mats, both from your 
JU" nee Wholesaler. 
ao Bg See full-page advertisement on 
; ~ — page 48. 


HA YWAR D 


Walter E. Hayward Co., Inc. 
Attleboro, Massachusetts 


REQUESTED 


The Anson Mat Book — 
One of the great successes 
in retail advertising. Cre- 
ated by advertising’s finest 
craftsmen, its 58 mats 
have been used 4400 times! 
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Cfelechwn ELECTRIC CLocKs 


give you MORE in ‘54 
TO TIE IN WITH THE 
TERRIFIC ADVERTISING 
IN NATIONAL MAGAZINES 
AND ON COAST-TO-COAST Ty 
Merchandising Kit... 


Kit includes: Colorful Display, 
Streamer, Ad Reprint and 
_ Display Hints. 
“DORM” 6-Alarm Pack 


Ready to set up and ready to sell, 
“ILLUMINETTE” Display Card 
To help you sell the lighted dial 
feature of this new alarm. 
Free Ad Mats... 


To tie in your local newspaper ad. 


See Pages 68, 69 for Details — sertising. 
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FREE DISPLAY 
for Carded Earrings 


Give your carded earrings 
a chance to sell themselves 
in Plainville’s new rotating 
display for carded earrings. 
cs Wee Holds 48 pair. Free from 
aoe % your Wholesaler. 
i me] See full-page advertisement 
= " on page 54. 


PLAINVILLE 


Plainville Stock Co. Plainville, Mass, 


Kin a“ OLliss 


4}, HELP YOU SELL 

"| {with Ring Trays, Window Settings, 

Re Mats, Folders and 
Advertising Allowance. 


BLISS RING CO. 


29 E. Madison St. Chicago, Il 


‘ik 





1/20-12 K GOLD and STERLING SILVER | 
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i lp you move more merchandise 


. it's easy to sell 





SPORTSMEN 


STOPWATCHES 


FACTORIES ° 


SCHOOLS * HOSPITALS 
LABORATORIES 


RADIO AND TELEVISION STATIONS 


Tested 6 Point Plan 
Shows You How 


Anson’s appealing con- 
sumer booklet gives you 
a-new opportunity to sell 
every time you mail a state- 


FREE write :.- tested 


sales plan, merchandising _ kit, 
catalog and full information. 


CLEBAR WATCH AGENCY 


521 Fifth Ave., New York 17, N. Y. 


PACKAGING AT ITS FINEST 


Illustrated is one of 
our new  all-pur- 
pose Jewelry 
Boxes. Can be used 
for either a two or 
three-piece jewelry 
set. Available as a 
hinged jewel box 
and covered in all 
popular fabrics. 
Distributed 
through the jewelry 
manufacturer and 
wholesaler. 


DIAMOND PAPER BOX COMPANY 


12 Library Court 


SOPOT 


_— = 


SCARAR 
SE WEL RY 
a 
ae 


epeapereaapanennanene a 208 RIS 


* Providence, R. TI. 


"Cucen of te Nile” 
SCARAB JEWELRY 


. offers an attractive counter 
plaque featuring a movie star... 
also leaflets with the romantic 
history of scarabs. Glossy photo- 
graphs and mats are available, as 
well as a giant scarab display 
bracelet and TV movie film. Write 
for Catalog. 


ment. It does a great job! 


Cheever Tweedy’s 
New Bunny Display 


This colorful display features 
“Curly Top” assortments of baby’s 
and children’s Gold Filled and 
Sterling jewelry. Can be set up 
for lockets, crosses, bracelets. 
hoop earrings, etc. The assort- 
ment shown is $12.00 Keystone. 


Mf'd by Cheever- Tweedy and 


Co., No. Attleboro, Mass. Avail- oat 8 


able through your wholesaler. 


J. F. Sturdy’s Anklets for 
Early Spring and Summer Selling 


You'll be surprised how much 
early season business you can 
do with STURDY anklets fea- 
tured on this smart display. The 
entire 6 piece 1/20 12K G.F. 
assortment costs but $12.00 
Keystone—available in rhodium 
finish at same price. Made by 








J. F. Sturdy’s Sons Co., sold | 
through wholesalers. A proven | 
seller at a time when jewelry | 
is slow. 


LK 


7!4 Sansom Street, Philadelphia 6, Pa. 


CLD Written GUARANTEE on the envelopes 


f ‘rR Va, ALATA MAINSPRINGS eee a Nt Eterna’s latest “window stop- 
0 Re ee epee 43 r~ S “ per” is the new moving display 
means MORE PROFIT TO YOU -— 7 


which rotates on its axis, 
"GUARANTEE Xe) demonstrating the Eterna- 
Give this Ev-R-last guarantee to your gearentead to bo of “se Matic’s revolutionary ballbear- 
highest quality and will 


customers and you can — get “— “agp ote lg = ing winding mechanism. This 
i “Ke charge if it breaks un- a, 4 _ ; i 

for your rep as: Se a der normal conditions , “ display will be available to 

of a new, special alloy steel, costs CEPR é = , ; 

| Eterna’s retailers on a rotation 


little more than ordinary mainsprings. 
basis. 





Order through your material supply house 
HAMMEL, RIGLANDER & CO., Inc., N.Y. 16, N.Y. 











Manufacturers’ Sales Aids i; 
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WALLACE 


DISPLAYS 


Your Wallace Representative 
has full color 3-D slides of 
the most exciting displays 
ever offered for Spring, 
Brides and Mother’s Day. 


WALLAGK 


NEWSPAPER ADS 


Are you a member of the 
Wallace “Mat of the Month” 
Club? 


WALLACE 


DIRECT MAIL HELPS 


Booklets, folders, envelope 
stuffers all created to 
increase your store traffic. 


WALLACE 


RADIO SCRIPTS 


Tested radio scripts prepared 
by experienced radio writers 
to help you build local sales. 


WALLACE 


TELEVISION HELPS 


Don’t miss this powerful 
advertising medium to boost 
your sales volume for ‘54. We 
have material to he!p you. 


ARE YOU A MEMBER 


of tHE WALLACE 


PIONEER CLUB? 


Your Wallace representative has 
all the details of this powerful « 
“Preview Merchandising Plan.” 


WALTACE 


NEW BUSINESS 
SALES BUILDERS 


Detailed plans to sharp focus 
your store with Brides, the 
‘Teen Age market and the 
older established home. 


WALLACE 


SPECIAL PRICED 
PLATED HOLLOWARE 
PROMOTION 


Don’t miss getting all the details 
about this profit making promotion 
for Spring 1954. 





hel p you move more merchandise 
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Yours for the asking / 


@ NEWSPAPER MATS 

@ STORE AND WINDOW DISPLAYS 

@ PRICE LISTS IN COLOR 

@ RADIO SCRIPTS 

@ EDUCATIONAL MATERIAL FOR SCHOOLS 


Haviland « C? 


INCORPORATED 
270 Park Avenue, New York 17, N.Y. 


i / / 
Duswittal 
C the name you'll find 
on the world’s finest china... 


in America’s finest homes 


S, YOURS FOR THE ASKING... (a) “HOW TO CHOOSE 
z FINE CHINA’ —a valuable guide every customer will 
5 want; (b) beautiful pattern brochures in color: 
(c) advertising designed for you in your market. 


“4 
x 


a 
fi 
~> 


), THE ROSENTHAL-BLOCK CHINA CORP., 21 E. 26th ST., N.Y. 


RAYMOND LOEWY JOINS 
YOUR DESIGN AND DISPLAY STAFF 


through the Continental display and table 
setting book he created for retail selling. This 
is only part of a complete program including 
national advertising to help you sell... 


| CONTINENTAL 


- 

Samy 
popes 
poe*% 


“THE SOMETHING NEW...SOMETHING WONDERFUL IN FINE CHINA” 
Created by Raymond Loewy 
Made in Europe by the world’s foremost craftsmen 


) THE ROSENTHAL-BLOCK CHINA CORP., 21 E. 26th ST., N.Y. 


Sales-builders 
for Royal Doulton 
Bunnykins Ware 


Permanent plastic display stand 
shown free with orders of 24 or 
more Bunnykins 3-pc. gift sets. 
Limit, 4 to a dealer. Also avail- 
able are free advertising mats 
and mounted display card of the 
advertising ‘“‘As seen in Parents’ 
Magazine.”’ Full-color price lists 
are $1.00 per 100. Bunnykins 
Painting Book for youngsters to 
color, $2.00 per 100. 


DOULTON & CO., INC. 
11 East 26th St., New York 10, N. Y. 


The Spode booklet—to help you sell Spode. An 
80-page booklet, crammed with the information 
your customers want about Spode and 
illustrating more than 40 of the most popular 
Spode patterns 

will be sent—just 

for the asking—by 

the Advertising 

Department, 

Copeland & 

Thompson, Inc., 

206 Fifth Ave., 

New York 10, N.Y. 








Leaflets in full color—to help you sell Spode. 
Leaflets picturing Spode patterns in full 
color and pricing 
regular stock items 
are provided for your 
Spode patterns by 
Advertising Dept., 
Copeland & 
Thompson, Inc., 

206 Fifth Ave., 

New York 10,N. Y. 
Other printed 
material is also 
available. 
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Newspaper mats—to help you sell Spode. Mats 
are available for illustration of your ads with 
well executed pictures of Spode 

patterns. Complete ads 

for Starter Sets are 

also available in 

mats. Write 

Advertising 

Department, 

Copeland & 

Thompson, Inc., 

206 Fifth Ave., 

New York 10, N.Y. 


Shelf signs—to help you sell Spode. These signs 
identify your Spode patterns and give the price 
of a 5-Piece Place Setting. 

Write Advertising 

Department, 

Copeland & 

Thompson, Inc., 

206 Fifth Ave., 

New York 10, N. Y. 

for information. 





Manufacturers’ Sales Aids 





Beattie jet Lighter’s 


7 
Look A : ie $CR New 6-Unit 
“ TIONAL ADS BMT et Display Pack 


Neighborhood Sales! < Demonstrates as it displays. Con. 
fin cov ip th fl tains the six Beattie numbers you 
. select. Instructions on the back 
s & o i make any clerk a top Beattie sales. 
ae ees man, 











Write for catalog sheet and other 
sales helps. 


BEATTIE jet® Products, Inc. 
Adv. Dept., 19 East 48th Street, New York 17, N. Y. 





LENITH “Square Yard of Profit” = |, ERNEST BOREL, | 


in display assim nnn Catalogue 


. : E BOREL 
This display is designed to give | —_— Illustrating 68 best sellers with 


maximum exposure of Zenith ra- | interesting description of EB 
dios in a minimum space. The eeetienael superior qualities. 
dimensions are 314 ft. wide, 214 —" va 

ft. long and 5 ft. high. It will re World’s most exciting watch 


hold up to 22 radios. , 
Also available, but not shown, | 7 J 4-COLOR FOLDER 
on Cocktail 


is the Zenith “SHOPPING CEN- 
The watch with a lively face 


TER?” display. It is portable, 20 ye |= 1 SG 
in. long, 30 in. wide, 4 ft. high and ry yl OG - & 
will hold 8 radio sets. is Write: Jules Borel & Co. [ae 

<n : 1015 Walnut, Kansas City, Mo. | 



































For further information on these displays, see your Zenith distributor. 


THIS DISPLAY 
IS ALL YOU NEED Little Princess Kiddie Assortment 


BABY SHOE BRONZING means 
year-in and year-out profits WITH- ue Little Princess has an 
a. added selling feature 


OUT a penny’s investment in mer- 
chandise. The 4 million new Mothers to help you sell more 


of °53 will be looking to their favorite Py - a mee x 2 _ kiddie jewelry Each 
jewelers for America’s most beautiful gaa oS . a a N ite w ™ locket i f d i 
baby shoe plating in ’54. aa eK IN © ocket 1s framed in 
; oe ANCA NOU” our new (re-usable) 
Miniature Bronze eo ee ee le all metal picture 
S wf AT frame and enclosed in 


ones an c xact RF UN a " 

replica of a baby wo ee, i a : . i 

shoe gorgeously “ce ~~." an attractive gift box. 
plated. Write for Lo “ee a Complete TRAY RETAILS 





yours or attach 
this ad to your 


maenene. ™ 2 em 
_ a ‘ ” (Keystone $27.00) 


The BRON-SHOE Co. i Thru Wholesalers 
262 EAST BROAD STREET . o PETERSON CO., North Attleboro, Massachusetts 7 





COLUMBUS 15. OHIO 


DANECRAFT Sterling Jewelry <=“ DIAMOND CUTTING 
—— 13 § EXHIBIT BUILDS 
This attractive identification ene 
sign is supplied with your order wi SS T re ) ae ia T ye A Ea & i  « 
of Danecraft Sterling Jewelry, 
to call customer attention to you You get a complete power-packed exhibit, ready to bring people into 


as distributor of this nationally- your store—increased traffic means more sales! Here’s what you get; 
advertised line. 


Women —_ eee, @ DIAMOND CUTTING MACHINE @ NEWSPAPER AD MATS 
elon emegeet soll seas @ EXPERT DIAMOND CUTTER © DISPLAY MATERIAL 


They stop to buy, when they see 


this handsome little 434” x 214" @ COPY FOR RADIO SPOTS @ PUBLICITY MATERIAL 


sign on your counter. 


DANECRAFT, Inc., Providence 7, R. I. 
New York, 366 Fifth Ave. » Chicago, 36 So. State St. 


For further information, write 
TRIAD ADVERTISING CO., INC., 62 W. 47th St., New York 36, N.Y. 





4 To Help You Sell 
FREE [0 ORA DEALERS pS, Exquisite, Imported Westerstrand 


To help you prepare attractive , a ‘ _ Gilded, Pendulum Wall Clocks 


vertisements we offer a selec- 

ad f al] “nr dl " Ne ASK FOR the Westerstrand black vel- 

tion of illustrations and 1ogo vf Ae vet window stand for display- 

types featuring the 1954 ORA $- | ing the golden beauty of 

line. These are available in Le ey eg ne eS, gilded 

mat form without cost. They Fi ASK FOR Folder F-25 describing the 

reproduce beautifully, even on : - many newspaper mats avail- 

k £ a ; able for your use. 

newspaper stock. : z rs ae Gilded Pendulum Wall 
, Pr ks, lock is an “heirloom of tomorrow,’’ con- 

SEND TODAY for proof- Se Zi taining the finest of precision movements 

sheet showing pieces, logo- : and adds sparkling beauty over TV, 

types and suggested copy. mantel, piano or sofa. 

Address: Porath & Magneheim, Inc. 


RALPH SINGER COMPANY, 656 North Western Ave., Chicago 12, Illinois 95 Liberty St., N. Y. 6, N. Y. BA 7-6980 


tell “em you're giving 
| ) FREE ORCHIDS 
Manufacturers like our work... Their 


a ° 
dealers use our work... because it works It's sure to Attract Traffic 
for both of them. FALK and Kaun, Dealer ... and Sales 
Aids for the Top Firms in the Industry, ” Advertise your Orchid Promo- 

se ll ion with our FREE Window 
14 West — Street, New York 36, N. Y. ia C Streamers, Counter Cards, Lapel 
MU 7-5772. Cards, Newspaper Mats, Ha- 
waiian Leis. You’re sure to 
bring the customers in 
move the merchandise out. 
Our Orchids cost vou ‘‘Mere 
Pennies.’’ They pay off in greater 
traffic, sales . . . PROFITS. 


ORCHIDS OF HAWAII, INC. 


vita ; ° . National Sales Office: 
Mr. Ad Manager: Ask for our interesting presentation of 54 West 56 St.. New York 19 


“best-selling” ideas for dealer aids. Window or JUdson 6-8950 
st , Counter Cards Mats Growing Fields and Packing 
Hawaiian Les Plant in Hilo, Hawait 
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FREE DUANE JEWELS FROM THE HOUSE OF RONJEAN 


Division of the Louis Stern Corporation 
“FOLIES BERGERE” ———— six different styles of 
display in four beautiful xk ra | a : nee ma “original design” religious 
colors AVAILABLE TO od 1 | t $47 X] cross necklaces—hand set 
RETAILERS. CONSULT mmicuulmioon tcc With the finest imported 
YOUR WHOLESALER YY LY | PY] Austrian stones. Individu- 


ally boxed and set in this 
handsome silent salesman 
display with easel back. Crosses are cushioned on 
luxurious satin. Available through your wholesaler 
—to retail at $1.95. 





FOR DETAILS OR 
WRITE 





GEM-ART and GEM-LOCK Diamond Rings with: 
¥ Ad Mats ¥ Window Displays 
¢¥ Ring Boxes ¢ Guarantees highend VS 


« * a a $ Ce i i : 
v¥ Diamond Ring Folders A NEW ALES CHARM 
sci This New Silent Salesman is a point of purchase display that will turn the 
7 Merchandising ideas passers-by into cash customers when they get a glimpse of the merchandise. 
Made up especially to hold another Dexter, House of Charm exclusive—a 
dainty rir — nine good luck charms, one of which contains a REAL 


Al / MUSTARD SEED. 
! above plus great diamond value: a a eS 


DEXTER MANUFACTURING CO. 


THE VICTOR CORPORATION 100 Stewart Street, Providence 3, R. I. 


Canadian Factory and Sales office 
° : : e St. " , Canad 
E. 6th Street Cincinnati 2, Ohio RR 1 St. Jean, Quebec, Canada 





Manufacturers’ Sales Aids § 


Columbia Caefft Columbia Cuefit™ 


PRINCE CHARMING GOLDEN 


RING CONTEST JUBILEE 


A tried and proven 

“Lucky Ring” contest that Combat the challenge that must be 
is unmatched in “human met by America’s retailers in 1954, 
interest” consumer appeal with this ingenious business-build- 
and outstanding as a ing plan that brings you BOTH 
traffic-building promotion. controlled store traffic and a unique 
A scheduled contest method of converting that traffic 
available only to authorized ‘nto diamand customers. 

Columbia Dealers. 


Columbia Caf Columbia Cult 


"FIND A DIAMOND” GIANT HAND 


PROMOTION Revolving Display Unit 


An exciting, eye-catching, win- 
Columbia's “Find @ Diamond” promo- dow or counter unit that is an 
tion capitalizes on the innate curiosity incomparable traffic stopper. 
of people and their desire to own a Measures 19 inches from soft 
real diamond. A traffic-building contest velvet cuff to finger tips. Con- 
that establishes YOU as a diamond ex- cealed motor and turntable 
pert and YOUR STORE as a diamond adds movement and heightens 
store . .. firmly implants in your cus- the effect, Comes with 4 chang- 
tomer’s mind the fact that diamonds ing sales messages and large 
MUST only be bought from qualified scale Columbia “Tru-Fit’ ring, 


experts . accurate in every detail. 


: 
“ 
4 
<€ 
re 
* 
’ 


z * nies 


en et Columbia Za/e" 
Columbia ‘dnyfit 7 TREASURE 1 


| ae * Py : aoa” 
: 4 y em Fe, i ’ i ; d 
RING 1 At pA Os PROMOTION 
2 ae ne : Here indeed is a traffic: 
CONTEST < | | cael aed Oe, building ‘Miracle’ —a sales | 
—— wae ee re 4 ER: ~ 4 idea so intriguing that returns | 
satanic aaaeeenararea ciate ae cecal up to 50% are average! Put prizes in the Columbia : 


Try to guess the carat weight of tne giant diamond, Treasure Chest and distribute keys throughout your 

set in a greatly enlarged Columbia ring set featured in community. If the Key fits — you have a winner. If it ¥ 
your window ... A contest that will keep your doesn‘t — you have a prospective customer who has visited 
store humming with activity. your store and may buy when he calls or sometime in 
Available on a scheduled basis only the future. In either case — YOU are the winner! 


. 2 = aes 


st neal Cort SE-B rea 














Columbia Cueffit ; be Columbia Cufit™ 
‘‘SROUND-UP OF DIAMONDS"”’ | ; at a : 
A novel STORE INCENTIVE PLAN | : | |” > sc sth wn — me 


that has enjoyed an 
impressive success with some of 





logical plan for diamond 








selling, utilizing a nation-wide, 


America’s leading jewelers. Instills a : . 

diamond-consciousness behind your counter . | ) factory survey as a means of 

by awarding valuable gifts to sales personnel ‘I ' | : ; demonstrating Columbia 

for diamond sales, and enlisting the 1 4 ‘ull emenamenee 
ESE, 





enthusiastic support of employees’ families 
with personalized mailers sent to their 
homes. 









Columbia Cufit 


“SOUND” SELLING 


MOTION PICTURES 7 new, full color mo- 


tion picture film playlets for your 
local theatre that demonstrate 
the exclusive advantages of 
Columbia “Tru-Fit’” in an inter- 
esting and informative manner. 









TV Tried, Tested and Proved 
as the most effective medium for 
the demonstrating and selling 
of Columbia “Tru-Fit’. Columbia 
has a full selection of 16mm 
film playlets available. 











sien builder Colurabia Cutfit 
sales 


Not just “another ad mat 
book, but one of the most 
useful merchandising aids ever 
created for the sale of diamond 
rings. Includes a full selection 
of ads, PLUS a re-mount and 
trade-in campaign, PLUS a 
complete listing of planned 
promotions and sales boosters. 





The greatest sales-aid of all... 


The magnificent NEW 


9@ 
- 


66 Ar a\\ \ 
Columbia Zu/ G3" 


A 


DIAMOND RING 


It's the only ring made fo fit 
your finger perfectly, thanks 

to two 14kt. gold self-adjusting 
spring units that expand and 
contract to conform to the 






natural shape of your finger. IHustration shows: 

A Columbia “Tru-Fit’’ diamond A\ ers —samedjueting, 

, P \\ built-in 14Kt. gold spring 
ring never twists, always fits— units — prevents turning — Hy 
your diamond is always held assures perfect fit. 

upright under every condition Z 

of wear. SS = 


— Columbia Zaft” 
3 Hanging 


/), CROWN DOWEL oisptay 


Combines the proven effectiveness of mer- 
chandising diamonds on dowels with the 
added impact of motion at eye level ... 
| | unit suspends from motor attached to 
sme | ane ceiling... a “sure fire" sales hit in your 





Oe 









window. Comes in maroon velvet with gold 
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lettering in base of crown. 















elp you move more merchandise 


Columbia Zef- 
STEP DOWEL DISPLAY SYSTEM 


$® 





You start with one unit and build into a complete showcase 
display, featuring two 6-Dowel center displays and two 3- 
Dowel end units. 


Columbia Cust 







GIVE-AWAY 


Tie-in your sale with a premium 
or give-away and watch your 
traffic and sales boom! 

Here is a give-away that will be 
treasured and enjoyed — actual 
full color reproductions of fam- 
ous art masterpieces suitable for 
framing. 24 different subjects — 
sizes 12” x 16” and 16” x 20”. 





Columbia Cuefit 
BILLBOARD 


SIZE 


MATCH BOOKS 


40 ACTIVE SALESMEN for your 
store in every book of matches 
- « » 40 name impressions, 
telling your customer WHO 
you are—and WHERE you 

are — 40 times per book, at a 
cost of less than 3/10ths of a 
cent per name impression! 





Columbia Cue” 
.. “TRU-NU” CLEANER 


Opens the door to an 
untapped and unexploited 
source of diamond business 
—selling “Tru-Fit’’ re-mounts 
and trade-ins to owners of 
old diamond rings. “Tru-Nu” 
jewelry cleaner accomplishes 
this by making prospects 

‘at conscious of the appearance 
s of their old rings, and 
converting that aroused 
interest into PLUS diamond 
business. 


. Columbia 


See 





137 








Packaging Is a 
Primary Sales Aid 


A good package is truly a miniature 
stage, a background which displays 
the beauty and the features of the 


merchandise to the best advantage. 








: display value of the merchandise pack- 
age is humorously illustrated by the story of the man who 
visited a Detroit jewelry store a few months ago. He 
asked the sales clerk to show him “the watch that comes 
in a box where the lid opens by itself.” 

In answer to the puzzled salesman’s questioning, the 
customer explained that on the previous night he had seen 
a TV commercial which showed the watch he wanted in a 
box that opened and closed automatically—*without 
hands.” Fortunately, the salesman had also seen the 
television commercial and was able to show the customer 
the very watch model that had been telecast. 

Though perhaps not so humorous, there are an endless 
number of cases in the experiences of jewelers which 
point up the importance of the manufacturers’ display 
box in dramatizing the merchandise and making it sell 
quicker. 


GOOD PACKAGING IS ESSENTIAL 


To the manufacturer, large or small, good packaging 
is at once an essential start and follow-through for his 
overall merchandising program. Even before a piece of 
jewelry comes off the production line, careful considera- 
tion must be given to creating a box which will be ready 
to receive the completed piece of merchandise and show 
it off to its best advantage. 

What particular feature of the merchandise should be 
emphasized? Does the package have proper display 
value to attract favorable attention? Does it offer con- 
spicuous brand identification? Is is versatile—will the 
retail jeweler be able to use it effectively in window dis- 
plays and in show cases? Such are but a few of the 
problems which are solved for you, the retailer, by the 
manufacturers’ merchandising and packaging staffs. 

A good jewelry package is actually a miniature stage, 
a background which displays the beauty and the features 
of merchandise to the best advantage. For nationally 
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advertised products, the manufacturer’s package provides 
brand name and product identification, particularly if the 
national advertising has shown the product in its pack- 
age. 

Good packaging is a primary sales aid, which has justi- 
fied the large expenditures lavished on it. As such it 
benefits both manufacturer and retailer. It shows the 
merchandise at its best, identifies it with a display of the 
brand name, dignifies the design and value of the piece, 
properly protects the finish of the merchandise while in 
stock or on inspection by a prospect. A good package is 
the frame to a picture which is in the customer’s mind— 
the picture of his giving a gift to someone—wherein the 
presentation of that gift is as important as the gift itself. 


CUSTOMERS EXPECT THE BEST 


The jewelry store customer has come to expect dramatic 
gift packages from the jeweler. He is entitled to the best 
—and the manufacturer is in the best position to provide 
the most spectacular. 

Whereas a few years ago relatively few jewelry store 
products were presented in specially designed display 
boxes supplied by the manufacturers, today the retail 
jeweler is provided with an endless variety of pre-pack- 
aged merchandise. 

This represents savings for him in the making of win- 
dow and show case displays; it means lowered costs in 
his own packaging department; it means less time in the 
“polishing” of his stock; it means less loss through dam- 
aged merchandise—but most important it means more 
sales, easier sales, happier customers and more profits. 

Perhaps the finest compliment paid to the effectiveness 
of modern merchandise packaging of jewelry store mer- 
chandise is that customers seemingly take it for granted. 
The wise jeweler will merchandise the beauty of the pack- 
age, sell it along with the beauty and quality and utility 
of the merchandise itself. 
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the key to 


“MORE 
in J4!" 


A BIG Spring means a BIG year. In a few days your 
distributor-representative will show you a sparkling new 
LEO GLASS presentation ...a fashion jewelry package- 
for-Spring keyed to top promotional levels! 





This is not just a package of merchandise, Mr. Jeweler... 
it's a program! An integrated promotion geared for solid- 
profit sales... for NOW ...and from now on. It's a 
program of 


Im Dp a ci j in new breathtaking sold-on-sight creations . . . in 
the widest possible price range. 


Im D a ci ! through dramatic, colorful, 3-dimensional displays 
designed to catch the eye... make the sale. 





Im u a ci ! to meet the challenge of growing competition with 
a plus-value assortment of fashion jewels that look their 
price ... and more! 


Your distributor will help you build a sturdy foundation for 


“MORE in '54!” We hope to supply them ...and you... 
with the necessary tools. 


LEO GLASS & CO., INC. 
SFrechinn Jewels 


37 EAST 18TH STREET, NEW YORK 3, N. Y. 
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PROPER 
BALANCE 
IS THE 
SECRET 







see 














THE SAINT PAUL COMPANIES’ JEWELERS’ BLOCK POLICY 


YOUR protective insurance program can be out of 
balance several ways—duplications and overlapping 
coverages cause overpayment of premiums—while at 
the same time, many essential coverages may be 
lacking. That’s why Jewelers’ Block Insurance is so 
valuable to you. It adapts itself to your business, 
giving you the protection you need, where you need it 
and in the proper amounts. 


ONE POLICY—that’s all. Coverages you need which 
are unattainable with separate policies—yours with 
a Saint Paul Companies’ Jewelers’ Block Policy. 


SEE YOUR SAINT PAUL AGENT OR BROKER 





PACIFIC DEPT. 
Mills Building 
San Francisco 6 


HOME OFFICE 
111 W. Fifth St. 
St. Paul 2, Minn. 


EASTERN DEPT. 
90 John Street 
New York 38, N. Y. 
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Newspaper Ad Program 


(From page 98) 


be on hand to photograph people with his Polaroid Land 
camera. 

The results? Well, in Benway’s words, “We conducted 
what we believe was the most outstanding promotion we 
have ever run. By having Mike Garcia and Jim Hegan 
in our store, along with Jimmy Dudley, we attracted 
hundreds of Cleveland people. And surprisingly enough, 
we did considerable business.” 

Each of the players sat at a different counter and auto. 
sraphed personal pictures for the men, women, and 
children who came in to see them. The Polaroid camera 
was in use throughout the evening: candid camera shots 
were taken and then presented to people. 

Many people were impressed with this unusual brand 
names promotion. It was the first time that a local Cleve. 
land store devoted a full-page ad on a promotion of this 
type tied-in with the beloved Cleveland Indians. 

This promotion came at a time of the year when many 
jewelers are complaining about a lack of business, It 
not only created goodwill for Basch’s, but it led to a 
substantial increase in business. 

According to Lewis Benway, Basch’s genial president, 
“By featuring only America’s finest nationally advertised, 
nationally priced items through a consistent advertising 
program, we are succeeding in making our store known 
throughout the state of Ohio.” 


‘A Different Woman After Five’ 


(from page 92) 


program was based on the knowledge that women who 
work are strongly fashion-minded and spend billions of 
dollars each year on personal appearance. It was based 
on the knowledge that such women carry their fashion 
interest into their home lives and are logical jewelry store 
customers for china, glassware, silverware, clocks, gilts, 
and expensive appliances. Logical jewelry store cus- 
tomers, too, because these 19,000,000 women represent 
luxury buying power! All of them have their own pay- 
checks to spend as they wish, and often the combined 
buying power of their husband’s paychecks as well! 


SELLING EMPHASIS ON FASHION 


In order to make the strongest appeal to these women, 
Lambert Brothers placed their entire selling emphasis on 
fashion. A large backdrop card in each window set the 
theme by stating: Lambert Brothers and Charm maga- 
zine see you “A Different Woman After Five!” Each win- 
dow told the story of some glamorous activity which could 
be part of any woman’s life on any evening after five. 
And Lambert Brothers did something that we have been 
urging jewelers to do in our fashion columns in JC-K. 
They borrowed some smart ready-to-wear clothes and 
showed women how glamour can be added by the right 
jewelry accessories! One window model they clothed 
in evening wear, made her beautiful with jewelry, and 
surrounded her with an array of tempting merchandise 
suitable for dramatizing evening clothes. They dressed 
another window model in the clothes a woman might wear 
while giving a dinner party in her own home, sparkled 
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her with jewelry, and surrounded her with all the beauti- 
jul merchandise she might use for such a party, from 
cocktail shakers to candelabra! | | 

To give further impetus to their “Different Woman 
After Five” promotion, Lambert Brothers included it in 
their newspaper advertising and radio continuity. [ol- 
lowing is a typical radio commercial: 

“There's much more to fashion than just buying some- 
thing new—fashion is a mood—your mood—one suited 
to your activity. Whether youre at home during the 
day—or you keep busy with a career—your day runs to 
a pattern. Arent you really a different woman after 
fve? Most of us feel it—why not look it? Lambert 
Brothers and Charm magazine combine to show you 
just how different you can be—express your own per- 
sonality—bring out the difference in you—after five— 
dress for the occasion. It won’t cost any more—you 
needn't buy any more—but buy right! Buy where you 
can study your purchase. Lambert Brothers have a very 
intriguing display in their windows—they see you as— 
“oa different woman after five.” Your clothes, of course 
-for a gay evening . . . separates—pick up a velvet 
skirt—soft silk jersey top—accented—and this is so im- 
portant—by high fashion in cultured pearls—and 14K 
gold. Your ensemble can be effective only when it is 
highlighted with precious adornment—and you can be- 
lieve us when we say—Lambert Brothers have everything 
that will make a more glamorous ‘you’—large dramatic 
ear clips—strands and strands of pearls—more than one 
bracelet—a disc that is really a conversation piece—all 
this and more vou can see by taking a short walk—a 


quick ride—to Lexington Avenue & 60th Street—the cross 
roads of fashion.” 

Henry Lambert says they are enthusiastic about the 
success of their co-ordinated fashion campaign! He says 
that Lambert Brothers are convinced that, until now, the 
selling of jewelry has been too cold! And he says that 
Lambert Brothers have every intention of continuing to 
sell fashion through every possible medium! 

This is a successful jeweler speaking about a successful 
selling program in the largest, most competitive city in 
the world. Charm magazine reports equal success has 
been enjoyed by jewelers in small cities and towns 
throughout the mid-west who have used the same pro- 
gram. Every jeweler in the United States has an oppor- 
tunity to make similar use of a similar fashion selling 
program. 


CONSUMER MAGAZINES COOPERATE 


Jewelry manufacturers are spending money in national 
advertising to show off their merchandise and its fashion- 
rightness with wearing apparel. The merchandising de- 
partments of these national publications are eager to 
work with retail jewelers and will supply display cards, 
blow-ups of ad pages and other merchandising helps, to 
extend the power of the manufacturers advertising mes- 
sage. 

The jeweler only has to take advantage of these ser- 
vices. There is no cost to him in money. His on!y con- 
tribution need be in effort and imagination, and fashion 
selling will bring him a fine financial return. 
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‘ll the beauty of the sea... 


in this genuine 


wale, | | | 
\ {/°. aquamarine and diamond ring 





TRADE MARK FEGISTERED IN 
UNITED STATES AND CANADA 


@eteeee 





#2902 /1 


Salt spray and sparkling skies 
are reflected in the lovely aquamarine 
stone flanked with diamonds 


and set ina 10% irridium platinum ring... 


<<< =§8 your customers will be impressed 





by its sheer luxury. 


CHURCH & COMPANY 


Manufacturing Jewelers 
2 Garden Street, Newark 5, New Jersey 





Member American Gem Society 
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The Customer Asks About Watches for routing and reading. Also, pages are provided in the 


; back for sales people to write their comments, thus giy; 
A new book, “Answers That Sell the Fine Swiss peop » thus 5lVing 


ll ; the store head additional ideas for sales trainin Saal 
Watch,” is being mailed to jewelers throughout the 5 meetings, 


; Some typical questions and answers appearing j 
country who have requested it. The book is based on ~ Pini “4 P ppearing in the 


the similarly titled 20-minute sound film recently pro- 
duced for the jewelry trade by The Watchmakers of 


Switzerland. 


“What makes this watch so expensive?” The hook 
states, ““When a customer asks that, it’s an invitation t 
tell your quality story. For the matter of price is really 
- s a matter of quality. And you can be specific: customers 
oe 

a . may not know much about watches—but talk clothes and 
J o they know the score about differences in quality, and hoy 
: those differences relate to price. 

“And just as it is with clothes, so it is with watches. 
Quality is a matter of materials, craftsmanship, styling, 
The raw materials that go to make a fine watch must be 
specially treated to make them durable and reliable. That 
goes for craftsmanship as well. . . . Styling, too, is , 
factor of cost, as any customer knows... .” 

Another question raised is, “What guarantee does this 
watch carry?” The book states, “The answer is easy— 
but you'll want to add a surprise touch of your own to 
dramatize the care a fine watch should have. Of course 
you tell him that your store stands behind every watch it 
sells. Then point out that there’s only one person who 





Practically every quality timepiece prospect asks the can really guarantee that the watch will perform at its 
retail jeweler, "What guarantee does this watch carry?” ee a eee 
Dedicated to the salesperson, the book’s purpose is to “Now your prospect is ready for a quick course in the 
help salesmen take advantage of some often unrecognized care and feeding of a fine watch. Feeding time is wind. 
opportunities to sell—and sell up. To encourage in- ing time—and that should come every morning at about 
store circulation, there is space in the front of the book the same hour, even when he’s not using his watch. And 
for the store owner or manager to list salesmen’s names as for care, your customer can guarantee himself against 
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“A procession of beautiful volumes, each et 
handsomely bound and illustrated, each 
befitting this once-in-a-lifetime occasion 
... for your gift counter or as a premium | 
gift from you to the bride. Pages include space to record all : ae 
important data, photo sections, gift sections for listing of silver : 
and china purchased from you complete with number stickers, 
and other Gibson extras. Start the Bridal March to your store: 
send today for an assortment of Gibson Bridal Books. 


Ae Cfetsen AND COMPANY... 


Publishers * Norwalk, Connecticut 
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tiny watch does call for extra care. 

“Yet, in any case, the difference in accuracy is so 
minute that for practical purposes it simply doesn’t mat- 
ter. Emphasize to your customer that she’s getting dis- 
tinctiveness and good timekeeping in one small package. 
This way, you not only make a sale—but open the door 
for the later sale of a utility or sports watch!” 


trouble by protecting his watch from shocks, falls, rough 
handling. ‘Tell him, too, how important it is to avoid 
such dangers as wide variations in temperature. If his 
watch should need fixing, though . .. tell him that watch 
surgery isn’t for the amateur. It’s a job for the highly 


skilled watch repairman. . . .” 





Manufacturers’ Selling Aids 
(From page 100) 


something a little extra to increase the value they will re- 
ceive from purchasing a brand name article.” 

In utilizing manufacturers’ selling aids, Goodman’s 
will frequently add their own personalized service by 
offering, for instance, free monogramming. They found 
this a successful selling technique when they opened their 
new luggage department. 

“Likewise, advertising mats must be used judiciously so 
that we are promoting our store at the same time were 
promoting the manufacturer’s product,” Goodman stated. 
He feels that ad mats, which are available in a wide range 
of shapes and sizes, should be incorporated into regular 
store advertising instead of being inserted with only the 
dealer’s name. 

“The bulk of our advertising budget goes into news- 
paper advertising, so we give particular attention to cus- 
tomizing national ad mats to our own use. Usually we 
use them as blocks in a large ad. Direct mail gets second 
place in our budget and we make use of the stuffers sup- 
plied by watch manufacturers, silver firms, etc. By consult- 





A small delicate timepiece often prompts a customer 
to ask the jeweler, "Will this small watch be reliable?" 


Another question the customer might ask is “Will this 
small watch be reliable?” The book suggests, “Small 
size does set up certain limits. It’s wise to point out that 
a utility watch is fine for working hours, and a sports 
watch for playtime—but no other watch can grace the 
female wrist like a delicate dress watch. Of course, a 
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te You. THE CORRECT “me ? 


HERSCHEDE and REVERE fine clocks are completely correct 


—not only in their measurement of time through the years, 







a J 


but also in each detail of design, whether smartly 






modern or historically traditional. 






Recognized the world over as masterpieces of precision-~ 





craftsmanship, these beautiful clocks enhance the 






: 
prestige of your store, give full assurance of correct \ 






time—for you—and for your customers. 





The Practical ‘‘170” 
by HERSCHEDE 
“Occasional” clock for general 
home use. Mahogany finish 
case; 2-jewel, imported lever- 


The Graceful ‘‘Sussex”’ 
by REVERE 
Elegant Sheraton styling. 
Gorgeous blond Honduras 
mahogany case. Impressive 


eee 
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PAL NAN AB I RAB 


in its stately, unobtrusive 
beauty. Beaded columns. 
World-famous Westminster 
Chimes, 5 tubular bells. 69%” 
high, 162” wide, 12” deep. 
Retails for $750.00. (Less for 
dark mahogany finish.) 


time movement. Ivory dial 
with colored floral design, 
black numerals and hands. 
Wound from the back. Bottom 
panel of black glass with 
gold design. 102” high, 6” 
deep. Retails for $33.00. 
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Prices include Federal Excise Tax 


NATIONALLY ADVERTISED IN LEADING MAGAZINES 







KEY WOUND 
CLOCKS 


Send for beautiful color 
brochures showing the full 
lines of 44 HERSCHEDE 
key-wound clocks and 21 
REVERE electric clocks. 





THE HERSCHEDE HALL CLOCK COMPANY and THE REVERE CLOCK COMPANY, CINCINNATI 6, OHIO 
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For Over 64 Years 
RACINE has been the 


Foremost Source for 
Dependable TIMERS 





AVAILABLE THROUGH YOUR WHOLESALER 








Write for the new Racine catalog 
of Timers and Chronographs of all 
types—in all price ranges—for 
every industrial and scientific use. 


*% GUINAND and GALLET TIMERS 
*® GALLET CHRONOGRAPHS 


JULES RACINE & COMPANY, INC. 


Specialists in Fine Timers — Since 1890 
20 WEST 47th STREET, NEW YORK 36, N.Y. 
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ing our local post oflice we can determine the amount of 
this literature to use in our regular mailings, withoy 
extra charge for postage. This culs down expenses, Oy 
employees insert the folders in the envelopes in spare 
moments when store traffic is light.” 

Radio advertising takes third place in the Goodmay 
advertising budget. The firm has found manufacturers 
literature helpful. They cull useful information froy 
folders to create spot announcements. 

Television is gaining ground in promotional planning 
and Stanley Goodman noted that in 1953 considerable use 
was made of this medium. 

Jess Reeves, who is in charge of advertising for the 
store, comments favorably on window display material 
furnished by various manufacturers, bul agrees with 
Goodman that discriminating use must be made of display 
materials to avoid duplication in other stores. 

Advantageous use has been made of show cards and 
small displays designed for in-store use. “A bright, at- 
iractive clip-on card for a silver box is a very useful dis. 
play accessory,” Goodman believes. “Manufacturers make 
many of these small articles available for our use and 
they often serve to enhance the appearance of the store 
at the same time they are helping us to sell merchandise.” 





Merchandising Brand Names 
(From page 102) 


small town, could use in successfully sciling its products. 

An example of this is a recent display of watches. One 
manufacturer had run a series of ads in national publi- 
cations. As pointed out, our aim is to pin-point this 
national dollar expenditure; so we tied-in with reprints 
and window displays depicting the ads. Then we took 
every watch style of this manufacturer we had in the 
stcre and massed them neatly in the window. This, 
coupled with appropriate copy, brought home to our 
local residents the fact that we are the local headquar- 
ters for this particular watch line. Now, a cycle had been 
completed. First, the desire to own the product was 
initiated in national advertising; its ultimate place of 
purchase was dramatized in our windows. As a result 
of this watch promotion we enjoyed an increase in busi- 
ness, not only in the sale of this watch line but in our 
other branded lines as well. 


ASSISTANCE FROM MAGAZINES 


We have also found that Life magazine, among other 
publications, is pleased to assist the retailer in every 
possible manner. We created two Life windows that are 
still talked of locally. Again, drama took its part in the 
rather mundane job of window trimming. Every branded 
group of merchandise in the window was tied-in with 
Life magazine reprints of ads. 

Backgrounds were arranged with blow ups of famous 
Life covers. “As seen in Life” became a two-week theme 
in our windows; again, this identified our store as a 
headquarters for brand name lines. As a result of this 
promotion our sales showed an appreciable increase and 
our prestige followed the pattern of our volume. 

A consistently best selling window theme with us has 
been our Club Plan approach. Taking the axioms that 
“To sell a product, the desire to own it must be created” 
and “The ease with which it can be owned must be 
demonstrated,” we have taken certain brand products and 
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JUST HOW NECESSARY 
IS THE WHOLESALE JEWELER? 




















A frank discussion of 
a subject of vital importance 


to the entire industry 


a. E SUBJECT that never fails to divide an audience is the importance of the wholesaler 
in this business of ‘‘distribution.’’ Whether in the college classroom or before Congres- 
sional committees...on the commuting train or in the cocktail lounge... there are ardent 


advocates of wholesaling, as well as their opponents. 


But there is one place where fact replaces theory...and where the position of the 


wholesaler was never more secure. That's behind the jewelry counter! 


You as a retailer know first-hand what the wholesale jeweler contributes to your 
business success and your peace of mind. For long experience has abundantly proved that 
most jewelry products can be distributed through wholesalers with more advantages and 


fewer “headaches” than in any other way. 


The only reason wholesalers can operate is because they fill definite needs and render 
vital services to both retailers and manufacturers. Expressions like “‘cutting out the mid- 
dleman”’ are often heard. But when you study the situation seriously you soon come to real- 
ize that eliminating the wholesaler would not do away with his essential functions. At best, 
it would only shift them to shoulders often less well equipped to carry them. In some cases, 


it might even deprive the retailer of facilities he needs for doing a prosperous business. 


In all but the most exceptional circumstances, no other method of merchandising 


can do so much to promote the retailer’s business welfare. 


Turn page to read how wholesalers serve you... 
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HOW WHOLESALERS SERVE YOU, 
THE RETAIL JEWELER 


Save 
Selling Time 


Wholesalers save the time you 
would otherwise have to spend 
interviewing innumerable fac- 
tory salesmen. Here is a typical 
actual example. One Eastern 
jeweler gave a small order for 
105 items to a single whole- 
saler’s salesman. To secure these 
items, if there were no whole- 
saler, he would have faced the 
tremendous task of screening 
and selecting them from nine 
manufacturers. 


sine 
Reliable Counsel 


The wholesaler renders concen- 
trated regional service and his 
men have an intensive knowl- 
edge of the potentialities and 
limitations, tastes and taboos, of 
each local field. Because of this, 
and the wide diversity of his 
offerings, the wholesaler’s sales- 
man is best equipped to give you 
sound, seasoned, unbiased coun- 
sel on balanced buying, mer- 
chandising, advertising, win- 
dow and interior display. 


. 
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Reduce 
Your Overhead 


Wholesalers combine your va- 
ried purchases in a minimum of 
shipments, render a minimum of 
invoices, and extend credit at 
need on an understanding basis. 
Most retailers speak of their 
wholesaler’s salesman as “‘a 
friend of mine.” And realisti- 
cally, too, for the frequency of 
the salesman’s contacts and the 
many services he is able to ren- 
der build confidence in his abil- 
ity and good will. 





Help 
Increase Profits 
Wholesalers can completely 
stock a new store or deliver fill- 
in quantities promptly—keeping 
your inventory at an economical 
level, stockroom expenses and 
depreciation low, and your turn- 

over high. 





Carry 
Enormous Stoek 


Wholesalers carry an ainazing 
diversification of merchandise 
which expert buyers have selec- 
ted from reliable makers. 
Wholesalers customarily have 
in stock upwards of 100,000 
separate items. 





IT PAYS TO WORK CLOSELY WITH YOUR WHOLESALER 








Aff ect the 
nufacturer? 


As vitally as it 
Orash 
gains. a 


facture, f 
wholesalers! sol... 


Wholesale jewelers have established an enviable record for the efficient, economical 


services they render. We clearly recognize that occasionally the distribution and servicing 
of certain products may be undertaken direct by a manufacturer or importer—for reasons 
of his own. But for the bulk of the merchandise that crosses your retail counters, whole- 


salers continue to constitute the backbone of the American jewelry industry. You will 


benefit in proportion to your use of their exceptional facilities and abilities. 
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promoted them through club plans. An example of this 
is our “Typewriter Club.” 

We emptied our window and massed 17 brand name 
typewriters. Emblazoned in banners across the window 
was the theme, “Join our Typewriter Club. Show cards 
placed at important points throughout the window read, 
“Five dollars down, immediate delivery, ten cents a day 
deposited in a bank we supply free of charge, free 
carrying case.” Coming back to the axiom, the company 
created the desire to own their product; we identified 
ourselves as the place where the product could be pur- 
chased. And we demonstrated effectively the ease with 
which this product could be owned. 

Our Silver Club follows the same successful pattern. 
We select a single branded silver line to promote. The 
theme “Join our silver club” was used with the same 
natural sequence as in the typewriters. Such items as 
luggage, cameras and projectors lend themselves to the 
same type of promotion. 


QUARTERLY CATALOG MAILINGS 


We have four regular catalog mailings a year. Here 
again brand name products are featured. We show, 
credit-wise, the convenience with which they can be 
acquired. Interspersed at intervals throughout the year 
we select a particular branded item and conduct a post- 
card mailing. Quite often we use a condensed version 
of the club plan approach, as used in the windows. 

From the foregoing you can see that though we labor 
under certain restrictions—advertising media—we still 
have been able to dramatize the fact that we are the 





Brand Names retailer in our town, and that any of our 
branded items can be owned with comparative ease. We 
can say with absolute certainty that promoting Brand 
Name merchandise pays! 





A Gay Display for Spring 





Birks of Toronto, Ontario, predict a “Forecast for Spring" in 
this display, with the theme lettered on a parchment scroll. 
Four boxes of blonde polished wood that resemble bird 
cages filled the window diagonally and graduated down 
from a small one at the top to the largest at the bottom. 
Bringing out the gayety of the display was a swath of pale 
green net flowing down through the boxes, which were 
decorated with gay pottery brooches. More brooches were 
arranged on the window floor and on holders of beige 
color velvet. 














14 KT. GOLD 
EASTERN STAR 


AST MATRON PINS 


Illustrated is part of wide assortment. 
retail-priced from $12. to $1735. 


A. 370/8 13.00 F. 396Y-4 23.09 
B. 367/8 16.00 G. 607D4 94.00 
C. 352-8 16.00 H. 619-1 43.00 





ne Ne 


D. 825-8 17.00 I. 2016Y-1 23.00 
E. 2013Y-5 36.00 All Prices Keystone FFFERLING ERRY & CQ 


Past Matron Rings retail-priced from MEMBER AMERICAN GEM SOCIETY 


$20. to $175. also available. 


We would appreciate an opportunity 
to prove that we specialize in highest 
quality Past Officer Jewelry of every 
description. 





THE NAME THAT MEANS 
Sine Fmt meatic feuelry 


8S ROSE STREET, NEWARK 8, N. J. 
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A Credit Man Talks... 


(From page 112) 


of payment of taxes, suppliers would be obliged to wait 
for their money. This indicates a fundamental weakness, 
that the business cannot operate on its own capital, must 
depend upon money not belonging to it. How much more 
accurately the jeweler could plan his operations if there 
was a distinct separation of funds! The illusion of cash 
would then take ona more realistic form. 

There has been a recent innovation in the jewelry trade 
whereby credit jewelers mortgage their accounts receiv- 
able to a factoring company for a loan, on which a high 
rate of interest is charged. As a result, they relinguish 
their most important asset; in theory, they have sur- 
rendered control of their business. They are then under 
strict obligation. For that reason when jewelers solicit 
my opinion, I suggest caution in approaching any tie-up 
that has even the remotest possibility of endangering 
the position of the business. 

In order to raise cash some jewelers turn to sales pro- 
moters who offer to turn inventory into money by con- 
ducting a sale for jeweler for a limited time. I be- 
lieve it would be more prudent if the jeweler were to 
venture to conduct his own sale first before asking out- 
side assistance. 

Unlike many other businesses, it is not the practice 
of jewelers to furnish financial statements to suppliers: 
and except in rare instances, suppliers never request a 
statement. But it would be of great value to credit men 
in working with retailers if they were to receive the jew- 


eler’s balance sheet and operating statement yearly—o, 
at least when requested. Every jeweler conducting a 
legitimate enterprise, has his accountant make an annual 
audit. Therefore, it is a simple matter to produce addi- 
tional copies for suppliers. There is nothing that more 
accurately reflects the financial condition of a going busi- 
ness than an authenticated declaration of its assets and 
liabilities, together with a profit and loss statement. That 
above all is he surest way of determining credit extension, 

The jewelry business is rather closely knit. Each day, 
suppliers exchange credit information respecting the 
status of their accounts, and in a short while they can 
readily collect ledger experience from half a dozen sup. 
pliers. The Jewelers Board of Trade maintains a cop. 
stant inquiry and answering service as well as a weekly 
service bulletin that provides credit information on jew. 
elers throughout the country. Personal as well as busi- 
ness information is centralized among certain outstand- 
ing houses. Any deviation, any unusual circumstances, 
any change quickly becomes trade knowledge. There. 
fore, jewelers must realize they cannot expect to hide for 
long any situation that may tend to affect creditors’ 
interests. 

Most credit managers prefer to feel they are friends 
of their customers. They believe that having a stake in 
the jeweler’s business—because of a merchandise invest- 
ment—they, on behalf of their companies, are partners 
with the jeweler. Naturally, good business for the dealer 
means more business for the supplier. 

I, for one, always want to know when something occurs 
that may take an account out of the regular routine of 
daily contact. I make it a practice to urge customers at 
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HEYWORTH 
BUILDING 


CHICAGO’S JEWELRY MART 





CENTER 
OF THE 
LOOP 


... an outstanding 
convenient location 
for the jewelry 


industry 
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all times to communicate with me immediately, as a 
friend and adviser, so 1 can cooperate. 

Be honest and above-board with your credit man and 
vou will find he can be of tremendous help. Do not delay 
answering a dunning letter. Whenever possible pay a 
personal call on the credit manager at the office of your 
supplier. Tell him all the facts; give him no cause to 
guess and imply a condition which actually does not 
exist. Let him be in a position to corroborate your story 
should an inquiry reach him from another supplier. If 
vou have proven worthy of confidence, your credit man 
will take it upon himself to voluntarily contact suppliers 
for you. He will counsel, work with you and sweat it 
out with you without shutting off your source of supply 
—if you are sincere with him. Remember, there is a 
unique clannishness in the jewelry industry that is found 
in few others. No one wishes to see a business fail, for 
a bankrupt customer means not only an immediate finan- 
cial loss to a supplier, but deprives him of a future source 
of profit. 

It is said failures are divided into two classes; those 
who thought and never did and those who did and never 


thought. 





How to Build a Mailing List 


(From page 86) 


mailing pieces, for keeping up records and for following 
up inquiries. 

There are many gift-giving occasions throughout the 
year which would become more profitable for the jeweler 
if he would coordinate his newspaper advertising, display 
and other advertising efforts with a really intensive direct 
mail campaign. Because his customer is familiar with 
the nationally advertised brands carried in the jewelry 
store—and because customers will not bother with shop- 
ping any more than is necessary—the jeweler can build 
a healthy phone and more order business via direct mail. 





Jewelry for Milady’s Easter Costume 








Give a Personal Gift for Easter—Jewelry to Set Off Her 
New Easter Costume," was the theme on the sign in this 
Easter display by the T. Eaton Co., Toronto, Ontario. Cen- 
tered on a yellow quilted paper mat on the floor of the 
window was a large blue Easter egg and a half-opened 
pink one, both gaily decorated, with beads draped on them 
and on the floor. Two silk hens, one pink, the other olive 
green, had necklaces, and each hen held a gay parasol 
under its wing. 
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2201 ''The Kite Clock’’ in four color combinations $25 





2202 ‘The Sunburst Clock’’ in birch or walnut $25 





2204 Black or white perforated metal $30. 








Se 


ch ronopak means ...a truly modern timepiece 


Four new wall clocks designed by George Nelson indt- 
cate a fresh direction in important, distinguished acces- 
sovies. The Chronopak Series now includes 19 outstand- 
ing designs for use in the home, office and public areas. 
Write Dept. JCK-14 for illustrated brochure. 
HOWARD MILLER CLOCK CO., ZEELAND, MICH. 


National Distributor: RICHARDS MORGENTHAU COMPANY 
New York: 225 Fifth Ave.; Chicago: 1215 Merchandise Mart 
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INVENTORY Time 
Is The Easy Time to Install a 


Stock Record 





A WELL PLANNED AND PRACTICAL 
STOCK BOOK WILL GIVE YOU:— 


A SALES ANALYSIS AND BUYING GUIDE that helps you 
think in terms of INVENTORY-TURN-OVER and prevents tying- 
up working capital in slow-moving and dead stock. 

A compact and permanent:record that you can continue 
to use without changing or recapping as long as you continue 
in business. , 

An inventory that would be indispensable to show the in- 
surance company to prove your losses in case of fire or 
burglary. 

A numbering system using an index, making it possible to 
quickly and easily check the sold articles of mdse. off from 
the stock book daily, weekly, or monthly from your sales 
records. A method that makes your next year's inventory a 
simple job. 

An easy way to restore a lost tag on any article of stock 
without guessing. A stock record that will enable you to re- 
order mdse. quickly. 

The advantage of having an inexpensive source of supply 
for small quantities of replacement sheets cheaper than you 
could make your own. 





SOUDER'S BUSINESS RECORD 


A Simple, Direct and Effective Method for Keeping 
Income-Tax and Management Information 


It tells the boss: 
Profit or Losses EVERY MONTH 


Assembles all data on two pages—Making Income Tax reports 
easy without rewriting several times into numerous books with 
a series of debits and credits. 


You will know aft all times: 


YOUR NET WORTH YOUR OBLIGATIONS 
YOUR TOTAL STOCK VALUE 


We offer you—not merely a record of sales and expenses, 
for this is truly a Safety System. No loss in Merchandise, 
cash or accounts can be possible, without you knowing it. 


Simple enough so anyone with ordinary ability and without 
knowledge of bookkeeping can understand and keep it. 








Please send on approval: (] STOCK RECORD [] BUSINESS RECORD 
suitable for [) large [] medium [J small size jewelry store. We agree 
to pay transportation charges. 


os aS 2-29.58 2 BO 8S O 9.2 4 8.6 2. CER BAS 86 20 Ce. OS FOS. 6.4.8 ws 68.9 Ss 40% 6S 0 


NAME 


ADDRESS 


SOUDER'S SAFETY SYSTEM 


883 BROADWAY (EST. 1919) ALBANY 4, N. Y. 
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Magazines Recognize the Importance 
Of the Retailer 


The degree of success of any national magazine adver. 
tising is largely dependent upon the cooperation anq 
support given to the advertised product by the retailer 
This is true because national advertising creates a desire 
for specific merchandise, a desire the consumer can only 
satisfy at his local retailer. ; 


seventeen 
~iat¥s —_ 
is STERLING. TIME: PICK YOUR PATTERN HERE 
sm 


- GRADUATION TIME 





This sterling display unit, emphasizing silver as an ideal 
graduation gift, was created by a consumer maagzine. 


More and more consumer publications are coming to 
recognize this fact. In order to increase the impact of 
their advertisers’ message they have developed merchan- 
dising plans complete with display material for retail 
jewelers who want to channel the business created by 
national advertising through their store. 

An example of the extent to which such national con- 
sumer magazines go to gain dealer support is the program 
which Seventeen magazine developed for jewelers last 
year, and which will be used in a new form this year. 

This consumer magazine provided the sterling flatware 
display piece illustrated above. It was used by over 1300 
jewelers throughout the country. Jewelers who want to 
avail themselves of such magazine promotion material 
should contact the promotion departments of magazines 
to see what is available. 

Thus, to the huge sums of money national advertisers 
are spending in order to move their merchandise, the 
jeweler can add the force of promotional money that is 
being spent by the magazines and bring the benefits of 
these millions to his store. 





Geology for the Jeweler 


(From page 97) 


measured in miles. But a slowly elevated sea floor will 
not turn into a broad plain, for during part of those same 
millions of years, as soon as it emerged, erosion began to 
wear away the surface formations, slowly bringing ever 
nearer to exposure on the surface, deposits that once lay 
deeply buried. 

Crustal changes that lift and lower continents, leave 
their mark on the minerals in their rocks. Only a crystal 
that is free to respond to each thrust, unfettered by rigid 
bonds to its neighbors, possesses a clarity likely to come 
through the shocks, unmarred by cracks and _ flaws. 
When it is pressed tightly in a solid mass, the crystal 
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srain cannot delay its response to the movement of each 
passing shock wave. If the crystal were to project into 
an open cavity, however, it would be free to respond 
elastically, and its free end could survive a billion shocks 
without assuming the cloudiness of frozen crystals. For- 
tunately, there sometimes are cavities in the matrix rocks 
of gem minerals, into which, at the close of the growing 
process, clear crystals project. 

That comes about in this way. Toward the end of a 
cooling magma sequence the non-solid compounds, the 
“volatiles,” become ever more concentrated. The con- 
centration process, the same one which let the pegmatite 
magma escape from the granite chamber, continues as 
long as there is any compound still remaining liquid 
which would be a solid at near-surface temperatures. 
Actual gases and fluids, like carbon dioxide and water, 
finally predominate, and toward the end, the last of the 
magma cannot fill with solid stone the space it occupies. 
An opening, filled only with watery volatiles, will be left 
near the center. Into this frozen, stone-walled bubble 
will project the angular shapes of the last-formed crys- 
tals; crystals, principally, of the same old minerals that 
have been coming out all along, quartz, mica and 
feldspar. Sometimes, rising here and there among them, 
there will be seen one of our gemstone crystals. 

Standing up (Figure 2), free in a cavity, the uncon- 


fined tips of the crystals are not compressed and twisted 


this way and that with every passing shock. They can, 
and do, come down to us through long periods of geologic 
time as clear and as flawless as they were on the day that 
the last atom of beryllium or boron freed itself from a 


HERE’S HOW PROFITS LOOK 
TO THE SMART RETAILER! 





FINE JEWELRY 


DIAMONDS 


TOILET WARE 
SILVERWARE 


A COMPLETE LINE 


Electrical Appliances 
WAlnut 2-3995 


112-14 Sansom St. ° 


Phila. 6, Pa. * 
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OF FINE STONE RINGS 


solution to attach itself to the earlier company of mole- 
cules. Examples of clear crystals rising from such a 
matrix are not too common, though all form this way 
at the start. In time, as the open, crystal-lined pocket is 
neared by the constantly lowering surface, mud seeps 
into the opening, while weathering processes and erosion 
remove the thick covering. The durable, gemmy crystals 
may even break loose or be corroded free from their 
supports, and slip down to the floor of the cavity, where 
they lie till found, cushioned by the mud and earlier 
debris from the decomposing stone. The unflawed crystal 
is still spared the tribulations of mineral grains that 
formed in solid stone, so they survive, outwardly cor- 
roded, but internally unscathed (Figure 1). 

The discovery of actual crusts of fresh hard crystals, 
terminating in gemmy points are rare in pegmatite 
miners’ experience. Usually, the workers dig in a 
weathered dike with shovels and picks, without any need 
to blast the muddy outcrops of decomposing stone. Loose 
clear crystals, embedded in mud, mark the location of 
the former pockets. How little this resembles the picture 
called up by the phrase: “finding a gem pocket!” Until 
the mud is washed away it is hard to tell what treasure 
may have been discovered in the crystals that are so 
carefully lifted from the diggings—perhaps nothing, per- 
haps a fortune. 

Gem pockets are likely to be few and far between. 
Granite pegmatite miners in this country seek only the 
coarse feldspar and the mica. Feldspar finds ceramic 
and abrasive (Bon Ami) use, mica has many applica- 
tions, mainly in insulation. The occasionally encoun- 














Presto Pressure 
Cooker 







You'll see everything you need for profits in the 
A & G catalog .. . because this famous book of 
value has been a source of satisfaction to profit- 
wise jewelers since 1895. For America’s most 
profitable lines ... backed by over 59 years of de- 
pendable service... rely on Aisenstein & Gordon, 


wholesale distributors of over 50 famous lines. 
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Here's your Success Book 





... your key to 


FRATERNAL 
EMBLEM 
Profits 


c¢ 
OOSE”, “Eagles’’, 
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“Owls” 

tically every popular fraternal order has its 
insignia illustrated and described in the new 50 page 
Harvey & Otis catalog. Using this catalog to augment 
your regular showing of Emblematic Jewelry can enlarge 
your Fraternal jewelry business — increase your promo- 
tional opportunities — your store’s prestige, let alone 


, Elks’’ — plus prac- 


your profits. Send for a copy (or use the one you now 


have). Order through any of our 450 wholesalers, or 
direct, to be billed through him. Prompt service to | 
help you serve better is assured. 


Harvey © Otis 
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Give your customers and your business a lift 
by selling beautiful, gay charms (Sterling and 
14K) by Fisher. Through wholesalers. Catalog. 


).M.F ISHER CO. Attleboro, Mass. 
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Jewelers’ sales 
show a 


36.7% gain 


in the sale of 7 


manicure 
gift sets 
in 1953 


Barbara Bates offers tremendous 
variety, the most complete price 
range, and the most sales produc- 
ing line ever thought possible... 


| Cases of Roman Stripe, Crushed 


velvet, Crystelle velvet, the famous 
golden “Midas Mesh”, Black 
brocade, Leather, and Pleated 
crepe to mention a few. Retail 
Prices from $2.00 to $30.00. 


Advertising, merchandising and 
publicity in all important media 
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to move these elegant sets from 
your store. 


For example, set shown above | 
(#336) can be seen in the Decem. §& 
ber, 1953 issue of Esquire Maga | 
zine on Page 34. It’s a Man’s set 
with peccary grain case, red moire 
lining, containing six essentials 
for men—It’s sturdy, compact 
And there’s a smart lady’s set to 
match (#335). Suggested retail 
$12.50 for the man’s set. 








Get on the bandwagon, these sets are selling 


mane We Bester | 


C. J. Bates & Son 
Chester, Conn. 








Oiginalety of Design 


BAGUETTE SETS] § 
ILLUSION SETS] | 
SPECIALTY RINGS 


PRINCESS RINGS 
Cluster Rings 
Fishtail Sets 
Peg Sets 
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Wh Offer 


Modern facilities for the 








Exclusive Development of 





Ideas and Designs for Pro- 


motional Purposes oar 


Mountings Illustrated are 
Set and Enlarged to Show Detail 


WAX & SKOLNIK INC. 


62 WEST 47TH ST. NEW YORK, N. Y. 


Manufacturing jewelers to the 


WHOLESALE TRADE EXCLUSIVELY 


for more than a generation. 
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tered massive beryl makes a desirable by-product, its 
value as an ore of beryllium has risen sharply with the 
‘ncreasing demand for a metal which combines with 
copper to make an elastic alloy that can even be used for 
watch springs. Columbium, tantalum, lithium and 
uranium are other precious pegmatite metals. In spite 
of the gleanings of valuable by-products which help to 
repay the cost of the mining operation, in this country 
we cannot afford to mine pegmatites just for gemstones, 
for the rock is solid and the feldspar fresh and hard. To 
tne purely eccnomic factors. we must also add the ele- 
ment of chance. It just happens that in Ceylon, Mada- 


gascar, and Brazil, the formations are of a sort, which, ° 


combining with other circumstances, geologic and eco- 
nomic. have made those countries the chief sources of 


oemstones. 





Figure 2—lllustrated is a topaz crystal projecting into a 
pegmatitic cavity, with feldspar and mica crystals as a matrix. 


The combination of circumstances joins the factors of 
pure chance, with the better understood factors of eco- 
nomics. It is chance that the pegmatites were intruded in 
those particular places, letting the gem minerals form, 
perhaps a mile or so beneath the surface. In other lati- 
tudes, similar pegmatites may have formed, but they are 
still deeply buried. In the tropics and sub-tropics, rapid 
weathering has hastened the decomposition and the re- 
moval of the overburden. Alteration of the rock has 
extended to some depth, making the actual mining opera- 
tions much easier. To those geological factors we can 
add the presence of a moderately abundant labor supply. 
Without all of these factors, those countries could not 
play their present role in the picture of our gem supplies. 

However, now that we have seen how gemstones can 
survive so many changes and remain flawless, let us look 
further at their places of discovery. Comparatively few 
of them are lifted, undisturbed, from their original homes. 
As with many other valuable mineral substances, like 
gold and platinum, further fortunate geological events 
must transpire before the precious bits are concentrated 
into workable, economic deposits. The distribution of 
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Running A Successful 


Sale Is An Art... 


By Manny 
Silverman 





1954 WILL BE THE YEAR OF CHANGE— 
A CHALLENGE! 


For the tirst time in my recollection, all of our 
foremost economists are in agreement. They 
all agree that 1954 will be the year of 
change, the year when unemployment, due 
to overproduction will substantially reduce 


purchasing power. 


With food and housing still at peak levels, 
there will be less and less of the consumer 
dollar left to buy jewelry. Competition for 
this consumer dollar will become keener than 


ever. 


NOW IS THE TIME TO BE OBJECTIVE 
AND PLAN CAREFULLY FOR THE YEAR 
AHEAD. 


Let me show you our proven method to get 
the MOST for your advertising, display and 
sales dollar. 


Let me show you how to do 4 to 20 times 
your expected volume in any given month of 
the year. Let me show you how to turn your 
inventory at least 3 times a-year. 


REMEMBER . .. NOW IS DEFINITELY NOT 
THE TIME TO BE OVERLOADED WITH 
INVENTORY! 


WRITE! WIRE! PHONE! 


SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, New York 19, N. Y. 
Telephone PLaza 7-4693 
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@ EARRINGS 
© CROSSES 
@ PINS 

@ BRACELETS 








Beautifully 


$6 pat 685, 4 
f eystone 
j 4 >) gift boxed. 


Earring 
$4.00 Keystone 


@ NECKLACES 


@ EASTERN STAR 
EWELRY 


Necklace 953 


$12.00 Keystone Rhodium or gold 


Plate. Prong set— 
Finest Austrian 
stones in all the new 
fashion colors. 


Excelling tn Brilliance and Hine Craflsmanshyf 


Write to-day for representative to call and for 
free folder of B. David’s new designs and proven 
best sellers. 





Sold directly 
to the retailer 
by the Manu- 
facturer. 


2508 VINE 
CINCINNATI 17, OHIO 
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Hone Craflmansh if 
IN A STRIKINGLY MODERN 
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14K GOLD 
WATCH BRACELEY lyf 


FULL EXPANSION | 
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Crafted with meticulous attention 

to detail, this exquisite hand lapped 

bracelet is the outstanding result 
of almost a half-century. of 

manufacturing experience. 
On-the-spot “sizing” feature 
avoids last minute sales problems 
... assures the sale. 


Available in Yellow or 
Rhodium plated White Gold. 


ae A Dirwhofer & Son, we. 
L. S. DINHOFER * MANUFACTURING JEWELER SINCE 1908 
74 W. 46th ST., . Y¥. 19, N.Y. > LU 2-4495 
For prompt attention, please address all inquiries Dept. K-14 
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CASH IN on the BIG SWING to 
College-Type HIGH SCHOOL RINGS 


FULL PROFIT ° NO INVENTORY 


High school students 
everywhere are switching 
to COLLEGE-TYPE 
RINGS! They want some. 
thing better and differ- 
ent! You can offer this 
great, new market all the 
latest, most modern styles 
- . » Shown in our new 
illustrated catalogue. You 
can even order one ring 
: at a time! We give the 
—— fastest service in the 
trade with guaranteed 
customer satisfaction! Be 
ready to CASH IN on 
these BIGGER RING 
PROFITS! 





by 
College Seal 


FREE! 
Send TODAY for complete information PLUS 


free selling catalogue and free counter display. 


COLLEGE SEAL & CREST COMPANY 


Dept. J-12 
236A BROADWAY 
CAMBRIDGE 39, MASSACHUSETTS 





SS 


JEWELERS’ INSURANCE 





1954 
Newly Reduced Rates for the 


JEWELERS’ BLOCK POLICY 


bring this comprehensive insurance pro- 
tection for jewelers into sharp focus asa 
necessity for the financial security of your 
business. 





It is available through the 

local insurance agent and broker of your choice. 
Inquiries to us for complete information are 
welcome. 


COMMERCIAL UNION - OCEAN GROUP 


INSURANCE SINCE 1714 
@ Specialists in insurance for the Jewelry Trade @ 


New York 16, N. Y. 
One Park Avenue 


Atlanta 3, Ga. 
10 Pryor Street 


Los Angeles 5, Calif. 
610 Shatto Place 


Chicago 4, Illinois 

175 W. Jackson Blvd. 
San Francisco 4, Calif. 
315 Montgomery Street 


Commercial Union Assurance Company Ltd. 
and Affiliated Companies 
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gem pockets through pegmatites is rather sparse, as we 
have noted; too sparse in most cases to make it practical 
to work a dike for its gemstones alone. Gold and plati- 
num, too, may be scattered thinly through great quanti- 
ties of rock with much too little metal in any single ton 
of stone to repay the cost of crushing the parent rock and 
freeing the valuable metals. Some costless process of 
extraction and concentration must intervene before they 
wind up on a deposit that we can afford to work. 

That “costless’” concentration results from the normal 
operation of natural geological processes, over a period 
of millions of years, affecting minerals that have physical 
properties (hardness and density) which would make 
them suitable for use in jewelry. As we have seen, ex- 
posure to the air changes common rock minerals into 
soft soil substances (clay and sand). But the minerals 
that we use in jewelry are likely to be harder than aver- 
age, and many are more resistant to erosion. All that 
will be concentrated in this way are also a little heavier 
than average. So, as the enclosing rocks decompose, and 
their fragments are borne away by streams of rainwater, 
the unbroken, unaltered, harder and heavier minerals lag 
behind. Rubies, sapphires and diamonds are as likely 
heavy fractions of stream gravels as gold and platinum 
nuggets, when the streams happen to have flowed over 
outcropping rocks that originally contained any of those 
substances. 

In Ceylon almost all of the rough jewelry stones are 
picked from gravels which line the floors of valleys that 
rivers have cut through rocks and dikes in which gemmy 
crystals originally formed. Gradually, and by primitive 








shafts sunk to the floors of the valleys, the entire gem- 
bearing area is being worked through. It will not be 
long before all the Ceylon gem gravels have been picked 
over. Brazil has its placer deposits too, mainly in the 
actual stream beds, but a greater proportion of Brazilian 
pegmatite minerals come even now from the sites of the 
original formation. In this respect Madagascar resembles 
Brazil. But in such deposits, too, it is equally clear that 
the productive life of the formation is limited. 

Once the workings have sunk to the bottom of the 
zone of weathering, the fresh, compact rock will not yield 
its treasures so easily. By their very nature and origin, 
pegmatites make small ore bodies. Crystal-lined cavities 
are likely to be encountered only in the uppermost por- 
tions, early in a mining operation. With increasing 
depth, values fall, and at the same time the work becomes 
more hazardous, difficult, and costly. At only moderate 
depths, the danger of cave-ins make open pit mining im- 
possible. 

All of these discouraging remarks about the future of 
gemstones supplies make it clear that much too little has 
been told, or at least really understood, about the ex- 
haustibility of all manner of mineral deposits. This 
concept is one that has never been sufficiently emphasized 
by those interested in “developing” our dwindling natural 
resources. It is sometimes hard to decide when those who 
are exploiting mineral deposits are conserving or wasting. 
The statistics on our use of copper and lead can be made 
to appear most alarming. It is said, based on known 
supplies, that if the entire world were using either of 

(Please turn to page 179) 











ee ee 








Bridal Sets 
Wedding Rings 
Men’s Diamonds 
Dinner Rings 


Tell us the Territory . 
you now cover 








DIAMOND SALESMEN 


Top-notch men with good following for a first-rate line of 


branded diamond rings 


@ priced for easy selling 
@ merchandised with experience 


@ supported by abundant 


BOX "C., 167," Jewelers Circular-Keystone 








dealer selling helps 


$200° weekly drawing 


account against commission 
REPLIES HELD STRICTLY CONFIDENTIAL 
WRITE IN FULL DETAIL 


110 E. 42nd St. 
New York 17, N. Y. 
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Elgin offers for men the "Draper" (left), 
with 14K lapped gold, at $150. The ‘‘Al- 
ridge, with a I4K gold filled case, is 
$71.50. Both prices retail and F. T. |. 


The Omega "Ultima" is a bracelet watch 
for men that is self-winding and water- 
resistant. Case, bracelet, dial and the 
hands are I8K gold. It retails at $775. 


LeCoultre "Ile de France" watches are in 
white or natural gold-filled cases, and 
they feature a "covered" watch for 
ladies. They are priced at $89.50 retail. 


Medana's "Oakland'' watch for men is 
antimagnetic, has a round dial fitted into 
a square case of gold color and comes 
with a black suede strap. $19.95 retail. 


Illinois watches are the "Golden Treasure 
‘A''' (left) in 10K white or yellow gold 
retailing at $54.95 and the self-winding, 
shock-resistant "Signamatic'’ at $69.95. 


hey Te 


... Theyre yours 





Universal Geneve's new models are in 
I8K gold and they have Universal's 6 
ligne, 17 jewel movement. Three are 
shown, featuring high style design. 


The ‘Executive’ watchband by Flex-Let 
has white or yellow gold filled top and 
a stainless steel back, with straight 
or curved ends. $12.95 retail, F. T. |. 
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to profit by... 


The “Sonata” has been designed as a 
bracelet watch for ladies by Longines. 
Either in natural or white 14K gold, ex- 
quisitely finished, it retails at $185. 


The Admiral "Photo-ldent'' (No. PI 60 
PB) by M.F.G. Watch Band retails at 
$10.95 F.T.I., with plaque and band top 
of 1/20 10K gold. Others at $6.95; $8.95. 


Designed for men's round watches is the 
Jacoby-Bender "Golden Shilling" band 
in 1/15 12K yellow gold filled top and 
stainless steel caps. $10.95 retail, F.T.I. 


"The Royal Highness" by Benrus features 
ten diamonds against a 14K gold applied 
dial, and a double snake chain bracelet. 
Having I7 jewels, it retails for $175. 





Waltham's 14K gold "Autochron Cen- 
tury" is automatic, weather and shock 
resistant, with I8K gold markers and 
sweep second hand. $150 retail, F. T. |. 





A new "Aquamatic” by Croton is for 
ladies, is self-winding and shock resistant, 
and has a gold filled case, with matching 
expansion bracelet. $71.50 retail, F.T.I. 


Gemex offers new styles in ladies’ watch- 
bands, the "Masquerade," (shown) and 
the "Adagio." Both are gold filled bands 
and each model has retail of $7.95. 








Proposal,” Oneida's new pattern in 188! 
(R) Rogers (R) Silverplate, contrasts a 
plain handle with rich ornament. Intro- 
duced at $69.75; regular price, $88.50. 


Telechron “Illuminette" is electric alarm 
and night light combined, with the light 
behind a translucent dial and controlled 
to off, dim or bright. $9.98 plus tax. 


Universal's new design in its “Mixablend" 
features a two-section top, allowing in- 
sertion of ingredients during operation, 
and has 32 oz. container. $39.95 retail. 





They re 


. They re yours 


Herschede's compact modern clock for 
desk or mantel has a two jewel, eight 
day movement striking the hours and half 
hours with bell-like tones. Retail is $35. 


One of four new items added to the 
Betty Crocker line by General Mills is 
the all-purpose grill-waffle baker, with 
finger touch snap latch to change grids. 


This lighter by Evans (No. 81-4-2) comes 
in white, yellow or black and is made of 
fine bone china, and hand decorated 
with bright gold. Its retail price is $7.50. 


Westinghouse's percolator type coffee- 
maker (model PE-541) has high velocity 
pumping action, a red light when coffee 
is ready, and chrome finish. $29.95 retail. 
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to profit by... 


A bracelet to which diamond links may 
be added one at a time is from Kaspar 
& Esh. It can be started at $35 retail. 
There is a matching engagement set. 


This emblem ring made with four dia- 
monds, platinum, red enamel top and 
side emblems is a creation of Goodman 
and Co., Detroit. About $135 retail. 
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The "Miracle Cross'' by Catamore fea- 
tures a see-through eyepiece in its center 
revealing the complete Lord's Prayer. It 
is No. 59 and comes boxed, $5.25 retail. 


A bracelet of antique gold floral sprays 
over mother-of-pearl is by Windsor Crea- 
tions, a division of Sturdy Bros. With 
matched earrings, set is $10.50 Keystone. 


Sst 





The L. S. Peterson Co.'s "Little Princess" 
locket is 1/20 12K gold filled. Each one 
is with a re-usable metal picture frame. 
The complete tray is $27, Keystone. 





A religious bracelet from F. Whitaker 
has I8K gold plated finish, simulated 
pearls or rhinestones and center piece of 
biue religious medal. Retail is $1.50. 


Man's cuff links and tie clasp from a new 
line of men's jewelry by Hayward, called 
the 'Jeweler's Touch,’ which will feature 
fine engraved and engine turned designs. 
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Something new in fine cutlery... 


INTRODUCING NEW 
ARVEL HALL 1; 
TEAK FORKS 





i 


ideal companion piece for 
ever-popular Steak Knife. 


No. 66—Carver, Slicer, Fork— 
Cheese Knives——-$15.00; No. 55 
$21.50; No. 95-——-5-piece Hom 
sets from $6.50 to $145.00 


© Matchless Quality 
© Endorsed by Emily Post 


* Unconditional Guarantee New companion piece doubles 


® Nationally Advertised fi . i | r | ij 

© Over 77 Sets from $6.50 to $145.00 C 

© 3 Distinctive Handle Styles pre It lmpa ct 0 a Ive qa Ine 

° Attractively Gift Packaged Overnight this fast-selling line is twice as profitable. Why? 
Because this smart, new Steak Fork is a terrific item. Any- 
one and everyone who owns a steak knife now .. . who 
buys one later . . . automatically becomes a red-hot prospect 
for it. Everyone who’s seen it has raved. And you will, too. 
Order early. The supply is still limited. Just another reason 

FINE CUTLERY why Carvel Hall Cutlery is the world’s finest and fastest- 
moving cutlery line. 
by Briddell ‘ 


DEALERS: Write or phone for name of your nearest Carvel Hall Distributor 
CHAS. D. BRIDDELL, INC., CRISFIELD, MARYLAND 
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A SECTION DEVOTED TO 


CHINA, GLASS, FLATWARE 














AND HOME ACCESSORIES 
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Mass display on window-floor featured pictures of girl graduates and their silverware choices. 


Display Creates Community Interest 


In School Graduates’ Silverware Patterns 


A LOW-COST silver promotion in his win- 
dow which strikingly utilized small town interest in high 
school girl graduates was carried out by Harry L. Smith, 
jeweler in Farmingdale, N. Y. He made a very effective 
and close tie-in between the girls’ graduation pictures and 
each girl’s choice of silverware pattern by placing them 
together in his window. 

The store contacted the photographer who takes the 
pictures of the senior high school class and asked for his 
cooperation. He agreed to supply Smith’s with 5 by 7 
in. photographs of the senior girls at a cost of 25 cents 
each. The number of photos ran to 83. Initial promo- 
tion cost was thus about $21. 

Then the list of seniors was obtained from the local 
high school, and an invitation was sent to each of the 
83 senior girls to come in to Smith’s and select a sterling 
silver teaspoon as a gift. 

Smith’s did not want the senior girls to pick out a 
silverware pattern at random. Smith and his daughter, 
Mrs. Audrey Lucas, took time to explain the beauty and 
advantages of sterling to each youthful customer. Smith’s 
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emphasized the great advantages and the many little 
extras that could be obtained by buying from the gradu- 
ate’s local jeweler instead of dealing with a door-to-door 
salesman. The store gave the young graduate a group 
of price lists from six leading silversmiths for her to 
take home. 

After studying the price lists and talking over her 
choice with her parents, the senior girl came in to select 
her pattern. In most cases, she had her choice narrowed 
down to about three patterns. Smith’s let the graduate 
see the complete place settings of these patterns so that 
she could compare weight, balance and shape, before 
making her final choice. | 

In the meantime, Smith’s window had been cleared for 
the promotion. After the girl graduate made her choice, 
Smith’s tied her teaspoon to her picture with a_ pink 
ribbon and placed both of them in the window. : 

“The interest and reaction of the people in the town © 
was overwhelming,” Mrs. Lucas said. People came into ~ 
Smith’s every day, and inquired about the growing dis: — 

(Please turn to page 171) 4 
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we're asking millions of people 
to ask YOU for POOLE SILVER 
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... LHE START OF OUR 
YEAR-ROUND PROGRAM 
of NATIONAL ADVERTISING 


Throughout the year Poole advertis- 
ing will appear in a long list of popu- 
lar consumer magazines — telling 
millions of people to buy Poole Silver 
in your store. 


BIG COLORFUL 
CATALOG 


A new Poole presentation showing the 
complete line — sterling and plate — 
in a 9 x 12 bound book. Excellent for 
use in your store as a reference book. 


THE FAMOUS 


Poale AlLum 


The most popular of all Poole printed 
material. A 44 page compact booklet 
size 5 x 7 showing Poole Sterling and 
Plate. Perfect for mailing and sup- 
plied with envelopes. 





NEWSPAPER 
MAT AD SERVICE 


A complete mat ad service, ready for 
use in your local paper. There are 10 
mats in a variety of sizes. 





FORCEFUL DIRECT MAIL 
SALES AIDS Prices subject to 


Envelope stuffers and direct mail Federal Tax 


pieces for your monthly statements or 
for a regular store mailing campaign. 


For complete information regarding any of 
these Poole sales aids, see your Poole dis- 
tributor or direct an inquiry to the plant. 


POOLE SILVER COMPANY — TAUNTON. MASS. ae 









CHINA and GLASs 
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Spotlights and an elegant chandelier over a circular area focus attention on china and glass. 




























’ Theatre Atmosphere Dramatizes 


China, Glass and Giftware Displays 


Wars customers enter the new branch store for many years. All merchandising departments of the 
of Henry Birks & Sons, Ltd., at 33 Bloor St., West, To- downtown store, the watch and jewelry repair depatt- 
ronto, Ontario, they are immediately attracted by the ments, the Bride’s Bureau and other store services are 

‘d spacious and modern selling areas that pleasantly meet represented in the new branch. 
hind their eyes. In one sweeping look, customers may see as (Please turn to page 173) 


far as the back of the store, where a large, circular selling 
area forms the design for an outstanding display of china, 
glass and giftwares. 

Wall shelving girds the entire rear section of this 
special section and forms a “gift gallery.” Tables, on 
which are placed china, glass and giftwares, are grace- 
fully located in advantageous positions on the floor. A 
beautiful chandelier suspended from the center of the 
circular ceiling lends an air of grace and elegance, while 
flush spotlights arranged in a wide circle in the ceiling 
highlights the general illumination. The effect to the on- 
looker is not unlike a theatre, and prewides a dramatic 
setting for china, glass and giftwares. 

The displays in the china, glass and giftwares area, 
with the open shelves of the “gift gallery,” are designed 
to encourage self-inspection, self-selection and self-service. 
Other displays, such as silver, appliances and luggage : | : 
are set up on the same self-service principle. ee a iil 

Known as Birks-Bloor, the striking new store is in the Ole 
heart of the bustling Bloor Street shopping area, which _ 
is called the Fifth Avenue of Toronto. Henry Birks & Silver at Birks-Bloor is displayed in well lighted wall cases 
Sons has operated another store in downtown Toronto and counters. Tables set with silver are in the traffic areas. 
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balanced for pouring 
ease, with ribbon handle 
... PRACTICAL! 
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Now shape your customers designed... 


the new improved COUPE by SYRACUSE 


This is the coupe shape of tomorrow! Designed 
and engineered to make it your biggest single sales 
builder in 1954. Consumer-tested to prove it! 


RESEARCH did it! We asked women every- 
where what they liked . . what they didn’t like 
.. in present-day coupe shapes. We polled 
buyers, merchandise managers, editors of home 
fashion magazines. They told us, “Make it more 
beautiful . . more practical!” We did . . they 
approved. Here it is . . designed for major 
volume and turnover. 


DESIGNING did it! From cup to platter, each 
is a masterpiece of well-balanced beauty. Eye- 
catching . . graceful . . rhythmic in line. With 
8 beautiful patterns! 


ENGINEERING did it! The new Syracuse coupe 
is more practical than fine china has ever been 


PROFIT MORE 
SYRACUSE, 
FIRST iN AMERICAN 


FOR FEBRUARY, 1954 


before! Completely at ease in casual or formal 
settings! Helpful at buffet time! Even . . easier 
to wash! Plates have wide feet for stability . . 
retaining rims for safety. Saucers hold cup firmly 
. . and spoons away from cups. Curved rims on 
dessert-soup and sugar bowls form natural 
handles. Coffee pots and pitchers have well- 
balanced ribbon handles . . almost pour them- 


selves. Coffee pot lids lock. 


FAMOUS SYRACUSE QUALITY did it! 
Imagine! The coupe your customers asked for. . 
in America’s top quality china! Absolutely the 
strongest body .. hardest glaze . . whitest white. 
A combination unique in the industry! Yours 
to sell at the industry’s most attractive prices! 
Feature . . promote today’s biggest news in fine 
china. The new, improved coupe by Syracuse ! 
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FINE CHINA 









CAROUSEL, retail 11.75 the place 
setting (West of the Rockies, 12.95) 








BELAIRE, retail 12.75 the place 
setting (West of the Rockies, 13.95) 









ALPINE, retail 12.75 the place 
setting (West of the Rockies, 13.95) 





CAPRICE, retail 13.75 the place 
setting (West of the Rockies, 15.25) 





DORIAN, retail 15.75 the place 
setting (West of the Rockies, 17.45) 





NOCTURNE, retail 15.75 the place 
setting (West of the Rockies, 17.45) 


MONTEREY . . undecorated white 


. « retail 9.75 the place setting 
(West of the Rockies, 10.75) 


CHEVY CHASE .. white with plat- 
inum edge..retail 10.75 the place 
setting (\est of the Rockies, 11.95) 
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Modern Provincial "Heyday" has a central 
motif of circles in deep green and brown, 
with hollowware in cocoa and beige with a 
spatter design; 16-pc. set, $10.95 retail 
From Vernon Kilns, Inc., Los Angeles, Cal. 


Sunflower dish is part of completely new 
line of gift items in bold-colored metal 
alloy, finished with non-tarnish lacquer. 
Dish measures 434" and retails for $3.95. 
By Dirilyte Co. of America, Kokomo, Ind. 





Covered soup tureen and stand in Spode 
earthenware, decorated with the "Gains- 
borough" pattern, handpainted in richly 
shaded colors; I!" high, retails at $67. 
From Copeland & Thompson, Inc., of N. Y. 


New “Moss Rose” pattern on Baroque 
shape in Heinrich china shows sprays of 
pink rosebuds with pale green leaves, mat 
gold trim; 5-pc. setting retails for app. $13. 
From Geo. Borgfeldt Corp., of New York. 


They’re New. . 


op Fashion 


New "Melody" pattern in Rosenthal china 
has leaves of moss green and gray, sprays 
of golden buds, enclosed in lines of gold 
and gray; 5-pc. setting, $15.75 retail 
From Rosenthal-Block Corp., of New York. 


“Trot” is a beautifully modeled figure in 
Royal Vienna Augarten china showing horse 
and rider from the Spanish Riding School; 
9!/."" in height, the figure is hand painted. 
From Hudson Art Importing Co., New York. 
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..» Lhey ll Be Selling 


and tome Accessories 





New "Spring Song"—has birds, grass and 
leaves handpainted in honey beige, brown, 
green, turquoise; hollowware is in honey 
beige; |6-pc. starter set retails at $14. 
From Red Wing Potteries, Red Wing, Minn. 


New, this solid brass centerpiece with a 
baked enamel finish; equipped with two 
tapered candle cups, it may be retailed 
for $15; with three candle cups, for $18. 
From Pryor & Co., of Los Angeles, Calif. 
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"Good Design" selections for 1954, these 
Leerdam glass pieces from Holland—footed 
bowl ($16 retail) and vase ($12.50) de- 
signed by A. C. Copier. Distributed by A. 
J. Van Dugteren & Sons, Inc., of New York. 


Swedish stoneware sculptures from Rors- 
trand designed by G. Nylund, these fish 
figures are 5!/" tall and are available 
in white or in gray blue; retail $17.50. 
From Fisher, Bruce & Co., of New York. 





"Belaire" pattern on the new “California” 
coupe shape in Syracuse china; 5-pc. set- 
ting, $12.75 retail; 10 9/16" plate has a 
wide diameter foot, gives maximum support. 
From Onondaga Pottery Co., Syracuse, N.Y. 


New 1I7" Lazy Susan has 6 inserts and 
center bowl in high-fired ceramic—white or 
lime with black veil lines; set on wood 
base in black-silver finish; $7.45 retail. 
From Sylvan's Ceramics, Pasadena, Calif. 
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by MADELINE LOVE 


paper years ago, a group of glass manufacturers 
got together at Pittsburgh and exhibited their newest 
wares at the old Monongahela House for the entire month 
of January, inviting retailers to come and inspect. Not 
long afterwards, the potters joined their confreres in 
glass, and the Pittsburgh Glass and Pottery Exhibit has 
continued ever since—with the exception of the war 
years. 

Importers of china and glass came into the picture 
later on, first with their own separate show, then joining 
forces with the manufacturers in one large exhibit. In 
recent years, however, the domestic manufacturers have 
separated from the importers, exhibiting at the William 
Penn Hotel, while the importers are grouped at another 
show at the Fort Pitt Hotel. This year, for the first time, 
a third show was held at the Carlton House, with both 
importers and domestic manufacturers showing there. 

This triple display had the effect of thinning out the 
traffic, even though the show management reported regis- 
tration to be higher than last year’s. This met with the 
approval of many retailers, who found it simpler to make 
their selections of merchandise in showrooms that were 
not over-crowded. 

The merchandise, itself, represented not only the newest 
thinking in ceramic design, but also reproductions of 
the very old—sometimes both in the same showroom. In 
glassware, for instance, pieces were made from the origi- 
nal old molds, in milk glass, in crystal, ruby, or black 
glass. One factory with such old milk glass also pro- 
duced modern designs in the same milk color, some of 
it decorated with abstract designs in black and red. 
In the black glass, there were lines which had a mat, or 
suede, finish, in addition to the more usual glossy finish. 

New colors were in evidence, too; some of them pastel, 
others deep. Stemware with a pink enamel “spatter” pat- 
tern on crystal, or with a delicate design in pale yellow 
against crystal, are examples of the pastels, and there 
were many striking accessory pieces in such colors as 
sapphire blue, peacock, indigo, ruby, charcoal, spice 
brown, amethyst, leaf green, and orange. 

One of the glass companies has widened its scope this 
year by offering two patterns of its own in California- 
made dinnerware to blend with its new glassware colors. 
And in addition, the firm showed hand-woven linen place 
mats and napkins in complementary colors and designs. 
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Most of the new stemware shapes are fairly low, with 
wide bowls and short stems. One new design has g 
bubble in the stem and an undecorated bow]; another hag 
a cup-shaped foot. Some of the cut patterns strike off in 
new decorations, this year, but the majority are more 
traditional in style, with simplicity as the keynote. 

Several new coupe shapes in dinnerware, both in china 
and earthenware were shown. One was in English bone 
china (displayed in a jewel-box setting of all-pink to 
match a quince-blossom pattern); another, American. 
made, has an extra-wide foot, which gives a maximum 
cutting surface without tipping, and a curved edge. 
Another American dinnerware factory had a new soft 
blue color in its china, and an unusual pattern combin. 
ing two tones of gold with platinum; and there was a 
whole new line in its earthenware—a grouping of new 
shapes and modern decorative effects being sold through 
a new merchandising plan. 

Still another china house brought out a new line of 
sturdy, gaily decorated tableware with a year-long guar. 
antee against breakage. And from another came a new 
shape and several striking patterns which were the results 
of a design contest held in conjunction with the Sevres 
china factory in France, and judged by French Ministers 
of Art and leading French designers. 

Platinum still held the lead in metallic decoration for 
china, as well as for glass. But there were a few hints, 
here and there, that gold may be on its way back. These 
hints lay more in rumor than actuality, since by far the 
major number of patterns were set off with platinum. 
But the subject came up, in various showrooms, and it 
will be interesting to observe whether or not there is 


substance to the rumor. 
en * ee 


HE Dirityte Co. or America, Inc., of Kokomo, 

Ind., held a press party late in December to open its 
new showrooms on the second floor of 225 Fifth Avenue, 
New York. At that time, the company’s new line of gift 
items was shown for the first time, as well as the regular 
lines of flatware and hollowware. The new showrooms 
are furnished as a dining room, with regularly changed 
table settings to show the ware in use. Jules Fine and 


Harry Davidoff, eastern representatives, are in charge. 
* ¥* ¥% 


PAT DUNHAM 





Mrs Pat Dunnam is the new “Ruth Vernon” table 
setting consultant for Vernon Kilns, Inc., in the 
Western half of the United States. Miss Dunham was a 
buyer for Bullocks Pasadena and Bullocks Los Angeles 
for several years. She will set tables, help to train per- 
sonnel and appear on radio and TV for Vernonware 


promotions in stores west of the Mississippi. Miss 
(Please turn to page 169) 
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Nowhere except in Royal Leerdam 
does one find glassware in which such beauty 
stems from functional restraint. It 1s 
the particular genius of its designers, this their 
superb capacity for the deft accent on 
simple structural line. And it is the innate genius 
of its makers to understand and 
translate these designs into flawless 
glass forms 
both in spark-bright crystal and in inimitable 
glow-tone color. Truly Royal Leerdam 1s 
unrivalled modern glassware. 











One of the items in the famous, Leerdam blue, gift boxes— Anima Brandy Set #1801 (7 pcs.) by F Meydam. 
January 1954 Good Design Selection Museum of Modern Art, New York. 
In crystal—muscari, too. List $10.75 


A.J. VAN DUGTEREN & SONS, INC. 134 FIFTH AVENUE, NEW YORK 11, N.Y 
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THE VW FINE ENGLISH 


DINNERWARE 


COPELAND 


pYA TA 
SPODE 
see 


ENGLAND 








Fine English Earthenware 








be e SPOUDE 
ELANC 
English Bone China COPetAncs CHima 


Lowestoft Stone China 





Made in England by W.T. COPELAND & Sons, LTD. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 











New in WATERFORD 





sparkling clear Irish Lead Crystal from Water- 
ford. It appears in a complete line of stemware 
with decanters and jugs to match. 


Retail Price 
Stemware Decanter 


Jug 
App. $60 a doz. App. $21.25 App. $32.50 


GEO. BORGFELDT 
CORPORATION 


Established 1881 
44-60 E. 23RD ST., NEW YORK 10, N. Y. 


712 S. Olive St. (Merch. Mart) 44 York St. 
Los Angeles, Calif. Toronto, Ont., Canada 
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FRANCONIA CHINA 


One of és 


ern 


< 
Ot Pes amy 
inesl 


"RHYTHM" 


Rich gold and brown in q 
chain and ivy border de. 
sign; framed with gold 
and betge bands on a grq. 
cious, new modern Shape 
in pure white translucent 
china. 







\ Europe's 





S pe. Place 
Setting: $15.00 


me 


AT THE NEW YORK GIFT SHOW 


Illustrated is one of many new, beautiful china pat- 
terns priced from $6.95 to $17.00 for 5 pc. place 
settings. 





SEE THEM AT THE: 


HOTEL NEW YORKER + ROOM 925 
FEBRUARY 22-26 








39-41 W. 23rd Street 
New York 10, N. Y. 


Herman C. Kupper, inc. 




















HAGENAUER BRONZES 


Imported from Austria, this line of hand crafted bronze 
and wood offers pieces which are outstanding works of 
art. The form and feeling express graceful motion and the 
execution is flawless. Another remarkable aspect of this 
line is its almost unlimited variety of pieces in a wide 
price range. 


Be sure to see Hagenauer Bronzes and our *Royal 
Vienna Augarten China, at the New York Gift Show, 
Hotel New Yorker, Room 1142. 


Sbheen Auk Importing Co .™ 


225 Fifth Avenue New York 10, N. Y. 
*T.M. REG. 
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Speaking of China 
(From page 166) 


Laurette Owens will continue to be “Ruth Vernon” for 
the Eastern half of the country. 


‘osEPH WEILER has been added to the sales staff of 
Paul A. Straub & Co., Inc., New York, import house. 
New representative for the Rosenthal-Block Corp., 
New York china importers, is John F. Stewart, who was 
for 15 years representative for Wallace Silversmiths and 
more recently has been executive buyer of silverware for 
Montgomery-Ward. Mr. Stewart will cover the mid- 
western territory. 

Mottahedeh & Sons, New York importers, have an- 
nounced that Harvey Fenton, of Fenton of California, 
will represent the firm on the West Coast, and the lines 
will be exhibited in the Fenton showrooms in North 
Hollywood. 

John E. Davis has been named director of the House 
of Design. design headquarters for Commercial Decal, 
Inc.. manufacturers of dinnerware decalcomanias, in 
Irving Place. New York. 

3 % % 

A COCKTAIL PARTY and dinner will be given at the 

Hotel Statler, New York, on Tuesday night, Febru- 
ary 23, during the New York Gift Show. Hosts will be 
the National Gift and Art Association, sponsor of the 
New York. Boston, and Philadelphia Shows, and their 
suests will include members of the Gift and Decorative 
Accessories Association of America. Following the din- 


ner, the latter group will hold a meeting which will feature 
a panel discussion on several controversial topics of 
interest to the trade, and officers will be elected. 


% 


Ss NEw YorRK showrooms of the United States Glass 
Co., manufacturers of Tiffin glassware, at 1107 Broad- 
way, have been moved to new quarters on the 13th 
floor of the same building. The move gives the company 
twice as much display and storage space, and is hand- 
somely decorated. Frank Lough is the manager. 


% % % 


WILLIAM ANDERSON 





ee G. ANDERSON has been appointed direct 

factory representative for the mid-west by the 
Iroquois China Co., of Syracuse, N. Y. Mr. Anderson 
will cover Indiana, Illinois, Ohio, Michigan and Wis- 


consin. 
x * % 


oe LyncuH, head of Sun Glo Studios, has been 
elected president of the 225 Fifth Avenue Associa- 
tion, with Vincent Lippe as vice president; Clarence Yeo, 














FRO LOPE, 


Established 1915 


19 East 26th Street (Near 5th Avenue) 
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PAUL A. STRAUB & CO... INC. 


Pauncian 
~ OPEN STOCK 


co See DINNERWARE 


SJ ie | 


Pattern No. 8045 
Brilliant Palladium 


from 


LORENZ 
HUTSCHENREUTHER 


Available in 
Place Settings 
Open Stock 
94 and 64 
Piece Sets 


New York 10, N. Y. 
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TO HELP YOU SELL 
we do these things ! 


Pre-sell for you our exclusive lines of din- 
nerware and glassware with national con- 
sumer ads in House and Garden and House 
Beautiful and other magazines in the home 
furnishing field. 


: Supply these FREE merchandising aids: 
On BARONET, well styled Bavarian china 


—illustrated folders of individual patterns. 


On VISTA ALLEGRE, china of rare 
beauty from Portugal — individual pattern 
folders; also attractive brochure, “The Story 
of Vista Allegre.” 


On ORREFORS, exquisite hand-blown 
crystal—leaflets of stemware patterns, illus- 
trated folders, and consumer booklets. 


Furnish you on request: (1) reprints of na- 
tional consumer ads; (2) newspaper mats 
for your own use. 


Fisher. Bruce & Co. 


219 Market Street, Phila. 6, Pa. 
1107 Broadway, New York 10, N. Y. 

















POD ns SOTO = Siecniae ‘ a Serena 


YSTAL 
wae by US 
ee SWEDEN 


IMPORTED FROM SWEDEN 





Cordial Set 


Distinction is emphasized 
in design and quality crafted 
Swedish crystal 


No. 724 7 pc. CORDIAL SET. .$10.00 set 


retail 


JUST ISSUED FOR 1954—a new 16-page supplementary edition to our regular 
72-page catalog, showing our newest imports. Send for your copy. 


R. F. BRODEGAARD & CO., INC. 
225 Fifth Avenue, New York 10, N. Y. 
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BStainless Steel Blades 


by “Northampton 


For New Goods or Repairs 























B. Cap Lifter (Hook Type 
D. Cheese Scoop 


A. Bottle Opener (Ring Type) 
C. Knife Blade (Medium) 


Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
beauty and craftsmanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. 
Prices and illustrations gladly furnished. 





NORTHAMPTON CUTLERY COMPANY e 
NORTHAMPTON 2, MASS: @ ESTABLISHED 1671 








offers you 
complete plans on 


“HOW TO SET-UP 
AND OPERATE 
A PROFITABLE 
STAINLESS STEEL 
DEPARTMENT”’ 





> | / : East of the Mississippi : 
| -——s GENSE IMPORT, LTD. 




















ce < a West of the Mississi p pi a 4 Wr i te for 
GENSE OF THE WEST, LTD. your copy today 
78 Post St., San Francisco, Calif. 
0 Dept. JK 
8 0 4 OF YOUR . 
CUSTOMERS 





HAVE OLD WATCHES! 


Guide them to an ‘'ORIGINAL'"' 


TREASURE DOME (rts, 


| @ Nationally Advertised @ Proven Sales 

Of everlasting GENUINE DUPONT LUCITE 

. . . . break resistant . . with crystal 

clearness seldom found in glass . . . with 

polished hardwood bases of mahogany, 

ebony or blond. An _ heirloom watch 

becomes a modern, useful timepiece. 
(Develop extra repair jobs.) 


oe a NOW AVAILABLE AT YOUR JOBBER 

: . .. + or write Carol Beatty, Dept. 102-0, 
7410 Santa Monica Blvd., Los Angeles 46, 
California. 








| Patent Pending 
—- $4.00 KEYSTONE -—— 
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treasurer ; and William Preston, secretary. Elected to 
serve as board members for a two-year period are John 
Goodman, Jan Howell, David Gladstone, and Walter 
Andres. Jack Orenstein, past president of the Association, 
becomes a member of the board, ex-officio. 
* *” * 
Tt a recent meeting of the board of directors of the 
Geo. Borgfeldt Corporation, New York importers, 
Hugo Bader and Theodore Gilfrich were elected mem- 
bers of the board. Louis Bossard, who retired a year ago 
after almost 60 years with the firm, has resigned as a 


director. 
* ¥* oe 


— SECOND United States International Gift and Fancy 
Goods Show will be held August 22 to 27 at the Astor 
Hotel, New York. As was the case last summer, when 
the first International Show was held, this exhibit will 
present manufacturers and importers from all over the 
world. Headquarters for the show management are at 
33] Madison Avenue, New York. 
% *% *% 
| owe S. MILLER has been appointed sales manager 
of the household china division of Syracuse 
China, beginning his new duties on January 1, Mr. Miller 
was formerly with R. H. Macy and most recently was 
sales manager’ of the Toastmaster division of the 
McGraw Electric Co. 
% * % 
| pao recently made in the sales staff of Herman 
C. Kupper, Inc., dinnerware importers, include the 
appointment of Louis Amsterdam to cover New York 
State and all of New England; Anton Lieberman, for 
New Jersey, Eastern Pennsylvania excepting Philadelphia, 
and Maryland and Delaware; C. A. Shroads, the Rocky 
Mountain states; and the Evan K. Shaw Co. will cover 


the West Coast, with showrooms in Los Angeles. 
* * % 


— new showrooms are shortly to be opened by 
Gladding, McBean & Co., of Los Angeles, manufac- 
turers of Franciscan china and earthenware. In New 
York, the showroms will be at 712 Fifth Avenue, in 
Chicago, at the Merchandise Mart; in Seattle, 945 Elliot 
Avenue West. 
* % *% 
L  jene CERAMIC INDUSTRIES, INc., New York, has been 
appointed exclusive United States distributor for the 
British Anchor Pottery Co. In operation since early in 
the 19th Century, the pottery was taken over after World 
War II by Lee Vickery, who completely modernized it. 





Graduates’ Silver Patterns 
(From page 160) 


play of the graduates’ pictures and the teaspoons. Many 
of these people, of course, know the graduates and recog- 
nized the picture at a glance. The silver was a natural 
suggestion for a graduation present. 

The promotion ran for three weeks, and of the 83 girls 
in the graduating class, 75 came in for their free tea- 
spoon. Smith’s had an interesting window full of local 
interest pictures that automatically pulled a lot of atten- 
tion. What was more, the store had a display of silver- 
ware that was of high local interest because all of it 
belonged to the graduates. 
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Concentrate ALL your ““ ~ 3 > os 
BOX purchasing in 
ONE ORDER ... and 


get that order placed NOW . 
protection! 


for your own 


Buy direct from factory. Save money. Beat rising 
costs and take advantage of quantity discounts. 
You get first choice of Pictorial’s exclusive new 
designs for your store. You can assure yourself 
of adequate supply at all times without risking 
disappointments in delivery. 


MAIL COUPON FOR CATALOG 


If you do not already have Pictorial’s Catalog, 
get your name on the list for the next edition. 
Select the boxes and wrappings you’|!] 
need for the rest of the year and be 
ready to place your order when our 
salesman calls. 


¢* ~ ‘R., 


pi Ni 





“THE PACKAGE IS PART 
OF THE PURCHASE” 


Un iL PAPER, PACHAGE CORPORATIUN 





~— degra sgpaeeons ae 232 SOUTH LAKE STREET 
Welom lll viel: AURORA, ILLINOIS 

(COUPON) 

Pictorial Paper Package Corp. 


232 So. Lake St. 


Aurora, Illinois 


As soon as it is off the press, please send 1954 
catalog of your complete line of Gift and Jewelry 
Boxes, Wrapping Papers and supplies. 


Name ... 








Firm ........... 





Address .. 
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Smith’s made permanent records for its silver files of 
each girl’s pattern choice. The store also told each gir] 
that if she should change her mind because of a ney 
silver pattern coming out, Smith’s would be happy to 
exchange it for her. 

Smith’s kept a record of sterling sales it made through. 
out the promotion and was very sinnund at the results. [ft 
found that friends of the oraduates, who had been at a 
loss as to what to buy, were pleased that Smith’s were 
able to suggest a graduation gift that the girl had chosen 
herself. 

Whether the youthful customers follow through or not, 
after selecting their patterns and getting their free tea. 
spoons, Smith’s feel that it has created an abundance of 
good-will. The promotion enabled the store to become 
better acquainted with the girls who are its customers of 
the future, whether it be for sterling or other items in 
the jewelry store. 

Smith’s has run this silverware promotion twice, and 
has found that the store’s cheerful attention and devotion 
of much time and effort to the graduates are long remem- 
bered. The store has established itself in the minds of the 
graduates as a source for their most beloved possessions, 





Open House Party Introduces 
New Giftware Lines 


When the store of P. M. Williams, Mansfield, La., 
decided to add a gift department, the sister of the owner, 
Mrs. Kathleen Colwick, located it on the second floor of 
the firm’s building. This was done because the store space 
was not large enough for expanding. It was her inten- 
tion that customers should feel free to visit and just look 
around without feeling any obligation to buy. She called 
it The Bride’s Shop and it originally occupied several 
rooms formerly used as offices. Now it has grown to 
occupy the entire second flood of the Williams building. 





One of the lovely table settings in The Bride's Shop, which 
highlights silver, china and glassware of P. M. Williams. 


Recently an “Open House” was held by The Bride's 
Shop of P. M. Williams and approximately 150 guests 
attended to view many lovely displays of china, erystal 
silver, pottery, lamps and bric-a-brac. All guests were 
registered. 

One of the additions to The Bride’s Shop is attractive 
shadow box windows which attract the attention of 


passers-by both day and night. 
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Theatre Atmosphere 
(From page 162) 


Another large selling area is devoted to silver, with 
the major portion of an entire wall given over to silver 
display and merchandising. Table displays in the store 
traffic lanes supplement the counter and cabinet mer- 
chandise. Store pillars in this section are effectively 
minimized by wood trim that harmonizes with the rest 
of the furnishings, and display islands are built around 
the pillars. 

A corner of the spacious selling floor is given over to 
displays of small appliances, luggage and metal service 
pieces. Each has its own section with display fixtures 
designed especially for the various items, and which allow 
customers to inspect the merchandise. 

Another section is the handbags department, one of 
the largest in that part of Toronto. Bags are shown on 
wall shelves and counter cases, with chairs and a low- 
built inspection counter for the convenience of customers. 

A lighting system that is a combination of fluorescent 
and incandescent lights illuminates more than 7,000 sq. ft. 
of floor space. Lights are recessed into the ceiling in long 
rows running across the store. All show cases and wall 
displays are equipped with their own indirect lighting. 

The modern store front is imposing, being constructed 
of red Balmoral granite from Sweden, with extruded 
bronze windows and doors, and the vestibule is lined 
with black and gold marble. 

One larger display window is built into the right hand 
side of the entrance, with two smaller windows on the 


left hand side. Small windows are inserted on both sides 
of a recessed entrance. 

In addition to designing a jewelry store which striking- 
ly displays merchandise, Birks has not forgotten the value 
of parking space. Parking is easily available in an area 
near the store at its rear entrance on Balmuto St. 








Can You Top This? 


A lady customer came into the Beekman Place 
Jewelry Shop, N. Y. C., and reminded jeweler Harry 
E. Black that he had repaired a French mantle clock 
for her 11 months ago. She wanted him to go to her 
home to check and oil the clock. 

Mr. Black asked his customer if the clock wasn’t 
keeping good time, or if anything else was wrong 
with it. She replied that the clock was fine. 

Then she gave the jeweler this explanation for her 
request. Next month would be a year since Mr. Black 
repaired the clock, and she understood he guaran- 
teed his work for a year. Now, her TV service man 
also guaranteed his work for a year and she usually 
called him just before the guarantee expired. 

So, she asked jeweler Black, why shouldn’t I call 
you, too? 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St.. New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 





























Miss 


A new pattern by Heinrich & Co. 
Here is another dinnerware triumph by 
Heinrich & Co. of Bavaria, Germany. 


Note the exceptionally graceful shape 
of the cup. The design itself is a black 
scroll with a soft grey shadow giving 
an unusual and striking third dimen- 
sional effect. 


2 piece place setting is 


$11.00 retail 


This is just one of a series of new 
patterns by this distinguished China 
manufacturer. 


Write for complete details 


Established 1886 
NEW YORK 10, 225 Fifth Avenue 





EBELING & REUSS COMPANY 


MAIN OFFICE, 707 CHESTNUT ST., PHILADELPHIA 6, PA. 
CHICAGO 54, 1557 Merchandise Mart 








LOS ANGELES 14, 527 W. 7th Street 
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Clever name for 
the fastest-moving new item in silver- 
plate teday. It’s the silent butler and 
table erumber with the hidden brush. 
Now a promotion suceess with stores 
aeross the country. 








— 
a= a =< 


The Butler’s Whisker 


will be featured in our distinetive na- 
tional advertising program — making 
new customers for our dealers through 
consistent, year-round insertions in these 


prestige magazines: NEW YORKER 
HOUSE & GARDEN * HOUSE BEAUTIFUL 


See us at these trade shows: 


Seattle—February 14-17—Olympic Hotel 
Chicago—February 1-12—Palmer House 
New York—Feb. 22-26—Hotel New Yorker 
Dallas—February 21-25—Hotel Adolphus 
Detroit—Feb. 28-March 4—Hotel Statler 


*PAT. PENDING 


THE SHEFFIELD SILVER Co. 


MADE IN U.S.A. 
17 Crosby Street, New York 13, N. Y. 


























Special Jewelry Exhibition Marks 
Store Anniversary 


In order to celebrate its Sixth Anniversary, Giftland 
Jewelers of Glen Burnie, Md., decided to sponsor ay 
exhibit of silverware and jewelry in a colorful showing 
at the Friendship International Airport in Anne Arundel 
County. Mr. and Mrs. Mel Waxman of Giftland arranged 
the exhibition. 

A special feature of the show was a table setting cop. 
test, and more than 4,000 ballots were cast by visitors jp 
choosing the winner. Seventeen women’s organizations 
competed for a list of prizes. A special table, not in the 
contest, was set with silver valued at $2,500. 









This featured Giftland display, with the show's theme, high- 
lignts huge teaspoon and other items of flat and hollowware. 


Many other exhibits also attracted wide attention. The 
steps required in the manufacture of a piece of silver 
flatware were demonstrated in a graphic and interesting 
manner. In addition to the displays of large silver items 
and services, diamonds and watches were shown. One 
exhibition that excited a great deal of favorable com- 
ment was a display of 20 replicas of world famous 
diamonds, including the Hope diamond, the Jonker and 
the Star of the East. 

Another special feature of the show appealed _par- 
ticularly to men. An electric shaver clinic, conducted 
by a factory representative, was held to service shavers 
without charge. Also present was an engraver who offered 
his services free and initialed pieces brought in by the 
visitors. 

Music and refreshments were served. The firm re- 
ports that the community which it serves approved of the 
exhibition and took a great interest in it. 





Ideas to Make the Service Department 
More Profitable 


Jeweler Max Strasburg, Hollywood, Calif., was named 
Grand Award winner in last year’s Watch Inspection 
Time Contest, sponsored by The Watchmakers of Switzer- 
land in cooperation with the Watch Material Distributors 
Assn. of America. He submitted the best article on “a 
workable merchandising idea that can make the Service 
Department more profitable.” The following is a con- 
densation of Strasburg’s article. 

“We wish to present the following merchandising idea 
which we have found has increased the volume of our 
business—not only in the Repair Department but through- 
out our entire organization. 


THE JEWELERS’ CIRCULAR-KEYSTONE 








“When a watch is left for repair we immediately ‘scratch 
number’ the inside of the case, using the first letter of 
the last name and then a consecutive number after that. 
For example, George Davidson becomes D-1, Tom 
Daniels is D-2, etc. 

“We make ut a repair tag and then a repair card; the 
latter is filed chronologically for one day before prom- 
ised date of delivery. When the watch is ready to be 
delivered, a phone call or post card advising that the 
watch is finished in forwarded to the customer. 


CUSTOMERS ADVISED OF DELAYS 


“If the watch will not be finished on the promised date, 
the card comes up automatically the day before it was 
promised, so that we are in a position to call the customer. 
We then advise him when we think the watch will be 
ready and again chronologically file the card one day 
before the new promised date. 

“When the watch is finished, the repair card is clipped 
to the tag. The watch is delivered to the customer who 
signs the card. Then we note the date of delivery on 
the card. 

“After the watch has been delivered, the card is filed 
chronologically. After ten days the card is pulled and we 
call the customer asking him whether his watch is giving 
correct time and, if it needs any further adjustments, to 
bring it in. 


“This usually comes as a great surprise to the cus- 


tomer. who is generally pleased that we are interested in 
seeing that his watch is keeping good time. Of course, it 


creates a great deal of good-will for us. 

“When a customer comes in to have his watch repaired, 
we immediately open the watch to see if our ‘scratch 
number’ is present. If the number J-72 is there, we turn to 
our “J” file and under number 72 we would find all the 
pertinent information. 

“Qur watchmaker then approaches the customer call- 
ing him by his name, which he has learned from the card. 
Of course, this pleases the customer. The watchmaker 
informs the customer the last time the watch was left 
for repairs. Then he asks the customer what seems to 
be the matter with it now. 

“This procedure avoids placing the customer in a posi- 
tion where he has to retract any statement and keeps us 
from getting into an argument with the customer. We 
realize that many people say they had their watch cleaned 
‘only a few months ago’ not because they are out to 
deceive, but because they simply don’t remember. 


SERVICE MAKES THE DIFFERENCE 


“We feel that the above treatment of our repair cus- 
tomers has helped us to establish a closer relationship 
and is responsible for the building up of our watch repair 
department. 

“It goes without saying that we go through our cards 
at least once a year. We send out a very neat, personal 
letter advising the customer that it has been a year since 
his watch was inspected and that a very fine piece of 
mechanism of this type should be overhauled and cleaned 
at least once a year.” 




















GOLD ° SILVER ° 


Strictly Refiners 


Not M anufacturers 


of J ewelry 


— 


21 West 46th Street 





Metals of Guaranteed Purity 


PLATINUM ° 
IRIDIUM *° RUTHENIUM *° RHODIUM *° OSMIUM 


W. solicit your Sweeps in 


Filings—Scrap Gold and 


Your Ol Gold Shipments 


Kastenhuber & Lehrfeld, Ine. 


Tel. JU 2-2320 


PALLADIUM 


Platinum—Metals 


WILL RECEIVE 
Special Aten lion 


New York 19, N. Y. 
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The lighter with 


the flame you aim... 
the Beattie Jet Lighter 


out in front for jewelers’ profits! 


TILTED jet 


UPRIGHT 
for cigars and 
cigarettes 


The Beattie Jet Lighter with a two-way 

flame gives you two-way sales support, too! 

The Beattie Jet is backed by years of 

national advertising. And it’s the only lighter of its 
kind with thousands of enthusiastic users 

acting as “salesmen” for you. This means fast 
turnover and the profits that go with it. So keep 
the Beattie Jet Lighter out where your customers 
can see it. Watch it sell itself! 





_. The Flame 


| you aim 


Why Beattie Jet Lighters sell so easily... 


. Two flames—jet for pipes—regular for cigars 
and cigarettes. 

. The only jet lighter that works on standard 
lighter fuel, always at hand. 

. Wick lasts indefinitely. 

. Longest flint. 

. Easy to fuel—holds more, too. 

. Guaranteed to work. 

. 10 models retailing from $6.85 to $27.50. 

8. Consistently advertised. 


For full information or display material write to 


BEATTIE Ta a INC. 


19 East 48th Street, J New York City 


SAGA w NO = 




























Sustaining Traffic for the New Store 


How to sustain store traffic after the initial impetus of 


‘the formal opening is lost has puzzled operators of many 


new jewelry stores. 

Charles Alpert, a veteran jeweler of Elmira, N, Y, 
developed his own solution to the problem, following the 
recent opening of his new store in Elmira Heights. 

He created good traffic during the formal opening with 
activities that included heavy newspaper advertising, 
official ceremonies with the Mayor and the president of 
the Chamber of Commerce on hand, give-aways and other 
interest getters. 





Charles Alpert with customers who responded to his follow up 
promotion to sustain traffic, after his formal store opening. 


However, Alpert didn’t let the interest in his new store 
die after formal opening days had passed. He interested 
the shopping public once again with a well conceived 
direct mail piece which carried a photo of himself behind 
a counter in his new store. 

Copy read: “Dear Friend: I was very much pleased 
with the interest shown in the opening of my new store. 
To those who won prizes, my heartiest congratulations, 
and to all, I extend by friendship. 

“In token of my appreciation I am making you a 
special offer for the balance of May and during June and 
July. Fill in the below ‘Friendship Certificate’ for your- 
self, a relative or friend and | will allow $3 credit when 
this certificate is presented in my store on any purchase 
of $10 or more. (Fair Trade items not included, but 
credit, budget and lay-away purchases accepted. ) 

“You're welcome to come in any time and just browse 
around. 

“Your neighborly jeweler, Charles Alpert.” 





Can You Top This? 


A young Navy man in uniform bought an anklet 
bracelet from William S. Shupe at Sallan, Ine., 
jewelers of Detroit. Mr. Shupe asked the service man 
how he would like it engraved—with the girl’s first 
name or her initials. 

The young man thought for a few moments, then 
ordered the inscription: *“‘Heaven is above.”’ 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St.. New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 











THE JEWELERS’ CIRCULAR-KEYSTONE 











A Check List for Watch Owners 
Given in Newspaper Ad 


Alpert's. 111 E. Water St., Elmira, N. Y., promoted 
watch repair business with an action-getting newspaper 
ad built around the theme, “What's The Matter With 
Your Watch?” The ad carried a check list for readers 
to look over to determine how their watch is operating. 

The copy read: “How’s it running? How does it look? 
Let Alpert’s. Elmira’s official railway time inspectors put 
+ in first class condition. “We'll fix it. Our charges are 
most reasonable. Our work is fully guaranteed. We use 
only genuine materials and the latest modern electronic 
equipment. 

The check list for watch owners to look over listed 
these items: 

1. Runs only now and then. 

2. Runs fast. 

3. Runs slow. 

4. Strap is worn out. 

5. Crystal is scratched. 

6. Isn’t rust-proof. 

Hands are bent. 

8. Stops a lot. 

9. Isn't dependable. 

10. Isn't water resistant. 

11. Bracelet is broken. 

12. Crystal is broken. 

13. You’re not proud of it. 

14. Dials need re-finishing. 

15. It’s a dress watch—you need a work watch. 
16. It's a work watch—you need a dress watch. 








Can You Top This? 


A lady came into the store of George F. Lee, jew- 
eler in Emporia, Va., and selected a $175 diamond 
watch. She asked him if he would put it away for 
her because she anticipated her ability to purchase 
it at an early date. A short time later the customer 
came in again to inquire about the watch and gave 
Mr. Lee further assurances of her continued interest 
and ability to get the money “in a few days.” Two 
more similar visits were made. 

The customer visited the store again. This time 
she was saddened, telling the jeweler she would not 
be able to buy the watch. Since she so obviously had 
her heart set on owning the watch, the jeweler ex- 
pressed regret over the change of decision and in- 
quired what had happened. Mr. Lee says she spoke 
right up. 

‘““My mother-in-law came home from the hospital 
yesterday.” 

The jeweler later learned that the woman’s mother- 
in-law had suffered a heart attack and was not ex- 
pected to live. The woman’s husband was to have 
received his mother’s small estate. 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St.. New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 
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NOW in 
Production... . 
The MOST Comfortable Ear Clip Made. 





Whee Wonderful 


Gra-Lok* 
AR CLIP 


PATENT 
PENDING 















You can’t realize, until you see and try it, how 
radically different the new Gra-Lok Ear Clip is 
from other types of ear wires or clips — how, 
even heavily ornamented ear rings are held 
securely, yet without pressure — how easy to 
put on, no adjustment, nothing to press or screw, 
just push or slide it up on the ear — and best 
of all, it is so comfortable that the wearer hardly 
feels she is wearing ear rings. 


Ask your supplier or manufacturer of the better 
grade of ear rings about this new Gra-Lok* ear 
clip. Ask him for ear rings made with the NEW 
Gra-Lok*. Made with various fronts for all ear 
ring styles, in brass, sterling, 1/20 12Kt. G.F. 
and gold. 


Patent Pending 


Manufactured Exclusively by 


W. R. COBB Company 


101 Sabin Street 


New York PROVIDENCE, R. I. Chicago 


*trade mark 
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SINCE 1907... 


A half-century of skilled craftsmanship 
"AWARDS 1, ARLEN" 
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stands behind their e eye-catching design 
@ superior materials @ lasting durability 
@ proven sales-appeal. Send for catalog. 


d.bty ARCH CROWN TAGS, INC. 277 Halsey St. Newark 2, 0). 



















NEW! 
GENUINE ONYX CATALOG 
2. Arlen’s complete 





1954 GENERAL CATALOG 

1. Dozens of new 
sport figures; new wal- 
nut woods and marbel- 
ette (a gem-like plastic 
material) are combined 
with “Rich-Glo” figures 
to create a striking line. 









line of genuine Onyx 
and Black and Gold 
Italian Marble—the 
“Ultimate” in trophy 
design. Now, the dis- 
tinction of Genuine 
Onyx can be used for 
awards. 


ARLEN TROPHY CO., INC. 5 
50 Gold Street, Brooklyn 1, N. Y. 
Please rush me FREE Catalog's 
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REFINING 
PRECIOUS METAL 
WASTES 











GOLD-SILVER-PLATINUM 
By C. M. Hoke 


A Valuable Handbook 
for the Jeweler 


$7.50 


Postpaid 


Remittance with Order 


THE JEWELERS’ CIRCULAR-KEYSTONE 


100 East 42nd St. New York 17, N. Y. 

















_the Niash "CUFFMASTER,'"— 


TRADE MARK 


the finest 
cuff link 
back ever 
made 
for the 
Jewelry 
Trade 


*Patented Design (55,535. 
oe Construction 2,472,¢ 






Infringers will be presecuted. 
silver, gold filled, brass and other metals. 


116 NASSAU ST., NEW YORK 38 
COrtiand 7-4496 


Available in gold, 


NIASH REFINING CO. 
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Optimistic Business Forecast Made | age oO f& A R re in 


For Valentine’s Day 








Retailers and manufacturers have indicated that tne 
Valentine’s Day selling period from February Ist through 
the 14th will receive extra special emphasis this year. 
Since Valentine’s Day fills a very important gap between 
Christmas and Easter, it is first on the list for careful 
scrutiny; also it is a period which has never been com- 


pletely saturated. 

This announcement, based on a survey, was made by 
the Sales Promotion Committee of the National Valen- 
tine’s Day Council, which is national organization co- 
ordinating and sponsoring promotional activities for this 
important selling season. 

Joseph Broslaw, executive vice president of the Coun- 
cil, said, “Naturally the Council and other participating 
organizations are very happy at the constant growth@of 
this period. We are also gratified to know that all signs 
point to the biggest and most resultful one yet.” 





Geology for the Jeweler 


(From page 153) 


those metals at the same rate at which the United States 
is using them, the world’s supply would be exhausted in 
12 and 3 years, respectively. 

On the other hand, it should be remembered that the 
Russians, along with all their inventions, have hit on a 
wonderful propagandistic way of increasing the reserves 
of any given metal, by the simple expedient of recal- 
culating mining costs downward, thus bringing about at 
once, and with no effort at all, a many fold increase in 
their ore supplies, as worthless metal-rich rock becomes 
ore. The same result is being attained here, by raising 
the price of the metal, making worthless Minnesota 
taconite into “iren ore.” No mineral deposit will last 
forever, Nature’s concentrations which take millions of 
years are being used up in a decade. It seems probable 
that our children, when they have to, will find their 
sources of metals and other minerals in deposits that, as 
long as richer ores are available, we do not today consider 
worth working. If man will stop crowding himself off 
the planet, his children should be able to make out. 
Seawater can supply endless amounts of metal, if the 
economics can be worked out. 


GEMSTONE SUPPLY DWINDLING 


With gemstones the situation is different, however. 
They are not so essential that they must be obtained at 
any cost. Flawed, unsuitable examples cannot be made 
into lovely gems even by a robot calculator. New sources 
will not be found elsewhere. The only change that we 
can look for in natural stones will be a steady reduction 
in their number and depreciation in their quality. Deeper 
and deeper workings, higher and higher labor costs, 
along with an actual exhaustion of many deposits make 
a one-way trend in respect to the supplies coming into 
the importers’ hands. Fine stones are becoming fewer 
and fewer, even now, only the commonest stones, like 
amethyst and topaz quartz, are continuing in really 
abundant supply. With diamonds too, though the sup- 
plies are still adequate, the production cannot be expected 
to last forever. 
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‘price - marking 





























accurate, legible price-marking 
speeds impulse buying 


Customers see more items they can afford to buy when 
everything is clearly price-marked. There is no hard-to-mark 
merchandise when you use Monarch mechanical price- 
marking. The Monarch Junior price-marking machine price- 
marks tickets, tags and labels in sizes and styles for 
everything you sell. Hand-operated, it is easy for any em- 
ployee to learn quickly. Cuts clerical costs, saves hours of 
tedious hand work. 


Monarch Junior price-mark- 
ing machine—ideal choice 
for medium-sized stores 
and for chain units. Sturdy 
but compact, it is light 
enough to carry anywhere 
in the store. 





$75.00* *Prices quoted are for the U.S., pos- 
Price F.0O.B. sessions and Mexico. State and City 
Factory Tax when applicabie, extra. 


Use the handy coupon to get illustrated 
folders and sample Monarch tickets, 
tags, and labels, including the new 
ee ee nening Senso labels that 





need no moistening. 


FILL OUT, CLIP AND MAIL 


the MONARCH Marking System Company 


216 S. Torrence St., Dayton 3, Ohio 





Please send us, without obligation, illustrated folders on the Monarch 
“JUNIOR” Price Marking Machine; also sample Monarch Tickets, Tags 
and Labels. 


STORE NAME_ 
ADDRESS 
POST OFFICE_ 








ZONE STATE 








JCK——-254 
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It may be that the jeweler will someday welcome, 
instead of spurn as we have recently observed him do, 
the new materials that modern technology has produced. 
He may turn to them and to the beautiful synthetics for 
replacements of the increasingly costly natural stones, or 
for today’s characterless aquamarines, pale topaz quartzes 
or milky white opals, all that can be offered at a price 
as substitutes for the really beautiful stones his prede- 
cessors were able to supply at the same prices. New, 
unexpected, natural stones, like the greened amethyst 
soon to be put on the market, should be almost sensa- 
tional if the jeweler has the background to appreciate the 
reprieve they represent in this picture of dwindling 
supplies. 





Famous Diamonds of the World 
SHAH OF PERSIA 


This unique stone is bar-shaped, of very fine quality, 
and engraved with three names and dates which help tell 
its history. 
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Probably found near Golconda in India, it was owned 
by a native prince whose name is engraved on one side 
along with the year 1000 (Mohammedan calendar; our 
year 1591). The second engraved date is 1651 and 
shows that the diamond was possessed by the famous 
Shah Jehan, builder of the Taj Mahal. In 1665, Jean 
Baptiste Tavernier, French traveler and gem merchant, 
reports seeing a large diamond suspended in front of the 
throne of the Great Mogul. A tiny furrow has been cut 
in the diamond, possibly to take the cord by which it was 
suspended. The third engraved date is 1824 and shows 
the diamond in the possession of the Shah of Persia. But 
in 1889, the young Russian ambassador to Persia was 
slain by a mob and the frightened Persians dispatched the 
big diamond to St. Petersburg as a token of their grief. 

In 1914, when World War I broke out, the diamond 
was sent to Moscow for safekeeping. After the Revolution, 
when the strong boxes were opened in 1922 by the new 
regime, the Shah of Persia was among the treasures. It 
is now in the Kremlin in Moscow. 
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Diamond-Filled Cakes Highlight 
Anniversary Celebration 


A Kansas City jeweler has come up with a dramatic 
way to say “Happy Birthday” to himself. By followin 
the old adage that “More blessed to give than to receive.” 
he was able to enlist the support of thousands of Kansas 
Citians in helping with his gigantic birthday celebration, 





Above: Barnett C. Helzberg, president of Helzberg's Diamond 
Shops, shows the baker one of the diamond rings to be put 
in a cake. Over 6000 cakes were given away during the fifth 
anniversary celebration of the Country Club Plaza store. 


This successful promotion was undertaken by Helzberg’s 
on the occasion of their fifth anniversary in the Country 
Club Plaza. B. C. Helzberg. president, conceived the idea 
of presenting individual cakes to visitors during a two- 
day celebration. He decided that diamond rings having a 
value of $100, $200, $300, $400, and $500 would be 
concealed in five of the cakes. This fact was announced 
in advertisements appearing in morning and _ evening 
newspapers. 

By nine o’clock in the morning on the first day’s cele- 
bration it was necessary to ask police assistance in 
handling the crowds around the store. And by noon the 
three thousand cakes allotted for the first day’s give-away 
had been claimed by the eager guests. The first day also 
saw two lucky visitors claim their rings. 

The second day two more winners called the store, but 
at the end of the day the fifth ring had not been found. 
The next day was Sunday; the winner would have to wait 
until Monday to notify the store. On Monday store of- 
ficials were relieved when an excited woman called to 
report that she had found the $500 ring Sunday evening 
while cutting her cake. 

That same Monday the five winners appeared on 
Helzberg’s television show. B. C. Helzberg also appeared 
and congratulated each of the winners. 


PROMOTION CAREFULLY PLANNED 


This birthday celebration promotion was carefully 
planned in advance and well executed. The event was 
publicized in Kansas City morning and evening news- 


papers. 
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Increase Your 


STERLING FLATWARE SALES 


With This Most Useful Loose Leaf Book 
COMPLETELY REVISED EDITION 





With Binder $2(Q)°° 
Without Binder 9] 500 


Actual size of book, 
13"x9". 
Teaspoons are shown 
actual size in book. 


It's complete with full sized illustrations of all Sterling Flatware 
Patterns of the leading manufacturers in this country. 
ACTIVE—INACTIVE—and OBSOLETE 
with the names of the patterns listed alphabetically. 


Jewelers find THE STERLING FLATWARE 
PATTERN INDEX absolutely indispensable 
for identifying patterns to be matched—and 
for making selling suggestions to customers. 
It contains, under one cover, full-size illustra- 
tions of more than 1300 sterling flatware pat- 
terns—active, inactive and obsolete patterns. 


Illustrations are beautifully done, in full size, 
and printed on fine coated paper. The 


All Books Sold Remittance With Order 


oS A Ge A A A A SA aT 


THE JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd Street, New York 17, N. Y. 











WARE PATTERN INDEX 


8 With Binder $20 
Revision Sheets Only $5 


Without Binder $15 


é Check or Money Order for $..............:; is enclosed $ 


Enter our order for a copy of THE STERLING FLAT- g 
i turers are now available at 


binder is of rich black cowhide leather, gold 
stamped. These pages are supplied in loose- 
leaf form, making it convenient and econom- 
ical to insert revisions as they are published 


periodically. 


In daily use by jewelers everywhere, this book 
has proved its value as an essential reference 
volume, invaluable in operating a Sterling 
Silverware Department. 


FOR THOSE WHO ARE USING THE BOOK 


Revision Sheets containing the many new 
patterns added by manufacturers since 


i 1951 and a complete new alphabetical 


listing of all pattern names and manufac- 


$5.00 a set 
Postpaid 





3 PEE b cucinennadins kab amesedipiecdiiiiae ec ceed ieee 


i Street 


City 
Das ee me ce Re SE A 


Instructions for inserting these Revision 
Sheets into your copy of the INDEX are 
included with each order. 











181 


FOR FEBRUARY, 1954 











AJD "DECENTRALIZES". Jerome L. Grant, executive vice president of American Jewelry 
Distributors, Inc., 68l Fifth Ave., N. Y., has announced the decentralization 
of that organization. Mr. Grant explained that conditions which established the 
need for the organization in 1944 have changed, so the New York office will be 
closed February 28. Calvert Watches and Princess Diamond Rings will continue to 
be sold by the distributors now marketing them. Mr. Grant has not yet announced 


his personal plans for the future. 


SEYMOUR GREENBERG ELECTED NJA PRESIDENT. At a meeting of the new board of directors 
last month, Seymour Greenberg of the Royal Diamond & Watch Co. was elected 
president of the National Jewelers Association for 1954. Mr. Greenberg's firm 


has its main office in Yonkers, New York. 


AUGUST PACKER, DIEGES & CLUST CHAIRMAN, DIES. August 0. Packer, chairman of the 
board of Dieges & Clust, manufacturing jewelers, died Wednesday, January 135th. 
He joined the firm in 1904 as an errand boy, working his way up to salesman, 
Sales manager, and was elected chairman of the board in 1953. President of the 
Twenty-Four Karat Club in 1950, Mr. Packer was a former president of the 
Educational Jewelry Manufacturers Association and a director of the Jewelers 
Vigilance Committee and the Maiden Lane Historical Society. 


PRICE BOOST FOR ROUGH DIAMONDS. Announcement of an increase in the wholesale price 
of rough gem diamonds has been received by Arthur S. Hirsch, general counsel of 
the Diamond Manufacturers & Importers Association of America. The new prices 
became effective with the sales offering of The Diamond Trading Co., Ltd., held 


in London on January 12, 1954. 


A. VINTON STEGEMAN JOINS GRUEN. Morris Edwards, president of the Gruen Watch Co., 
has announced the appointment of A. Vinton Stegeman as administrative assistant 
to the president. Mr. Stegeman previously had been associated for 30 years with 
the Wadsworth Watch Case Co., Dayton, Ky., as sales manager and assistant to 


the president. 


CHAYKEN ELECTED CHAIRMAN OF JIC BOARD. Irving N. Chayken, owner of Armstrong's 
jewelry store in Hammond, Ind., was elected chairman of the board of the Jewelry 


Industry Council at an annual meeting in New York City last month. Mr. Chayken 
was elected for a two-year term. 


MORE NICKEL FOR JEWELRY. Additional nickel from domestic sources appears to be in 
Sight within the next year for jewelry and other non-defense useS as a result 
of the federal government's decision recently to expand its Nicaro plant in 
Cuba. The plant is now producing about 28 million pounds a year. The government 
plans to spend $43 million in boosting capacity to around 50 million pounds. 
Some of the production is earmarked for the national stockpile but most of it 


will go for civilian uSe. 


FOUR-POINT RETAILING FORMULA PROPOSED. Retailing firms, says U. S. Under Secretary 
of Commerce Walter Williams, may find it advisable to use a four-point formula 
in '54 to top the 1953 sales total of about $170 billion. He suggests: (1) stock- 
ing of newer, better-grade products; (2) development of a more effective sales 
staff, coupled with improved sales promotion and advertising methods; (3) low- 
ering of distribution costs through use of new operating techniques; (4) em- 
ployment of the results of private and government marketing research to find 
who the potential customers are, where they are located, what they have to 


| spend, and what they want to buy. 
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JVC Submits Proposed 
Trade Practice Rules for 
Diamond Industry to FTC 


Proposed trade practice rules for the 
diamond industry in America, with em- 
phasis on the descriptions which should 
be used in advertising and selling dia- 
monds, were submitted last month to the 
Federal Trade Commission by the Jewelers 
Vigilance Committee. 

G. H. Niemeyer, chairman of the JVC, 
announced that these proposals have been 
sent to the FTC with a request than an 
industry conference be called looking to- 
ward the promulgation of rules for this 
important branch of the jewelry trade. 

“These proposals have gone to the FTC 
with the support of major trade associations 
and prominent individuals in the diamond 
and jewelry trade,” Mr. Niemeyer said. 

“There have been no trade practice rules 
affecting the advertising and sales of dia- 
monds since 1938,” he declared. “Many 
of us in the jewelry trade feel that a group 
as important as our diamond industry 
should have its own code. In addition, 
practices in recent months have shown the 
necessity for such trade rules.” 


REPRESENT TWO YEARS’ WORK 


According to Mr. Niemeyer, the trade 
practice rules submitted to the FTC are 
the culmination of two years of effort. 
During the latter part of this period, the 
diamond committee of the JVC was in 
touch with authorized _ representatives 
from practically all groups and associations 
of the trade interested in the proposed 
rules. 

The movement to secure trade practice 
rules for the diamond industry is supported 
by the American National Retail Jewelers 
Association, the National Jewelers Associa- 
tion, the National Wholesale Jewelers As- 
sociation, the Chicago Jewelers Association, 
the Jewelry Crafts Association, Associated 
Jewelers, Inc., and the Diamond Council 
of America. 

In addition, the Diamond Manufacturers 
& Importers Association of America has 
approved the proposed rules with the ex- 
ception of the rule relating to “Misuse of 
the Werd ‘Gem’ ”. It has, for the moment, 
reserved opinion on this rule. 

When rules have been completed for 
the diamond industry, and when rules have 
been issued in the pending proceedings 
for the watch attachment industry, the 
medium and low-priced jewelry industry 





and the karat gold industry, the trade as 
a whole will have been fully covered. 
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Congressional Leaders 
Consider Excise Cuts 
In Mapping Tax Strategy 


Whether or not any excise tax relief 
for jewelry retailing will be voted at 
all this year is a wide-open question. 
However, one of the tax-strategy plans 
now being mapped by congressional lead- 
ers includes the reduction to 10 per cent 
of the excises now applying to jewelry, 
cosmetics, luggage, furs, and movie ad- 
missions. 

President Eisenhower’s request (in his 
State of the Union message of last month) 
for postponement of the scheduled reduc- 
tions in excises applying to liquor, to- 
bacco, sporting goods, gasoline, and auto- 
motive products has met with a decidedly 
lukewarm reception with the members 
of Congress. Influential members of both 
political parties are agreed that the ex- 
isting excise rates applying to these 
products should be permitted to expire 
on April 1, as provided by law. 


The outlook for reduction in the cor- 
poration income tax rates is_ similarly 
colored by many political angles. 


As a result, there are two “compromise” 


tax plans now under discussion in inner 
circles at the Capitol. One of these in- 
volves continuing the corporation income 
tax rate at 52 per cent, plus continuing 
all excises with the exception of those 
applying to jewelry, cosmetics, luggage, 
furs, and movie admissions. Each of 
these excises, under this plan, would be 
reduced from 20 per cent to 10 per cent. 
In addition, individual taxpayers would 
be voted a 5 per cent “bonus” tax cut 
to become effective in the second half 
of this year. 

The second “compromise” plan being 
discussed contemplates voting a reduction 
from 52 per cent to 50 per cent in the 
corporation tax rate. But, under this 
plan, there would be no excise reduction, 
nor any “bonus” tax cut for individual 
taxpayers. 

Overshadowing the entire tax picture, 
however, is the threat of a general sales 
tax. Among the bills now being con- 
sidered by the taxwriting House Ways 
and Means Committee is one sponsored 
by Rep. Noah Mason (Illinois Republi- 


can), which would impose a_ straight 
> per cent tax on all manufactured 
products. All existing excises, except 


those on liquor and tobacco, would be 
repealed. Politically speaking, the chances 
for enactment this year of Mr. Mason’s 
bill are slim. 





Retailers Are on Alert 
For Possible Expansion 
Of Post Exchange Program 


Establishment of an agreeable atmos- 
phere in which retailers’ representatives 
in Washington and operators of the wide- 
spread military post exchange system are 
able to discuss their differences has per- 
mitted writers of the projected fact sheet 
on PX activities to coast for a bit. 


These are days of watchful waiting 
for the American Retail Federation, 
which has been working on the fact 
sheet. ARF officials are gratified to find 
the military agreeable to an exchange 
of views on problems created for civilian 
merchants by PX merchandising, but at 
the same time they are alert for any 
indication that the Pentagon may open 
a campaign to achieve more liberal regu- 
lations governing the military-run stores. 


Defense Secretary Charles E. Wilson 
said last month the entire question of 
departmental responsibility for the needs 
of servicemen and their dependents re- 
quires more study. He indicated agree- 














ment with President Eisenhower’s recent 
statement that “pay alone” is not enough 
to keep adequate numbers of career men 
in military service and that a “more 
generous use of other benefits” may be 
required. 

Defense Department views on whether 
“other benefits” might include a freer 
PX program may be given later this 
year, possibly during the spring. 

If the department should decide to 
ask Congress for virtually unrestricted 
sales in military stores, the action would 
not be harmonious with other signs that 
the Pentagon wants to reduce competition 
with private business. A recent Defense 
Department directive ordered the Army, 
Navy, and Air Force to show why they 
need to run 61 ferrous scrap processing 
plants. The contention among private 
scrap processors is that they have ample 
capacity to handle both civilian and mil- 
itary needs in this field. 


Congress may be in no mood this year 
to agree with any possible recommenda- 
tion for extending the scope of PX 
activities. Instead, the lawmakers proba- 
bly will be more attentive to suggestions 


(Please turn to page 196) 
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Chicago Jewelers and Guests Attend 80th Banquet 





Chicago Jewelers Association Maintains Old Tradition 
With 80th Annual Banquet; Nearly 1300 Attend 


Always outstanding as one of the 
season’s social highlights, the 80th annual 
banquet of the Chicago Jewelers Associa- 
tion was no exception. Held Saturday eve- 
ning, January 9, at the Conrad Hilton 
Hotel, approximately 1300 attended and 
taxed the capacity of that hotel’s ballroom. 

As has come to be a tradition in the 
jewelry trade, the banquet was an out- 
standing success from every point of view. 
Precisely scheduled, this year’s event was 
typical of preceding successful affairs 
from the standpoint of attendance, fine 
food and superior entertainment. 

Charles D. Ellbogen, president of the 
CJA, in full consideration of the social 
purpose of the evening, limited the length 
of his greetings to a minimum and then 
threw the evening open to enjoyment and 
good fellowship. 


SPARKLING REVUE PRESENTED 


Following the usual sumptuous dinner, 
an entertaining floor show was presented 
under the direction of Doris Hurtig, with 
Howard Hardin as master of ceremonies. 
Music Was furnished by Benny Sharp and 
his orchestra. 

Traditionally, a handsome souvenir is 
presented to each banqueter as a memento 
of the occasion. This year each guest was 
presented with one of the handsome silver 
platters pictured in the accompanying 
photograph. 

Banquet arrangements had been made 
by a committee headed by James H. 
Swartchild, assisted by Webb C. Ball, 
John M. Biggins, Charles G. Brown, Al 
H. Greene, R. S. Hulbert, Alvin Lauschke, 
Mead Montgomery, David E. Newman, 
Marshall Spies, and Francis V. Healy. 

Seated at the head table were: The 
Very Reverend James P. Hussey, S. J., 
president of Loyola University, who de- 
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livered the invocation; Charles D. Ell- 
bogen, CJA president; David E. Newman, 
Harry Radix and Howard D. Schaeffer, 
all honorary members of the CJA; Rear 
Admiral Francis P. Old, commandant of 
the Ninth Naval District; Colonel Clear- 
field P. Wade, commanding officer at Fort 
Sheridan; Captain J. B. McLean, com- 
mander of the U. S. Naval Training Center 
at Great Lakes; Hon. John Gutknecht, 
State’s Attorney for Cook County; Hon. John 
J. Mortimer, Corporation Counsel for the 
City of Chicago; G. H. Niemeyer, chairman 
of the Jewelers Vigilance Committee; Fred 
A. Bullock, president of the Jewelers Board 
of Trade; John M. Montgomery, president of 
the National Wholesale Jewelers Associa- 
tion; Charles E. Church, president of the 
24 Karat Club of the City of New York; 
Albert S. Munnis, president of the Boston 
Jewelers Club; A. Purves, president of 
the Canadian Jewellers Association; Arnold 
A. Schiffman, president of the American 
National Retail Jewelers Association, and 
Irving J. Wolfgang, president of the Na- 
tional Jewelers Association. 





This elegant silver platter, made by Com- 
munity, was presented to each diner at the 
80th annual banquet of the Chicago Jewel- 
ers Association. The center of this combina- 
tion platter holds the main course with sides 
for vegetables. It has a footed base. 











Manager of International's 
West Coast Division Retires 


Fred Baldwin, manager of the Pacific 


Coast Division of International Silver 
Co., retired recently after serving in 
that capacity for many years. He went 


with International as a salesman when he 
returned from service after World War I. 
Prior to that he was associated with E. 
W. Reynolds Co. of Los Angeles. 

Baldwin’s interest in the jewelry busi- 
ness at the present time is the operation 
of a store in nearby Palos Verdes which 
is operated by his wife, Marion, and his 
daughter, also named Marion. 


California 24-Karat Club 
Presents Award to Printer 


Considerable attention was given the 
Jewelers’ 24-Karat Club of Southern Cali- 
fornia during “Printing Week” through 
the Club’s creation and presentation of 
the “Gutenberg Award” to an outstanding 
man in the local printing field, Gordon 
J. Holmquist. 

Symbolic of the printing industry, a 
steel typesetter’s stick, plated with 24 
karat gold, was mounted on a plaque and 
presented to Mr. Holmquist. Appropriately 
engraved, the plaque bore this inscription: 
“The Gutenberg Award of the Jewelers 
24-Karat Club of Southern California, 
presented to Gordon J. Holmquist, January 
16, 1954, in recognition of his contribution 
to the progress of printing, an art made 
possible by the work of Johann Gutenberg, 
a goldsmith.” 

This presentation was made by Martin 
R. Thomas, a director of the club and first 
vice president of the California Retail 
Jewelers Association, at a banquet at the 
Hotel Statler. The award itself was pre- 
pared by J. A. Meyers & Co., of Los 
Angeles. 
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24 Karat Club's 52nd Dinner A Huge Success 





Jewelry Trade Leaders from All Parts of Nation 
Converge on New York for Annual 24 Karat Fete 


Reporting the annual banquet of the 
24-Karat Club of New York every year 
tends to be repetitious. 

Each year the guests praise that par- 
ticular night as the best in the history of 
these famous evenings, but there is a limit 
to superlatives. 

Certainly the distinguishing qualities of 
these 24-Karat parties—the unique air 
which surrounds them—was never more 
conspicuous than on January 16, 1954, 
when the club’s 52nd banquet was held 
at the Waldorf-Astoria. 

The handsomely decorated ballroom 
provided an appropriate setting for the 
elaborate dinner. 

From the gold-cloth draped ceiling 
down the golden-smilax draped boxes 
throughout the room with its flower decked 
tables up to the head tables on the dais 
which was banked with yellow roses, the 
banquet hall presented a spectacle that 
stunned those who were unprepared for 
someiuing sensational. 

The banquet chairmen G. H. Niemeyer 
(honorary chairman) and Norman M. 
Morris were also recipients of praise for 
the smoothness with which the activities 
of the evening unfolded. 

Charles H. Church, president of the 
club, addressed a short welcome to those 
in attendance; the only “speech” of the 
evening. 

Following the banquet were eight acts 
of entertainment closing with an enthusi- 
astically received performance by Phil 
Spitalny and his all-girl orchestra, famous 
radio and television attraction. 

Matching any of the spectacular phases 
of the evening program was the souvenir 
gift of the banquet, a five-piece sterling 
set of cigarette box and four individual 
ash trays made by Poole Silver Co. 

Those seated on the dais were: Fred 
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A. Bullock, president of the Jewelers 
Board of Trade; Albert S. Munnis, presi- 
dent of the Boston Jewelers Club; Donald 
W. Leach, president of the Sterling Silver- 
smiths Guild; Maurice Adelsheim, chair- 
man of the Jewelry Industry Council; 
Arnold Schiffman, president of the Ameri- 
can National Retail Jewelers Association; 
Rev. Charles L. Mead, First Presbyterian 
and Trinity Church, South Orange, New 
Jersey; Charles H. Church, president of 
The Twenty-Four-Karat Club of The City 
of New York; G. H. Niemeyer, chairman 
of the Jewelers Vigilance Committee; 
Adam Purves, president of the Canadian 
Jewelers Association; John M. Mont- 
gomery, president of the National Whole- 
sale Jewelers Association: Charles D. 
Ellbogen, president of the Chicago Jewel- 
ers Association; Irving J. Wolfgang, presi- 
dent of the National Jewelers Association, 
and Emil E. Fachon, president of the New 





The handsome sterling cigarette set shown 
here was presented as a souvenir to diners 
at the 24 Karat Club banquet. Made by 
the Poole Silver Co., the set consists of a 
large cigarette box and four ash trays. The 
box is lined with hardwood and will accom- 
modate regular or king size cigarettes. 


| 











England Manufacturing Jewelers and Sil- 
versmiths Association. 

The past presidents, also seated on the 
dais, were: William I. Rosenfeld, Harry 
P. Dickinson, Walter N. Kahn, Charles 
W. Sommer, Jacob Mehrlust, W. Waters 
Schwab, Albert E. Levy, P. Irving Grin- 
berg, Walter Ejitelbach, Reginald Reich- 
man, Howard W. Boynton, William B. 
Ogush, P. M. Fahrendorf, Norman M. 
Morris, Herman L. Baskin, Harry J. 
Bromley and Benjamin Lazrus. 

Other members of the banquet com- 
mittee were: Jerome T. Agate, Harry J. 
Bromley, P. M. Fahrendorf, William B. 
Ogush, Reginald Reichman, W. Waters 
Schwab and Carl Van Dam. 

The reception committee was composed 
of: H. James Stern, Chairman; Alexander 
E. Arnstein, John H. Ballard, Herbert L. 
Gardner, Lowell F. Halligan, Milton J. 
Heller, James H. Hetzel, Julius Kaufman, 
William <A. Kinsman, Jesse Mautner, 
Craig D. Munson, James G. Shennan, 
Thomas J. Tierney and Milton Weill. 


“Build Your Own" Clock 
introduced by Gilbert 


Following the current’ do-it-yourself 
trend, the William L. Gilbert Clock Corp., 
Winsted, Conn., has introduced a “Build- 
Your-Own” electric clock kit. Though 
challenging the dexterity and mechanical 
know-how of do-it-yourself hobby fans, it 
is not too complex for the average in- 
telligent youngster. 

The parts are standard Gilbert parts 
for 60 cycle AC current of 105-120 volts. 
Each part is factory inspected, carefully 
packed and identified, with full instruc- 
tions and detailed drawings for proper 
assembly. Necessary tool and capsule of 
special clock oil are provided. 

The case is mahogany finished plastic, 
6% in. by 1% in. deep. The dial is 4% 
in. It is No. 107 Hobby Kit and comes 


individually boxed, six to a master carton. 
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Executive Appointments 





Briton Becomes President of 
Engelhard Industries Group 
Charles W. Engelhard, chairman and 


general manager of the companies compos- 
ing the Engelhard Industries Group, an- 
nounced January 4 that he had relinquished 
his duties as president and that Gordon V. 
Richdale has been elected to that position. 

The Engelhard Industries Group is en- 
gaged primarily in refining and working 
precious metals. It operates manufacturing 
and sales companies in Europe, South 
Africa, Australia, Japan and Latin America 
as well as in the United States and Canada. 


GORDON YV. 
RICHDALE 





Mr. Richdale, who was born in Bath, 
England, comes to his new position after 
14 years in the gold mining industry of 
South Africa where he was a director of 
the Rand Mines Group. Included among 
the companies of which he becomes presi- 
dent are the American Platinum Works, 
Baker & Co., Inc., and Charles Engelhard, 
Inc., all of which are located in the Newark 
area; also the D. E. Makepeace Co., divi- 
sion of Union Plate & Wire Co., of Attle- 
boro, Mass. 


Appointed 
Executive 
V. P. of 
Hamilton 
Watch Co. 


ARTHUR B. 
SINKLER 





The Hamilton Watch Co. announced re- 
centiy the appointment of Arthur B. Sinkler 
to the newly-created post of executive vice 
president. He was formerly vice president 
in charge of manufacturing. 

Mr. Sinkler, a native of Villanova, Pa., 
started at Hamilton in 1936 as a position 
adjuster in the timing and casing depart- 
ment. After a series of successive promo- 
tions, he was named director of research 
in 1951 and, in 1952, was elected vice 
president in charge of manufacturing and 
a member of the board of directors. 
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Named Head 
of Subsidiary 
of National 
Silver Co. 


WILLIAM W. 
RICH 





William W. Rich was recently elected 
president of the Ontario Mfg. Co. of 
Muncie, Ind., a flatware manufacturing 
subsidiary of the National Silver Co. 

Mr. Rich has over 40 years experience in 
the silverware industry. He was formerly 
president of R. Wallace & Sons Mfg. Co. 
and prior to that was general works man- 
ager of Oneida Ltd. In his new post he 
will be actively in charge of the planning 
and operations of the Ontario company. 

















Elected 


of Sales of 
Kreisler 


JULIEN E. 
KEILUS 





Julien E. Keilus has been elected vice 
president in charge of sales of the Jacques 
Kreisler Mfg. Corp. of North Bergen, 
N. J., manufacturers of watchbands and 
men’s jewelry, it was announced recently 
by Toby Stern, president. 

Mr. Keilus, at one time merchandising 
manager of Herman’s, West Coast men’s 
wear and jewelry chain, joined Kreisler 
in 1945. In 1948 he was appointed sales 
manager, a position he held until his elec- 
tion as vice president of the company. 





Joins 
Gruen in 
Executive 
Capacity 


A. VINTON 
STEGEMAN 





Morris Edwards, president of the Gruen 
Watch Co., announced recently the ap- 
pointment of A. Vinton Stegeman as ad- 


V. P. in Charge 


























ministrative assistant to the president. Mr. 
Stegeman previously had been associated 
for 30 years with the Wadsworth Watch 
Case Co., Dayton, Ky., as sales manager 
and assistant to the president. 

Well-known throughout the jewelry jp. 
dustry, Mr. Stegeman is a member of the 
24 Karat Club of New York. 





Asherman Named Promotion 
Mgr. of Columbia ‘Tru-Fit' Rings 
The Columbia “Tru-Fit” Diamond Ring 


division of Axel Bros., Inc., has announced 
the expansion of its retail sales promotion 
services. In line with this expansion, the 
firm has appointed Sidney E. Asherman, 
formerly sales manager of Croton Watch 
Co., as manager of its newly-created pro- 
motion department. 


SIDNEY E. 
ASHERMAN 





As promotion manager, Mr. Asherman 
will establish a closer and more direct 
relationship with Columbia’s retail deal- 
ers. Columbia’s expanded advertising pro- 
gram for 1954 will include heavy emphasis 
on retail advertising. including new store- 
wide promotion plans, more point-of-pur- 
chase material such as window and coun- 
ter displays, stronger newspaper mats, and 
more sales training aids. 





Named 
Sales Mor. 
of Naomi 


MERRILL 
SEYMOUR 





Merrill Seymour has been appointed 
sales manager of Naomi, Island Park, N. Y., 
manufacturers of ring guards and ring 
locks. He will service all territory west 
of Pittsburgh in the United States and in 
Canada will cover Winnipeg and the west. 

Mr. Seymour was formerly with B. 
Jadow, Inc. 





Fulford Elects New President 


The Fulford Mfg. Co. has announced the 
retirement of Herman Kluger as president 
and New York sales representative, and the 
election of J. Whitney MacDonald, former 
president of Rumford Chemical Works, 
Rumford, R. J., as president and general 
manager. 
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Arnold B. Mittenthal and Edgar M. 
Senger have been appointed New York 
representatives. 


--_— or 


Appointed 
Advg. and 
Sales 
Promotion 
Mor. of 
Flex-Let 


SY ROSEN 


Jack R. Storti, executive vice president 
of Flex-Let Corporation, manufacturers of 
men’s and women’s watch bands, men’s 
jewelry and women’s cuff link fashions, 
has announced the appointment of Sy 
Rosen as advertising and sales promotion 
manager. 

Mr. Rosen has been associated with 
Flex-Let since February, 1950. He formerly 
served as sales representative in the metro- 
politan New York area and, in 1952, was 
named display manager and head of Flex- 
Let’s retailer sales aid department. 


——_— _-_-_ -— 


Conheim Assumes Presidency 
Of Louis Stern Company 


Stanley B. Conheim, formerly vice presi- 
dent of Anthony Creations, Inc., of Provi- 
dence, has taken over the presidency of 
the Louis Stern Co. of that city. A new 
division of the company, to be known as 
the House of Ronjean, is being set-up. 
It will manufacture a fashion line of 
costume jewelry. 


Designers who have been associated with 
Mr. Conheim during the last seven years, 
plus two additional designers formerly as- 
sociated with well-known style houses, will 
comprise the creative staff of the new cr- 
ganization. 


The Stern corporation manufactures the 
Dainty Maid children’s line, the Little 
Flower rosary line, and a line of quality 
gold jewelry. 


A complete section of the firm’s building 
at 710 Elm st. in Providence is being re- 
built to house the new Ronjean company. 





Named to 
Board of 
Farrington 
Mfg. Co. 


J. CARLTON 
BAGNALL 





Stockholders of the Farrington Mfg. 
Co., Boston, recently elected J. Carlton 
Bagnall, vice president in charge of sales, 
as a new member to the board of directors 
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of the company. Mr. Bagnall was formerly 
president of Swank, Inc. 





AGS Offers Members Leasing 
Rights to Diamond Magnascope 


The American Gem Society is offering 
its member firms exclusive rights to a new 
instrument for selling diamonds. The dia- 
mond magnascope, designed by H. P. 
Zeininger of Boston, gives the salesman 
a visual demonstration of his sales talk 
on diamonds. 

The instrument projects an enlarged 
image of a diamond on a three-inch wide 
screen. The image shows the diamonds in 
all its brilliance and fire, and at the same 
time demonstrates the gem’s clarity and 
fineness of make. Comparison of ideal 
stones with one of poor quality and make 
is especially effective. 

A camera attachment enables the in- 
strument to take photo-micrographs. An- 
other instrument permits televising of gems 
in enlargements big enough to fill the en- 
tire television screen. 


Mdse. 
Executive 
Joins Hamilton 
Staff 


STEPHEN 
FEDOR 





Stephen Fedor, until recently in charge 
of Montgomery Ward’s retail and mail 
order watch merchandising, joined the 
Hamilton Watch Company’s sales staff 
December 28 as director of merchandise 
planning and control, according to an an- 
nouncement by Lowell F. Halligan, vice 
president (sales). 

Before joining Montgomery Ward, Mr. 
Fedor was special projects manager for 
three years for the U. S. Time Corporation, 
New York. From 1942 to 1945 he was 
manager of the jewelry section at R. H. 
Macy & Co. in New York. 





Record Attendance Expected 
At NEMJ&SA's ‘54 Banquet 


A near, or record-breaking attendance is 
expected at the 1954 annual banquet of 
the New England Manufacturing Jewelers’ 
& Silversmiths’ Association, William E. 
Smith, banquet committee chairman, re- 
ports. 

The affair will be held February 20 at 
the Hotel Statler, Boston. 

Plans to invite Boston wholesale jewelers 
will be re-instituted for the 1954 banquet. 
The practice of cooperative sponsorship of 
wholesale attendance was proven successful 
at last year’s 50th anniversary banquet with 
91 wholesaler guests present. 

On the committee are Robert L. Brennan, 
Speidel Corp.; Olof V. Anderson, Anson, 
Inc.; Philip F. Leach, Leach & Garner 











Co., and Kenneth E. Randall, Rim Jewelry 
Mfg. Co. 

The sub-committee in charge of the 
program for the Boston wholesalers is 
headed by Robert L. Brennan. 





Retires 
After 51 Years 
With Oneida 


HERMAN J. 
WILLER 





Herman J. Willer, for 51 years associated 
with the Wm. A. Rogers Division of Oneida 
Ltd., retired from active business on Jan- 
uary 3l. 

Forty-four sales representatives and ex- 
ecutives of Oneida Ltd. attended a testi- 
monial dinner given in Mr. Willer’s honor 
on January 6 at the Edgewater Beach 
Hotel in Chicago. Gifts of all descriptions 
were presented to him. 

Mr. Willer now plans to travel for 
pleasure only—with special emphasis on 
Florida and the West Coast. 





Billig is First Korean Vet 
To Complete GIA Courses 
William Billig, of Henryetta, Okla., 


really meant business when he enrolled 
with the GIA to learn all he could in a 
hurry. Enrolling for the courses in April 
of 1953 he completed them in the remark- 
ably short time of nine months to be 
awarded his diploma in the theory of 
Gemology in December. 

The correspondence courses offered by 
the Gemological Institute take the aver- 
age individual about three years to com- 
plete. They are broken up into four sec- 
tions which cover every phase of the dia- 
mond and gem industry. It is the only 
course of its kind which offers a complete 
study of the diamond, as well as a study 
of silverware and other precious metals. 
In the course of his studies Billig learned 
all the necessary laboratory techniques for 
modern scientific identification of gem- 
stones and diamond grading and appraisal. 

Billig has owned Black’s Jewelry and 
Gift Shop of Henryetta, Okla., since 1950, 
and operated the business since 1951 when 
he was released from service in the 
Army. He has been a watchmaker, repair- 
man and salesman since 1945. Though the 
Institute has quite a few Korean veterans 
enrolled, Billig is the first to complete 
the courses. 





Broff Buys Johnstown Store 
Hahn’s Jewelers at 118 Market St., 


Johnstown, Pa., was purchased recently 
by Gilbert Broff, owner of Broff’s, Inc., 
jewelers at 411 Smithfield St., Pittsburgh. 
The store will be remodeled in the spring 
and operated as a new Broff jewelry store. 
Albert Kulick has been named manager. 
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Diamond Manufacturers 
& Importers Back 
Anti-Smuggling Bill 


Details of a program to stamp out mis- 
leading diamond advertising and to com- 
bat smuggling of gems was outlined at a 
meeting of the Diamond Manufacturers & 
Importers Association of America held 
January 14 at the Hotel Roosevelt, New 


York. 


Arthur S. Hirsch, general counsel, re- 
ported that the association will support a 
bill now in Congress which will increase 
the maximum penalty for convicted smug- 
glers from $5000 to $10,000 and two years’ 
imprisonment to five years’ imprisonment. 


New officers were installed at the meet- 
ing by Congressman Francis E. Dorn of 
Brooklyn, who introduced the anti-smug- 
gling bill in Congress. Re-elected as presi- 
dent was Wallace W. Harwood (Schless- 
Harwood Co., Inc.). 





In an impressive ceremony on January 1/4 at 
its annual meeting, the Diamond Manufac- 
turers & Importers Association of America 
crowned Miss Barbara Ann Scott, famous 
ice skater, as "Diamond Queen." Here 
Wallace W. Harwood, association presi- 
dent, adjusts the $100,000 diamond tiara 
used in the coronation ceremony. 


Other officers elected were: Vice Presi- 
dents—-Stephen W. Hofman (Diamond 
Distributors, Inc.) ; Jack Solow (J. Solow 
& Son); Jean H. Van Praag (Van Praag 
Diamond Co.), and Harry Winston (Harry 
Winston, Inc.) ; Secretary, Leo L. Kaplan 
(Lazare Kaplan & Sons, Inc.) ; Treasurer, 
Aaron Koenig (Max Koenig & Sons); 
Executive Secretary, Ethel M. Friedman, 
and General Counsel, Arthur S. Hirsch. 


Highlight of the evening was the crown- 
ing of Miss Barbara Ann Scott, who was 
then appearing in the Hollywood Ice 
Revue at Madison Square Garden, as 
“Queen of Diamonds.” Miss Scott, who 
was the winner of the 1948 Olympic 
honors in figure skating, was crowned with 
a diamond tiara valued at $100,000. 


The coronation ceremony was followed 
by a buffet supper and dancing. 


Elected as directors of the association 


for the ensuing year were: Al Abrams 
(Diamond Processing, Inc.); Alexander 
H. Arnstein (Arnstein Bros. & Co.): 


Simon Barend (Barend, Sweyd & Vander- 
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linden); Joseph Baumgold (Baumgold 
Bros., Inc.) ; Sereno P. Davis (Jacobson 
Bros. Diamond Corp.) ; Herman Dreiblatt 
(Herman Dreiblatt) ; Sam Eckstein (Sam 
Eckstein), and George Fine (Max Fine 
& Sons, Inc.). 

Also, Joseph S. Kipnis (Kipnis Diamond 
Cutting Co., Inc.); Albert Lam (Albert 
Lam); Frantz Landau (Landau Consoli- 
dated Corp.) ; Henry Reinhold (Reinhold 
Bros.) ; Louis Rose (Rose & Ridel, Inc.) ; 
W. Waters Schwab (J. R. Wood & Sons, 
Inc.) ; Jacques Spira (Spira & Hymans) ; 
Joseph Spira (Joseph Spira), and Peter 
Verheyleweghen (Peter Verheyleweghen). 


NEMJ&SA Names Ad Agency 
To Handle May Showing 


The New England Manufacturing Jew- 
elers’ & Silversmiths’ Association has ap- 
pointed Bo Bernstein & Co., Providence, 
as advertising agency to handle the May 
jewelry showing for wholesalers. 

The event will be held May 1 through 8 
in the Providence Sheraton-Biltmore Hotel. 

The Bernstein organization will work 
directly with the NEMJ&SA jewelry show- 
ing publicity committee of which Olof 
Anderson, president of Anson, Inc., is 
chairman. It will coordinate all advertising 
and publicity on behalf of those manufac- 
turers of the 451 member firms, as well 
as non-member manufacturers who will be 
participating in the showing of their new 
lines. 

Many leading jewelry manufacturers 
have already made application to exhibit 
at the May showing, according to Angelo 
DelSesto, chairman of the NEMJ&SA 
Jewelry Showing Division. He stated that 
the Showing Committee is well pleased 
with the number of space reservations re- 
ceived thus far. 

Mr. DelSesto stated that exhibit space 
is already limited but added, however, 
that there are still some accommodations 
available. He urged manufacturers who 
have not already sent in their reservations 
to do so immediately. 

In reviewing the attendance record of 
the last showing, Mr. DelSesto concluded 
that in his opinion the number of whole- 
sale jewelry buyers attending the May 
show will reach an all-time high. He re- 
ported that the Accommodations Commit- 
tee is making elaborate preparations for 
jewelry buyers who will visit Providence 
during the show. 


Bulova Fetes Employees 
At Tenth Annual Dinner 


Fifteen hundred employees of the Bulova 
Watch Co. were feted January 9 at a 
dinner held at the firm’s new headquarters 
in Flushing, N. Y. Presiding over the 
affair, the tenth one given by the company, 
was John S. Ballard,. president. 

In a brief introductory talk, Mr. Ballard 
welcomed old and new employees to the 
company’s new headquarters. 

Following Mr. Ballard’s welcoming re- 
marks, Arde Bulova addressed the group. 
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He stated that the new building could 
not have been made possible were it not 
for the diligence, productivity and loyalty 
of all Bulova employees. 


Employees who have been with the firm 
for 25 years were welcomed to Buloya’s 
Twenty-Five Year Club by Mr. Ballard, 
who presented each of them with United 
States Savings Bonds. Those honored were: 
Fred Bailey, Frances Koutensky, Solomon 
Ollinger, Martin Royer, Adam Rothermel, 
Michael Hornak and Werner Flury. 

Following this presentation, diamond 
pins emblematic of 20 years of service 
and United States Savings Bonds were 
presented to David J. Wohl, Axel Dahl, 
Herman Schmiedel, Joseph Massimilla, 
David Stambaugh, Fred Sutcliffe, Nicholas 
Christensen, Joseph Giasson, Pierre [Le 
Courant, Alexander Langsam, Godfrey 
Roy, Walter Monten, Rudolph Schmiedel, 
Wilhelm Stritzinger, Fred Sullivan, Edith 
Cocking, Jeanne Coulon and Edna Koenig, 

Bulova employees who have served 15 
years received gold pins and United States 
Savings Bonds. They are: Charles Chara, 
Ira Cohen, Gerard Donovan, Harry B, 
Henshel, Irving D. Holezer, Ted Ricken, 
May Baum, Gertrude Campbell, Karl Nel- 
Herbert Wolff, Earl Hafner, Frank 


son, 
Machtylowicz, Frank Ferraro and Anna 
Kinsey. 

New members to the Ten-Year Club 


received beautifully engraved gold Bulova 
watches and the personal congratulations 


of Mr. Ballard and Mr. Bulova. 


Following the watch presentations, en- 
tertainment featuring Morey Amsterdam, 
Georgia Gibbs, Don Cornell and _ other 
variety acts were presented. 


Swiss Watchmakers Present 
Prize to Contest Winner 





Manny Bloch, of Kay Jewelers (left), 
receives his prize of a light-weight Hermes 


travel typewriter from Tom _ Sprickman, 
mid-western field merchandising representa- 
tive for The Watchmakers of Switzerland, 
at a luncheon held under Swiss auspices 
in the Fort Hayes Hotel, Columbus, 9. 

Mr. Bloch’s entry in the recently-con- 
cluded Watch Inspection Time Contest, 
held annually by The Watchmakers of 
Switzerland to stimulate U. S. trade interest 
in the profit possibilities of a well-mer- 
chandised watch service department, was 
awarded a second place in the competition. 
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Hamilton Executives 
‘Test Run Pilot Models 
Of Electric Wrist Watches 


Officers and directors of the Hamilton 
Watch Co. are now wearing pilot models 
of the first electric wrist watches manu- 
factured by the firm. 

The electric wrist watch is powered by 
a tiny Hamilton-developed battery which 
is contained within the watch case and 
which. it is hoped, will operate the watch 
mechanism for one year. The firm’s project 
to produce a practical electric watch was 
started early in 1946. 
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Pilot models of the first electric wrist 
watches manufactured by the Hamilton 
Watch Co. were worn publicly for the first 
time by the officers and directors of the 
company who attended the annual jewelers’ 
24 Karat Club dinner in New York. Shown 
comparing their electric wrist watches with 
a conventional Hamilton pocket watch are: 
(rear |. to r.) George P. Luckey, president, 
and A. B. Sinkler, executive vice president; 
(seated |. to r.) Lowell F. Halligan, vice 
president (sales); Walter E. Dennis, Chase 
National Bank of N. Y., a Hamilton di- 
rector; and Robert B. Thompson, vice presi- 
dent (finance). 


The electric wrist watches came _ into 
public view for the first time Saturday, 
January 16, when a number of Hamilton’s 
oficers and directors, who attended the 
annual jewelers 24 Karat Club banquet in 
New York, wore them. The Hamilton ex- 
ecutives reported that their battery pow- 
ered timepieces had been accurately tick- 
ing off the minutes and hours since the 
December meeting of the company’s board 
of directors when they were presented with 
the first pilot models. 

An electric watch resembles a conven- 
tional fine watch except that a lightning 
flash under the brand name on the dial 
identifies it as containing the exclusive 
electric works. 

The Hamilton Watch Company applied 
for its first electric watch patent on Octo- 
ber 31, 1947 (patent number 2577703), 
which was granted on December 4, 195], 
following three years of research and de- 
velopment. <A second patent application 
was filed on October 19, 1951, and granted 
December 15, 1953 (patent number 
2662366) . 

Since announcement of granting of the 
first patent in 1951, two other watch com- 
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panies—one domestic and one foreign— 


have announced similar development 
projects. 
George P. Luckey, president of the 


Hamilton Watch Co., said, “The new elec- 
tric watches our directors are wearing are 
still experimental. They will be tried out 
under all conditions for a year. Then, if 


they live up to expectations, we will be 
ready to make them available to the 
public.” 


By the end of the test year, Hamilton 
engineers hope to have proven the one- 
year life of the batteries now in these 
watches. The expended battery can be re- 
placed easily and inexpensively with a 
fresh battery. 


Grant Announces Closing of 
A.J.D. Offices in New York 


Jerome L. Grant, executive vice presi- 
dent of the American Jewelry Distributors, 
Inc., 681 Fifth Ave., New York, made an 
announcement on January 21 regarding 
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The Jewelry Industry Council's Fashion Director, Martha Percilla, shown with four of the 
Metropolitan Opera stars who modeled nearly a million dollars worth of new jewelry fashions 
at the Council's annual Opera Party, held for fashion editors from all over the country 


who attend National Press Week in New York each January. 





the decentralization of that organization. 

Mr. Grant explained that the conditions 
which established the need for the or- 
ganization in 1944 have changed to the 
degree that the New York office is no 


JEROME L. 
GRANT 


Exec. V. P. 
of American 
Jewelry 
Distributors 





longer required. While the office will be 
closed on February 28, Calvert watches 
and Princess diamond rings will continue 
to be sold by the same distributers who 
are now marketing them. 

Mr. Grant has not yet announced his 
future plans. 
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Left to right they are 


Heidi Krall, Jarmila Novotna, Martha Percilla, Lily Pons and Roberta Peters. Their jewelry 
is from Cartier, Tiffany, and Van Cleef & Arpels. 


Approximately one hundred and twenty- 
five of the country’s leading fashion editors 
were feted by the Jewelry Industry Coun- 
cil Friday evening, January 15, at their 
annual Metropolitan Opera Press Party 
in New York. The Council annually enter- 
tains the members of the fasliion press 
who attend National Press Week to review 
new spring fashions in jewelry, clothes 
and accessories. 

Those attending the gala event describe 
it as the most glamorous one of its kind 
yet staged by the Council. Nearly a mil- 
lion dollars’ worth of newly designed 
jewelry from Cartier, Tiffany and Van 
Cleef & Arpels was modeled by leading 
stars of the Met. The opera stars sat with 
the editors in the boxes around the Met’s 
famous Diamond Horseshoe, to listen to 
the opera of the evening, Puccini’s famous 
La Boheme. 


Hostess for the evening was the Council’s 


Fashion Director, Martha Percilla, who 
also modeled an outstanding collection of 
ruby and diamond jewelry. 

Following the performance of La Bo- 
heme, Rudolf Bing and officers of the 
Metropolitan Opera Association hosted a 
champagne reception for the Council’s 
guests, who were joined by the cast of 
the evening. 

This annual entertainment for the mem- 
bers of the fashion press who visit New 
York Press Week is a thank-you gesture 
on the part of the jewelry industry to the 
editors who use the Council’s editorial 
material on jewelry store merchandise in 
their columns throughout the year. It also 
affords the Council an opportunity to pre- 
sent to the editors the latest fashion news 
in fine jewelry, news which they frequently 
use at considerable length in reporting 
their visit to New York. 
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FBI Agent's Talk on Bad Check Artists 
Highlights JSA Advisory Board Meeting 


The Advisory Board of the Jewelers 
Security Alliance held its annual meeting 
at New York’s Waldorf-Astoria on the 
afternoon of January 16. 

The membership report was made by 
Victor A. Lambert who declared that the 
JSA now has a membership of more 
than 4000 of the nation’s leading jewelers, 
and is well-organized to protect the in- 
terests of all its members. 

The guest of honor, Leland Boardman, 
special agent of the Federal Bureau of 
Investigation in charge of the New York 
area, was introduced by Richard C. 
Murphy, executive secretary of the JSA. 
Mr. Boardman preceded his remarks by 
outlining his career which, at one time, 
included a job as a jewelry salesman 
in the midwest. He later received his 
law degree and shortly after joined the 
FBI in Washington. 

Mr. Boardman related numerous _inci- 
dents in which jewelers and others were 
swindled by bad check artists on the 
most obvious frauds. In one case a mer- 
chant accepted a check drawn on _ the 
“East Bank of the Mississippi.’ In 
another instance a check was accepted 











and signed by a customer with the sig- 
nature of “N. O. Good.” 

During his talk, Mr. Boardman also 
related the well-known story of the jew- 
eler who sold a pearl for $5000 to a 
customer who returned a week later and 
asked him to obtain a duplicate pearl 
in size and color for a pair of earrings. 
The jeweler doubted if he could match 
it but on the advice of the customer he 
advertised for this specific type of pearl 
on the assurance that even if it cost more 
than the original, the customer would 
make up the difference. When he ob- 
tained an answer to his ad, the jeweler 
bought another pearl at more than three 
times the cost of the original. He soon 
realzed that he had been duped by a 
swindler when the customer never re- 
turned and efforts to locate him proved 
futile. 

These and similar instances showed the 
need for greater alertness by jewelers in 
cashing checks. So-called “credentials” 


are often forged, Mr. Boardman warned, 
and bogus check passers have as many 
as 20 to 30 sets of forged credentials and 


checkbooks. 





Members of the Advisory Board of the Jewelers Security Alfiance, and their quests, listen 

attentively to a talk by Leland Boardman, special agent of the FBI in charge of the New 

York area. Mr. Boardman reported that the federal agency handles approximately 2000 
inquiries on bogus checks every month. 





Jewelry Crafts Association 
Elects Gratz President 


New officers and directors were elected 
at the annual dinner-meeting of the Jew- 
elry Crafts Association which was held 
on the evening of January 20 at the 
Warwick Hotel, New York. The organ- 
ization is comprised of manufacturers 
of gold, platinum and diamond jewelry 
in the New York area. 

Elected as officers were: Isadore Gratz 
(Louis Gratz Sons), president; Sydney 
C. Davidson (Davidson & Sons Jewelry 
Co.), first vice president; Emil V. Lut- 


ringer (Lutringer & Hammerer), second 


vice president, and Jacob Karlan (Karlan 
& Bleicher), treasurer. 

All of the above-named officers were 
re-elected as directors, in addition to 
Harry Axel (Axel Bros). Saul Plosky 
(Corbett & Bertolone) was also elected 
to the board. 
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Other members of the board include: 
Simon Abraham (Advanced Ring Mfrs.), 
Barnett Esh (Kasper & Esh), Sidney 





A bronze plaque for his selfless contributions 
to the industry at large was presented to 
Barnett Esh (right), retiring president of 
the Jewelry Crafts Association, at the an- 
nual meeting of that group. The plaque is 
presented here by Jacob H. Schaeffer 
(center), while Isadore Gratz, new presi- 
dent, looks on. 


























Fiddelman (J. Fiddelman & Son), Eg. 
ward J. Gross (Benjamin & Edward J. 
Gross Co.), Robert Kronstadt (Bristo} 
Seamless Ring Co.), Kenneth Kaufman 
(Colonial Mfg. Co.), Jacob H. Schaeffer 
(Shiman Bros. & Co.), William Schneider, 
W. Waters Schwab (J. R. Wood & Sons) , 
and Martin E. Untermeyer (Untermeyer, 
Robbins & Co.). 

Barnett Esh, on his retirement as _pregi- 
dent, praised the directors, Henry [, 
Sperling, secretary of the association, and 
Miss Estela C. Markham, his assistant, 
for their conscientious efforts. 

The report of the Pension Committee 
was rendered by Sydney C. Davidson, 
He reported that under the terms of the 
collective agreement with Local No, 1, 
International Jewelry Workers Union, 
A.F. of L., pensions were provided for 
the jewelry production workers in the 
New York City area. The employers con. 
tribute three cents per hour for each 
working hour of their employees, to build 
up a fund to retire their workers at the 
age of 65. 





Talk on Business Outlook 
Highlights Jewelers’ Meeting 


The third in a series of five public re- 
lations workshops was held recently by 
the Jewelers 24-Karat Club of Southern 
California. Guest speakers at the event 
were Robert P. Collier, professor of Eco- 
nomics at Occidental College, and Daniel 
Rashall, public relations consultant. 

Collier’s belief, which he felt was shared 
by most economists, is that the nation will 
be in a mild recession for the next six 
to eight months, with an upturn the latter 
part of the year. His listeners were 
cheered by his thinking that in the Los 
Angeles area any leveling off would be 
less sharp due to the growth of new busi- 
nesses in that area and the expansion of 
established concerns. 

Good public relations, Rashall con- 
tended, consists of having the public think 
of a jeweler, a doctor and the like as 
“My Jeweler” and “My Doctor.” This he 
contended is the basis of long range good 
relations whereby one buying merchandise 
or services does so on an “emotional at- 
tachment.” 

Presiding at the meeting was David G. 
Lieberman, club president, while George 
C. Houston, past president of the South- 
ern California Guild of the American Gem 
Society, served as program chairman. 

These “workshop” meetings are prov- 
ing to be a considerable faction in the 
club’s service to the industry, as evidenced 
by the large number of members who 
attend each session. Members are invited 
to bring along their employees to the 
March meeting (the fifth and last in the 
group) which will be devoted to selling 
techniques. 





Clement Co. Appoints Hatches 


The Clement Co. of Northampton, Mass., 
manufacturers of stainless steel and por- 
celain flatware, announced recently the 
appointment of Walter Hatches, Inc., 225 
Fifth Ave., New York, as the representa- 
tives in the metropolitan area. 
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JIC Reviews Past and Scans Future at 
Annual Meeting; New Officers Elected 


Departing from its custom, the Jewelry 
Industry Council conducted its annual 
membership meeting at the Waldorf- 
Astoria in New York on January 14 as a 
“strictly family” gathering, devoted en- 
tirely to a review of its activities of the 
past and a preview of its plans for the 
‘mmediate future. Reports were also made 
on a membership recruiting program al- 
ready underway—a program designed to 
broaden and intensify the Council’s pro- 
motional service to the jewelry industry. 


Heretofore, the Council has held its an- 
nual membership meetings on Sundays, 
following the annual banquet in New York 
of the 24-Karat Club. This year, the meet- 
ing was moved to a business day, and 
its agenda was shortened so as to give 
members more time to attend other asso- 
ciation meetings scheduled during the 
same week. Later in the year, at a time 
to be decided by the Council’s directors, 
the Council will hold a second general 
membership meeting at which the staff 
will again report on the Council’s activi- 
ties and at which invited authorities on 
merchandising will examine the industry’s 
problems and suggest solutions. 

At the January 14 meeting, the Coun- 
cil’s president, Albert E. Haase, reported 
the results of a by-mail election conducted 
to fill vacancies on the board of directors 
caused by the expiration of terms. 

Immediately after the general member- 
ship meeting the reconstructed board 
unanimously elected as its chairman, Irv- 
ing N. Chayken, owner of Armstrong’s 
in Hammond, Ind., and re-elected the fol- 
lowing officers: Leonard Shiman (Shiman 
Mfg. Co.), Newark, N. J.. treasurer; and 








CHAMPION GOLFERS 





Justifiably happy over his proficiency as 
a golfer is Irving Klampert (left), New York 
ring manufacturer. He is shown here with 
golf pro Ben Hogan after their stunning 
victory as teammates in the pro-amateur 
golf tournament held November 20 at the 
Tamarik Country —_ in Palm Springs, 
alif, 
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William E. Smith (Irons & Russell Co.), 
Providence, R. I., secretary, with Mr. 
Haase continuing as president. 


Reporting on the Council’s promotion 
of jewelry sales through the creation of 
fashion news, Miss Martha Percilla, the 
Council’s fashion director, took the mem- 
bers behind the scenes to trace out, step 
by step, how a specific fashion idea was 
conceived and developed into an_ illus- 
trated feature so newsworthy that one of 
the newspaper wire services distributed 
it to all its client papers. 


ALBERT E. 
HAASE 


Delivers 
Annual Report 
at New York 
Meeting 





Miss Percilla reported also on various 
other activities in the field of fashion. 
She pointed to Council special bulletins 
on fashion to retail jewelers and manu- 
facturers as one example of other activi- 
ties in the fashion field. Still other ex- 
amples given included fashion shows for 
the public and fashion shows for retailers 
and manufacturers at industry conventions 
as well as special fashion clinics for manu- 
facturers. 

During the year, President Hasse re- 
ported to the Council members, the staff 
has continuously carried forward the Coun- 
cil’s two-fold operation: (1) implanting 
in people’s minds through publicity sent 
direct from the Council the idea that own- 
ership of jewelry-store items is desirable; 
and (2) with literature and by individual 
contacts, helping retailers implant that 
idea in people’s minds and underscore it. 


Although in its creation of news Coun- 
cil thus far has concentrated on the news- 
papers and radio, Mr. Haase said, much 
progress was seen from its program cov- 
ering magazines. 

Of its services for retailers’ use, Mr. 
Haase said, the most widely employed by 
retailers has been a booklet setting forth 
the modern wedding anniversary list: Of 
this piece of literature, jewelers have dis- 
tributed more than 1,500,000 copies. 

Other “best sellers” and their respec- 
tive circulations thus far have been: 

A birthday and Christmas gift booklet 
—500,000 copies each. 

A four-page leaflet to sell spare watches 
—450,000 copies. 

A booklet on “The Romance of Rings 
and’ Birthstones’— more than 400,000 


copies. 











A more recent booklet on how to cheose 
silver—rising toward 200,000 copies. 

A wallet-sized card carrying the modern 
wedding and _ birthstone lists — nearing 
200,000 copies. 

From its library of speeches for jewel- 
ers to deliver before local clubs, Mr. 
Haase said, the Council has distributed 
more than 10,500 manuscripts. 

The increasing use of the Council’s ad- 
vertising and copy service, Mr. Haase 
pointed out, would indicate that more 
and more retailers are becoming promo- 
tion-minded. 

“Figures based on check-ups of retail 
jewelry store advertising for graduation, 
Mother’s Day, Father’s Day and Valen- 
tine’s Day in 1952 and 1953 indicate the 
extent to which this service is being 
used,” Mr. Haase said. “Checks in 145 
cities and towns from coast-to-coast dis- 
closed that -the- number of jewelers’ ad- 
vertisements that appeared in newspapers 
in 1953 featuring those gift-giving occa- 
sions exceeded the number of advertise- 
ments that appeared in those same cities 
in 1952 by 82 per cent.” 

Looking ahead, Mr. Haase felt it was 
agreed that the Council’s program of 
national and local publicity should be 
carried forward—and broadened. 


In the field of expanded service to the 
retailer he envisioned the preparation of 
year-round advertising and merchandising 
guides for such products as watches, dia- 
monds, and watch attachments — guides 
such as those prepared and distributed 
last year for stone rings and silver. 


Six Platinum Metals Used in 
Compact Made for Elizabeth 


The expression, “fit for a queen,” ac- 
curately describes the unique hand-crafted 
compact (shown below) created entirely 
in the six precious white metals of the 
platinum group. Its owner is Queen Eliza- 
beth II, who received it as a gift from 
England’s Institution of Metallurgists on 
occasion of the 150th anniversary of the 
discovery of palladium. 





The body and interior compartments of 
the compact are in palladium, as are jewel- 
like rose designs decorating the fastener 
and lipstick case. Platinum and iridium 
are used in the cover, which required 
thousands of individual hand-piercing op- 
erations. Other metals used are osmium, 
rhodium and ruthenium. 
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G. H. Niemeyer, re-elected chairman of 
the Jewelers Vigilance Committee at its 
41st annual meeting at New York’s Waldorf- 
Astoria Hotel, gave a hard-hitting report 
in which he discussed discount clubs, mis- 
representation and exaggeration in adver- 
tising and cases of unfair competition. 

Discussing work in the diamond field by 
the JVC, he observed that “gross exaggera- 
tion of values and quality, and deceptive 
terminology in advertising have caused the 
most trouble in this field.” 


He pointed out that the growth of dis- 
count clubs and other forms of selling 
“definitely offers a serious challenge to the 
normal sale of our products through our 
established retail channels.” 


G.H. 
NIEMEYER 


Hits Misleading 
Advertising in 
Annual Report 





In his report, Mr. Niemeyer declared 
that one of the principal problems con- 
fronting the JVC and the jewelry industry 
is the prosecution of flagrant cases of 
unfair competition and fraudulent adver- 
tising. He said the best weapon to combat 
these evils is the Federal Trade Commis- 
sion, which has been most helpful in many 
ways. He added, however, the most serious 
shortcoming is delay by the FTC in han- 
dling cases which are important to the JVC. 

Mr. Niemeyer reported that the FTC has 
promised to give prompter attention to 
JVC complaints. He stated that a number 
of important cases have been pending “for 
altogether too long a time.” He declared 
that this is embarrassing to the JVC and 
detracts from the prestige of the Federal 
Trade Commission as an_ enforcement 
agency. 

Byron L. Shinn, of the firm of Lipper, 
Shinn and Keeley, counsel for the JVC, 
reported that the majority of complaints 
received in 1953 was concerned chiefly 
with the inaccurate advertising of dia- 
monds. Next in volume of complaints were 
those concerning improper advertising of 
synthetic and imitation stones. 

“The rising popularity of stainless steel 
flatware brought an increase in the number 
of instances where this line of products 
was improperly presented, particularly with 
reference to unwarranted comparisons with 
sterling silver,” he said. 

Mr. Shinn reported that inquiries about 
descriptions, quality marks and FTC rul- 
ings have increased. 

Walter N. Kahn, vice chairman of the 
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Hard-Hitting Report on Trade Abuses 
Given by JVC Chairman at N.Y. Meeting 


JVC and chairman of its diamond com- 
mittee, described the steps leading up to 
submission of a proposed set of trade 
practice rules covering diamonds. 

In reporting on the work of the JVC 
Protective Bureau, Mr. Kahn said that the 
best results in apprehending smugglers 
could only result “from information ob- 
tained at the source.” 


WALTER N. 
KAHN 


Cites work 
of Protective 
Bureau 





He pointed out: “Once the smugglers 
have fanned out from the point of origin 
the chances of making seizures are smaller 
than the proverbial finding of a needle in 
a haystack.” 

Said Mr. Kahn: “We have, therefore, 
from time to time, urged greater activity 
on the part of U. S. Customs agents on 
the European Continent and we like to 
feel that several important seizures made 
during 1953, which resulted from informa- 


tion given by U. S. Customs agents who 
in London and 


had spent some time 
Antwerp, were due in part to our efforts 
in this direction.” 

P. Irving Grinberg, executive vice chair- 
man of the JVC, reported that the organ- 
ization spearheaded the successful fight of 
a number of affected industries including 
jewelry to retain the present one dollar 


P. IRVING 
GRINBERG 


Reports on 
JVC Activities 
During '53 


level on duty-free mail shipments, helped 
to solve some of the American silverware 
manufacturers’ problems, whose patterns 
were being pirated by foreign manufac- 
turers of stainless steel flatware, and is 
participating in the revision of the Govern- 
ment Standard Industrial Classification 
Manual. 

He spoke of JVC cooperation with the 
Excise Tax Division of the Bureau of 
Internal Revenue and work with the Con- 
sumer Durable Goods Division and the new 











Business and Defense Services Administra. 
tion of the U. S. Department of Commerce. 

Other officers re-elected at the meeting 
were Walter N. Kahn as vice chairman, 
and Leo L. Kaplan as treasurer. 


U. S. Silver Use in 53 
Rose 10.5% Over 52 


Consumption of silver by the arts and 
industries in the United States during 
1953 rose to about 105,000,000 ounces, 
an increase of 10.5 per cent over the 
previous year. This was revealed recently 
by Handy & Harman, refiners and _ fab. 
ricators of precious metals, in its annual 
review of the silver market. 


According to the report, consumption 
of silverware and jewelry increased some. 
what from the previous year, but the 
proportion of silver used in this country 
for industrial purposes, as distinct from 
the arts, continued to rise. It was stated 
that there is every indication that this 
trend will become increasingly evident in 
the future. 


The company noted that industrial de. 
mand had expanded because of develop. 
ments in the electrical and_ electronic 
fields in particular, as well as expansion 
in the more established uses of. silver 
brazing alloys. 


REMAINED STABLE 


The New York silver price changed 
little during 1953. “Not since World 
War II, when the price was subject to 
government controls, has such unusual 
stability been experienced,” states the 
report. The low for the year was 83% 
cents and the high 85% cents per ounce. 
There were only four price changes, all 
of which took place in January. 

Handy & Harman estimates that silver 
production in the Western Hemisphere 


PRICE 


during 1953 amounted to 142,500,000 
ounces, a reduction of three per cent 
from 1952. United States output was 


35,000,000 ounces, a drop of 13 per cent, 
Mexican 45,000,000 ounces, a decline of 


11 per cent and Canadian 30,000,000 
ounces, an increase of more than 19 
per cent. 

U. S$. IS TOP CONSUMER 

Preliminary reports indicate that the 


world consumed approximately 163,800,000 
ounces of silver in the arts and industries 
in the course of the year just ended. 
Consumption in the United States of 
105,000,000 ounces accounted for about 
64 per cent of the total. Western Germany 
was the second largest user of silver and 
was followed in order by Great Britain, 
Japan, Canada and Mexico. 

Total imports into the United States 
are estimated at 102,000,000 ounces, an 
increase of 35 per cent over 1952 re 
sulting from substantially larger receipts 
from Cuba and Mexico than in the pre 
vious year. 

Handy & Harman predicts that the 
price of silver will continue to be stable 
during 1954. 
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“Thiee grateful people say : 


We're HERE — 
because you were THERE I" 


Each one of these people is alive today because some- 
one gave blood. 





If you've given blood before, you know how easy it is 

pped —how quick and painless. And you know what a 
va aa ‘he peapioel He aaiunenn wondertul feeling it is when you realize that what you've 
his life. done may give another person his life. 


Communist machine-gun fire dropped him in 


Now you are asked to give blood . . . again and again. 
And you can do it safely every 3 months. 


Because America's need for blood has increased 
enormously—for our armed forces, for accident and 
disaster victims at home, for new disease-fighting serums. 


Many a life hangs in the balance! Will you help? 
Call your Red Cross, Armed Forces or Community 
Blood Donor Center today! 


BUSINESS EXECUTIVES 
CHECK THESE QUESTIONS 





If you can answer “yes” to most of them, you—and your company— 
are doing a needed job for the National Blood Program. 








Gamma Globulin, made from blood, helped 
ward off the dread disease. She thanks you 
for her life. 


HAVE YOU GIVEN YOUR EM- 
PLOYEES TIME OFF TO MAKE 
BLOOD DONATIONS? 

HAS YOUR COMPANY GIVEN 
ANY RECOGNITION TO 
DONORS? 

DO YOU HAVE A BLOOD 
DONOR HONOR ROLLIN YOUR 
COMPANY? 


HAS YOUR MANAGEMENT EN- 

DORSED THE LOCAL BLOOD 
DONOR PROGRAM? 
HAVE YOU INFORMED EM- 
PLOYEES OF YOURCOMPANY’S 
PLAN OF CO-OPERATION? 
WAS THIS INFORMATION 
GIVEN THROUGH PLANT BUL- 
LETIN OR HOUSE MAGAZINE? 





HAVE YOU ARRANGED TO HAVE HAVE YOU CONDUCTED A 
A BLOODMOBILE MAKE REGU- DONOR PLEDGE CAMPAIGN IN 
LAR VISITS? YOUR COMPANY? 


CIENT PLANS CAN BE MADE 


HAVE YOU SET UP A LIST OF 
Ost SO THAT EFFI- 
FOR SCHEDULING DONORS? 


Remember, as long as a single pint of blood may mean the difference 
between life and death for any American. . the need for blood is urgent! 


NATIONAL BLOOD PROGRAM 


GIVE 
BLOOD 


. give it again and again 
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A tornado whipped suddenly across her home 
town. She was badly injured by falling debris. 
But a quick Operation, several transfusions 
pulled her through. She thanks you for her life. 











New Sales Contest to Feature 
Sessions Clock "54 Program 


A dramatic front-lawn helicopter landing 
was the surprise highlight at the Sessions 
Clock Company’s annual sales conference 
at Fox Hill Inn, Ridgefield, Conn., Decem- 
ber 14, 15 and 16. The helicopter carried 
personal gifts from Paris for Sessions’ 
salesmen and brought details of the new 
“September in Paris” sales contest. 

Grand prizes of the dual contest—one 
for retail clerks, the other for salesmen of 
Sessions’ distributors—are all-expense trips 
to Paris for two. Winners will be those 
with greatest sales over quota during con- 
test running March 1 through June 30. 
Second and third prizes of vacation trips 
to New York and Los Angeles head up 
more than 1500 runner-up awards of French 
and American merchandise and money 
prizes. 

Three new clock styles, first of several 
to be introduced during the contest year, 
were unveiled at the meeting. It was an- 
nounced that Sessions plans to double its 
consumer advertising in 1954. Also an- 
nounced was the inauguration of television 
in the nation’s major markets which will 
spearhead an expanded national magazine 


NJA Directors Name 
Greenberg President 


“eymour Greenberg of the Royal Dia- 
mond & Watch Co., which has its main 
office in Yonkers, N. Y., was elected presi- 
dent of the National Jewelers Association 
for 1954 at a meeting of the new board 
of directors on January 18. The other off- 
cers who will serve with Mr. Greenberg 
for the current year are Jay B. Rudolph, 
Rudolph Bros., Inc., first vice-president; Bar- 
nett C. Helzberg, Helzberg’s, second vice- 
president; Irving M. Chayken, Armstrong’s, 
third vice president; Sidney Singer, Fin- 
lay Straus, Inc., fourth vice-president; 
Samuel Gerson, Gerson’s, Inc., secretary; 
Jay C. Lighterman, Tappin’s, Inc., trea- 
surer; Clarence Olsen, Olsen & Ebann 
Jewelry Co., chairman of the board. 

The entire board of directors was 
elected by mail and the directors elected 
in addition to those who will be the off- 
cers for 1954 are H. M. Abelson, Abelson’s, 
Inc.; Myer Bernard Barr, Barr’s Jewelers & 
Silversmiths; Lewis I. Benway, The Basch 
Co., Inc.; Ralph DeRoy, Joseph DeRoy 
& Sons, Inc.; George Gerber, George Ger- 
ber Co.; Ray Goodman, Goodman Jewel- 
ers; Stanley B. Goodman, Goodman’s 
Jewelers; Jake Hamilton, Hamilton’s; Isa- 
dore Horwitz, Crescent Jewelry Co.; Nor- 
man Kernis, Norman Jewelers, Inc.; Jules 
Lindenbaum, King’s Jewelers; Isadore 
Meyer, Meyer’s Jewelers; A. E. Newmark, 
Newmark’s; Emil Rose, Rose Jewelry Co., 
Inc.; Fred F. Simmons, Simmons & Clark; 
Herman Wasserman, The Watch Shop 
Jewelers. 

In addition to the elected directors, the 
NJA’s past presidents serve as permanent 
members of the board. The past presidents 
serving on the 1954 board are Fred B. 
Dreifus, Dreifus Jewelry Co.; Julius L. 
Freund, Freund’s Jewelers-Opticians; H. A. 
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campaign using both four-color pages and 
black and white. 





The story of the Sessions Clock sales contest 
was announced through the landing of a 
helicopter during the company sales con- 
ference. Among those present were, left to 
right: Douglas A. Lapham, clock division 
sales manager; W. K. Sessions, Jr., secre- 
tary and general manager; W. K. Sessions, 
president, and Charles L. Allen, marketing 
department manager. Girls in the back- 
ground are TWA overseas stewardesses. 


Goldberg, Cooper’s, Inc.; B. G. Rudolph, 
Rudolph Bros., Inc.; Leo Weisfield, Weis- 
field’s, Inc.; Irving J. Wolfgang, Cole & 
Erwin, Inc. 

At the board meeting, which was held 
at the Waldorf-Astoria in New York, 
twenty-one directors were present. 

Subjects which were taken up at the 


SEYMOUR 
GREENBERG 


New 
President 
of NJA 





meeting and regarding which decisions 
were made included excise taxes, fair 
trade, the National Jewelry Fair and an- 
nual convention, statistics, and other 
matters. 

Retiring President Irving J. Wolfgang 
made a comprehensive report on the two 
years that he served as the head of the 
association. 


Elgin Places on Market 
Its New Alloy, "Elgiloy” 


A cobalt-base alloy, “elgiloy,” developed 
by Elgin National Watch Co. for rust- 
resistant and break-resistant mainsprings 
is being placed on the market for spe- 
cialized commercial use following the re- 
moval of government restrictions on cobalt 
and _ nickel. 

J. G. Shennan, president, said the com- 
pany plans extensive promotion of elgiloy. 
It will be marketed through the company’s 
abrasives division as raw stock in either 
wire or strip form. 














Jewelry Industry Council 
Offers Four-Point Program 
To Boost Valentine Sales 


To help increase the sales of jewelry. 
store items as Valentine’s Day Gifts this 
year, the Jewelry Industry Council ha, 
provided its retail members with a py. 
motion plan patterned to a four-fold pur. 
pose. 

As outlined by the Council’s president 
Albert E. Haase, the plans objectives are: 

1. To remind people that Valentine’, 
Day is just ahead and to tell them jt 
exact date—a date that many people find 
hard to remember. 

2. To remind people that the occasion 
is one for gift-giving. 

3. To suggest, as appropriate Valentine 
gifts, specific items from the jeweler’ 
stocks. 

4. By underscoring again the Council's 
slogan, “Something from the Jeweler’s |; 
Always Something Special,” remind the 
givers of gifts that, when gifts come from 
jewelry stores, they carry added _ prestige, 

To implement the program, the Council 
has sent retail members a newly designed 
easel-backed display card. Rendered jp 
a delicate and misty shade of blue, the 
card brings into view a flying Cupid, 
complete with bow and arrow, displays 
a prominent reminder that Valentine's 
Day falls on February 14, and repeats 
the slogan, “Something from the Jeweler’s 
Is Always Something Special.” 

In addition—as always for gift-giving 
occasions—the Council offers its retail 
members specially prepared Valentine 
copy for newspaper and direct-mail ad- 
vertising and for use on the air. 

The Council has suggested to its retail 
members that, in their Valentine displays 
and in their advertising, they include gifts 
for men and has notified them that, under 
the heading “Valentine Gifts for Men,” 
Look, in its February 23rd issue—on sale 
February 9th—will print a special, three. 
page, full-color feature. 

In width and depth across the country, 
said the Council’s president, Albert £. 
Haase, the promotion of Valentine’s Day 
by Jewelers is growing. More and more 
of them are promoting the event with spe- 
cial programs and featuring it in their 
advertising. 

In 1952 in 145 cities of assorted sizes 
from coast to coast, Mr. Haase _ pointed 
out, retailers’ newspaper advertisements 
tied to St. Valentine’s Day totaled 721. 
In 1953, in the same cities, the total rose 
to 1,299—an increase of 80 per cent. 


Jeweler Enters Realty Field 


Raymond C. McCarthy, a partner in the 
firm of Edwards & LeBron, jewelers o 
Chattanooga, Tenn., will become asseciated 
with the firm of Smedley & Casteel, realtors 
of that city, effective February 1. 

Mr. McCarthy has been associated with 
the firm since he was 17 years old and 
served for several years as its secretary. 
He disposed of his interest in the business 
last year. 
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Hamilton's Space Clock 
Tells Time on Mars and Earth 


The Hamilton Space Clock, an inter- 
planetary timepiece, was introduced to the 
scientific and public press January 14 
by its inventor, Dr. I. M. Levitt, director 
of the Franklin Institute’s Fels Planetarium, 
Philadelphia, and George P. Luckey, presi- 
dent of the Hamilton Watch Co., sponsors 
of the project. The clock was unveiled at 
a reception held at the Waldorf Astoria 
Hotel in New York. 

Created to demonstrate the differences 
between “Earth time” and the time on 
other planets, the clock simultaneously 
records the hours, date, month and year 
on Earth and the planet Mars. 


Created to demonstrate the inter-planetary 
time differentials a future space explorer 
must consider, the Hamilton Space Clock 
simultaneously records the hour, date, 
month and year on Earth and the planet 
Mars. Numbers around the face indicate 
Martian time. The small dial in the center 
tells Earth time. The dial at the left is 
the Mars month-year calendar; the other, 
Earth. 


“Of course, the Hamilton Space Clock 
is still in the experimental stage,” Dr. 
Levitt explained, “but it is important as 
the first attempt to demonstrate the inter- 
planetary time differentials a future space 
explorer must consider when planning 
journeys into outer space.” 


The clock, which holds four dials, divides 
the Mars year into the conventional twelve 
months, and those months into days which 
—on Mars—-are 24 hours, 37 minutes, 23 
seconds long. The circumference at the 
face itself indicates Martian time. One 
dial set into the face records Earth time, 
while the other two are month-and-year 
calendars for both Earth and Mars. The 
face and exposed works are enclosed in 
egg-shaped amber plexiglass casing which 
is mounted on a square pedestal with two 
rectangular brass feet. 


Landers, Frary & Clark 
Map Plans 

Officials of Landers, Frary & Clark, man- 
ufacturers of Universal household helps, 
outlined sales and advertising plans for 
1954 at a meeting held December 29 at 
the Pierre Hotel, New York. 
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MJSA Reports Wide Interest 
In Providence Jewelry Show 


A spokesman for the Manufacturing 
Jewelers Sales Association announced re- 
cently that exhibitor interest in “Whole- 
sale Jewelry Buyers’ Market Week” has 
exceeded the pre-show activity experi- 
enced in the four previous showings pro- 
duced by the association. It was stated 
that approximately 275 to 300 costume 
jewelry manufacturers are expected to 
participate in the event which will be held 
May 9 through 20 at the Sheraton-Biltmore 
Hotel, Providence. 

According to the MJSA, an _ unprece- 
dented number of buyers have already 
made reservations to attend the May show. 
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Sterling Silversmiths Guild 
Re-elects Leach President 


Donald W. Leach, 
board of R. Wallace & Sons 
of Wallingford, Conn., was_ re-elected 
president of the Sterling Silversmiths 
Guild of America at the organization’s 
annual meeting on January 16 at the 
Waldorf-Astoria, New York. Mr. Leach is 
also active in the work of many other 
jewelry industry organizations. 

Roger H. Hallowell, president of Reed 
& Barton, Taunton, Mass., was re-elected 
vice president of the Guild, and George 
L. Stringer, treasurer and controller of 
The International Silver Co. of Meriden, 
Conn., was re-elected treasurer. 


chairman of the 
Mfg. Co., 
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GOODMAN & COMPANY, Indianapolis, 


features Linde* Star Savovhires 
and Linde* Star Rubies in a 
complete line of 

Ladies’ and Gentlemen’s 

Rings. priced 
from $60 and $75 
. to $500, Keystone. 





MORE) AND MORE JEWELERS 


sett/L INDE’ STARS 


IN SETTINGS THAT SUIT 


THEIR EXOTIC 























Fascinating stars ... once the 
mark of kings and queens . . . now 
available to your customers. Point 


BEAUTY by point, Linde* Star Sapphires and 


Linde* Star Rubies equal the beauty 
and structure of natural stones. 
These mysteriously glinting gems 
evoke all the glamor that star sapphires 
and star rubies have whispered 
through history. Set them to suit their 
beauty . .. display them and display 
their amazingly low prices. Linde* 
Stars invite try-ons that turn 

into take home sales. 


Ask for free display card 
in color and list of manufacturing 
jewelers featuring Linde* Stars 


CHARLES F WINSON ) porlt-Wide distributor 





580 Fifth Avenue, N. Y. 36 
COlumbus 5-2656 


3 *<*Linde’”’ is a registered trade- 
: mark of Union Carbide & Carbon 
Corp.—e synthetic gem 
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UNBEATABLE VALUES! 








95 
WATER-RESISTANT 
ALL STAINLESS 
STEEL 
or yellow/S.B. with R.G.P. 





New, thin, A.S. Expansion Bracelet 
movement, sweep, 

inca., rad. dial 17 JEWEL 
(reg. or _ stick) 

Men's yellow R.G.P./ 

S.B., 17 jewel, AS. 


with R.G.P. expansion 
bracelet — in 
styles. 


various 





S.B., 17 jewel, Font 60, 
with R.G.P. expansion 
bracelet—also in round 
or square shapes. 





Fully Guaranteed 


All These 17 Jewel $995 
Giant Specials at... 


WATER-RESISTANT 
17 JEWEL NURSES’ 


e In Chrome/S.B..... $9.95 


e All Stainless Steel 
or Yellow/S.B...... $10.95 


e In Yellow 10K 
.B. 


*ereeenee 





Gift boxed, price tag & 
printed guarantee — $.75 extra 
Get these terrific sellers today—beat the price- 
cutting competition with real promotional 
values. There's never been a buy like it. See 
our complete selection of highly styled, preci- 
sion crafted watches. 

Ask for our 1954 full descriptive 
Catalog, immediately. 


Terms: Net 30 days to well-rated firms. 
send check, M.O., or dep. for C.0.D. 


CRYSLER WATCH CO. 


Others, please 
F.0.B. N. Y. 


580 Fifth Ave... New York 36. N. Y. 




















Special Order Work and 
Repairs for the Trade 


Quick, reliable service! Re- 
mounting, stone matching, 
diamond setting, rhodiuming, 
antique reproduction and res- 
toration. EVERY type of 
special order work. Sensible 
prices. TRY US. 


OSCAR CAPLAN & SONS 


207 W. SARATOGA ST., BALTIMORE 1, MD. 
Jewelers at the bench since 1905 














Henshel Serves as Chairman 
Of Dinner Honoring Doolittle 


The Jewish War Veterans awarded their 
Gold Medal of Merit to Lt. General James 
H. Doolittle at a dinner in the Waldorf- 
Astoria on Wednesday evening, January 13. 
Col. Edward VY. Rickenbacker, chairman 
of the board of Eastern Air Lines, served 
as chairman of the dinner, and Col. Harry 
D. Henshel, vice president of Bulova Watch 
Co., was general chairman of the event. 

The dinner, which commemorated the 
90th anniversary of aviation, featured Gen- 
eral Doolittle’s contributions to the ad- 
vance of military aviation. 


Over 70 Jewelers Attend 
Federation Dinner in N. Y. 


More than 70 members of the Silver- 
ware, Metalware and Allied Trades Divi- 
sion of the Federation of Jewish Philan- 
thropies attended the group’s inaugural 
dinner at the Hotel Pierre in New York 
on Tuesday, January 12. 


Louis Farber (Sheffield Silver Co.), 
division chairman, presided at the event 
which marked the high point of the 


industry's efforts in behalf of Federation’s 
current $16,950,000 campaign to support 
its network of 116 hospitals and welfare 
agencies. 





Seventy-four members of Associate Jewel- 
ers, Inc., attended the 20th annual dinner- 
meeting of the organization which was held 
January 14 at the Warwick Hotel, New 
York. The association was formed in 1919 
and is composed of manufacturers of gold 
and platinum jewelry in the metropolitan 
New York area. 

Elected as officers for the ensuing year 
were: Philip Skalet (Skalet Mfg. Co., 
Inc.), president; Jules Gerson (Goldstein- 
Gerson Co., Inc.), first vice president; 
Julian Baden (Baden & Foss), second vice 
president; Ben Ross (Ross Watch Case 
Corp.), secretary; Louis Flyer (Flyer 


Bros.), treasurer, and Tobias N. Berger, 
executive director. 

Named as directors were; Jack Ehrlich 
(A. Ehrlich & Sons, Inc.), Moe D. Fish- 
man (S. & D. Jewelry Mfg. Co., Inc.), 
Jacques Japka (La France Jewelry Shop), 














Principal speaker was Milton Wej}} 
(Arrow Mfg. Co.), president of the 
Federation of Jewish Philanthropies, }, 
noted that Federation agencies have heen 
expanded in recent years through the 
addition of 54 new facilities and services 
and that Federation institutions annually 
serve over 575,000 men, women and chil. 
dren of all races and creeds. 


PX Expansion Watched 
(From page 183) 


for eliminating federal enterprises which 
compete with private operations. 
Reminding them of a need for actiop 
is an inventory of government investments 
in various businesses. This inventory 
shows taxpayers have about $30.5 billion 
tied up in financial and industrial estab. 


lishments competing in some way with 
private activities. 
An immediate result of the = sale of 


these investments would be the oppor. 
tunity to balance the federal budget. Ip 
addition, a monetary surplus would be 
created which might lead to widespread 
tax reduction. 

Administration and congressional ef. 
forts to get the government out of its 
competitive habits in 1953 were only 
partially successful. Congress may find 
the opportunity this year to improve that 
record. 





(Kushner & Pines, 
Inc.), Alvin Orgel (B. Orgel Co.) , Herman 


J. Harold Kushner 


Ostrin (Ostrin Co.), Henry Peterson 
(Feature Ring Co.), David Sarkin (David 
Sarkin, Inc.), David Schapiro (David 
Schapiro Co., Inc.), Elliot Wasley (M. 
Waslikoff & Sons, Inc.), and Alan Tenen 
(Tenen Bros.). 

President Philip Skalet rendered his re- 
port on the activities of the association 
during 1953, including negotiations of the 
last labor contract during the early part 
of the year. He commended Tobias N. 
Berger, general counsel and executive di- 
rector, for his successful administration of 
all labor-management problems. 

Jacques Japka, past president of the 
association, presented Mr. Berger with a 
gold wrist watch as a token of esteem 
from the board of directors in appreciation 
of his services during the past 20 years. 
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4 Friends and business associates. of 
George Kramer, well-known sales represen- 
tative, will be pleased to hear that he’s 
back at work at his office at 580 Fifth 
Ave., New York, after undergoing surgery 
at Lebanon Hospital. Mr. Kramer is a 
sales representative for the Semca Clock 
Co. and French Jewelry Co. 

4H. Patrick Cook, formerly with Cartier, 
Inc., recently opened his own office at 
608 Fifth Ave., New York, as a retail 
dealer in precious stones, rare gems and 
fine jewelry. 

4 Dr. Ralph J. Holmes, assistant professor 
of geology and mineralogy at Columbia 
University, was guest speaker at the Jan- 
uary 5 meeting of the Greater New York 
GIA Study Group which was held at the 
Hotel Roosevelt, New York. He chose as 
his subject, “The Geological Occurrence 
and Geographical Distribution of Gem- 
stones.” 

q The Diamond Drill Carbon Co., for- 
merly located at 63 Park Row, New York, 
moved recently to new offices at 244 
Madison Ave. 

q The Cal-Mode Costume Jewelry Shop 
is the name of a new self-service store 
opened November 25 at 17 Clinton Ave., 
N., Rochester, N. Y., by Charles Snyder. 
Long active in jewelry circles, Mr. Snyder 
was formerly manager of Dodds Jewelers 
in Burbank, Calif. Prior to that he was 
associated with the Mayor Jewelry Co. 
in Pasadena. Calif. 





Golden Circle Enjoys Christmas 
Party and Elects Officers 


The Golden Circle Sales and Executives 
Club of New York reached its greatest 
stature as a jewelry industry social club 
on December 17, at The Finland House 
Restaurant. Here and at that time the 
club held its annual Christmas Party at- 
tended by members and their guests. 
Drawing the greatest number of trade per- 
sonalities ever to enjoy any of the club’s 
events, everything ran smoothly through 
the usual cocktail hour which preceded an 
elaborate smorgasbord dinner. The ban- 
quet committee received high praise for 
its work in connection with the festive 
evening from Club President Leo David- 
son as well as the other members. 

The January meeting of the club was 
held on the 18th of last month and officers 
were elected for the coming year. They 
are: Al Walden, president; Arthur J. 
Tuveri, vice-president; Dick Bromley, sec- 
retary; George Kramer, treasurer; Joe 
Hornstein, financial secretary, and Martin 
Kritzer, Sergeant-at-Arms. 

Named as directors for a two-year term 
were: Chas. Lesser, Lou Waldman and 
Herman Ostrin. Elected as directors for 
a one-year term were: Mika Fina, Sumner 
Wyman and Harold Perlman. 
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Fried Elected President of 
N. Y. Horological Society 


Henry B. Fried of Brooklyn was unani- 
mously elected president of the Horological 
Society of New York at the January meet- 
ing of that organization. He succeeds Dr. 
A. L. Rawlings. 

Other officers elected were: Jean-Pierre 
Savary, vice president and executive secre- 
tary; F. Klein, financial secretary; P. G. 
Roth, recording secretary; F. Knoll, treas- 
urer; Hugo Arn, sergeant-at-arms; H. J. 
Morriss and |. Liemer, trustees, and B. 
Matz, editor of the Horolegist’s Loupe, a 
periodical published by the Society. 





Henry B. Fried (right), newly-elected presi- 

dent of the Horological Society of New 

York, is shown here with Jean-Pierre Savary, 

vice president and executive secretary of 
that organization. 


Named as librarians were: H. P. Thor- 
gersen, C. F. Whitman and C. Kiuttu. 
Elected as members of the executive com- 
mittee were: M. Bernstein, J. Schwende, 
H. F. Satnick, M. Hamlin, S. Greenglass, 
M. Meister and L. I. King. 





House Unit to Hold Hearings 
On Extending Social Security 


Employees who want federal old-age 
benefits and who are not now eligible for 
Social Security will have their big chance 
to state their case to Congress this year. 
Forum for pleading the case is being 
provided by Chairman Reed (New York 
Republican) of the House Ways and 
Means Committee. He will hold public 
hearings on the Administration’s request 
that about 10,500,000 new persons ,be 
brought under Social Security coverage. 

Mr. Reed’s view is that coverage should 
be extended to any group desiring it— 
assuming that such an extension is ad- 
ministratively feasible. Mr. Reed is con- 
vinced that a change is needed in the 
“work clause” under which a_ person 
loses Social Security benefits in any 
month in which he earns $75 or more. 
He wants to liberalize this part of the law. 























MANNING OPAL CORPORATION 


151 West 46th Street, New York 36 
Phone: Plaza 7-4725 
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ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


HARRY BRAUNFELD 


108 FULTON ST., NEW YORK 38, N. Y. 











Drilling ° Setting °* Engraving °* Encrusting 


GOTHAM LAPIDARY Inc. 


Importers of Synthetic & Semi-Precious Stones 
We are fully equipped and qualified for spe- 
cial order and repair work on the premises, 
in an efficient, fast and inexpensive way. 

Cutters of fine Rutile (Titania) 
2 West 47th St., New York 36, N.Y., Ju. 2-4773 




















Synthetic & Semi-Precious 


STONES 
Synthetic Ringstones all sizes and shapes 
DiumMonve—All Sizes and Qualities 
JOSEPH BLANK 
COrtland: 7-3562 


87 Nassau St. New Yerk 38, N. Y. 
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GOLD 


and 


SILVER 
| PLATING 


Silverware Repaired 
Equal to NEW 
Removing of Engravings 


WM.HERTEL & C0., INC. 
Silversmiths & Platers 
17 W. 45th St. 
New York 36, N. Y. 
“36 years at the same 
address”’ 
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Prompt Service on all Types of 


JEWELRY 
d 


WATCH ~ASE 
Repairing 


Send To 
PERRY JEWELRY CO. 


THE MAIL ORDER HOUSE OF SERVICE 





79¥%2 Main St., White Plains, N. Y. 
(Price List and Information on Request) 














MODERN AND ANTIQUE 
DIAMOND JEWELRY 
RINGS @ BROOCHES 
BRACELETS @ EARRINGS, Etc. 
Bought and Sold 
**Serving the Trade Over 28 
yeas. - "Formerly with Chas. 
Crossm & Co. “The 
old Mine ‘Wenneal House’’ 


J. L. DURLAND CO. 
608 5th Ave., New York 20 











JEWELERS PRINTED SUPPLY HOUSE 


Jobbing Semstoone, cok Checks—String Tags 
Metal Scratch and d Tags—Wrap aes 
Steck Books, Memo—Order and Sales Books 
Appraisal Books—Show Cards—Priece Tickets 
— Guarantees Credit Forms 
Complete Printed Supplies for the Trade 


Write for Samples 


DAUER PRINTING CO. 
37 E. 21s¢ St., New York 10, N. Y. AL 4-2175 
Visit Our Large Show Room of Supplies 


MIKE KRASILOVSKY 


Moves Machinery 
and Factories 
Complete Installation 
426 LAFAYETTE AVE. BROOKLYN, WN. Y. 











STerling 3-1990. 
INS MRR eS 9st TS 


N @ 












STHE GUARANT 


ACON waTcH CROWN co. 
50 Eldridge St., New York 2, N. Y. 
Manufacturers of Gold Filled Guewee 
Complete line including waterproofs 
Sold through Wholesclers & Jobbers 
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Obituaries 








Wilford Caulkins, Jr., vice president 
and manager of the Fischer Co., jewelers 
of Chattanooga, Tenn., died December 28 
in a local hospital after a month’s illness. 
Mr. Caulkins had been associated with 
Fischer’s for many years, becoming man- 
ager after the death of T. H. McClure. 
His widow, a son and two daughters 
survive. 

Arthur E. Keller, 76, a partner in 
the jewelry firm of E. Keller & Sons of 
Allentown, Pa., for more than 60 years, 
died January 1 in Allentown Hospital. 
Mr. Keller, who was born in Allentown, 
became associated with the jewelry store 
in August of 1892. The business was 
founded by his father in 1865. In addition 
to his widow, Mr. Keller is survived by 
a son, Edwin W., present manager of the 
store. 

Barnett Lipschutz, 60, manager of 
A. I. Poland & Co., Philadelphia jewelers 
at 4347 Main St., died January 10 at 
Memorial Hospital, Roxborough. Surviv- 
ing are his widow, a daughter, a son, 
two sisters and a brother. 

George Moses, 84, secretary of the 
Thomas Long Co., Boston jewelers with 
whom he had been associated for 68 years, 
died on January 7. Mr. Moses was the 
first president of the Temple Israel 


Brotherhood in Boston and a trustee and 
vice president of the Temple for many 
years. In 1950, he was made an honorary 
vice president of the Temple for life, the 
first award of its kind ever given. Well- 
in Providence and New York 


Moses, 


known 
jewelry circles, 


Mr. 


as head of 


GEORGE 
MOSES 





Long’s wholesale department, developed 
a business extending from the eastern 
seaboard to the midwest. He started with 
Long’s as a boy and traveled throughout 
the middle west. At the turn of the cen- 
tury, he maintained an office in Chicago 
for the company. He helped build up a 
chain of leased departments, selling 
jewelry, leather goods, and_ silverware. 
The company line is known under the 
trade name of Longcraft. 

J. Leonard Levere, 52, a jeweler of 
122 Eldridge St., New York, died De- 
cember 30 of a heart ailment. Mr. Levere 
was a former treasurer of the New York 
Jewelers Benevolent Association and a for- 
mer treasurer of the Judea Center Syna- 
gogue in Brooklyn. He leaves his widow, 
a daughter and a grandchild. 

Akim Litwin, 86, founder and presi- 














dent of Litwin & Sons, Inc., of Cincinnati, 
died January 7 at his winter home jp 
Miami, Fla. Born in Russia, Mr. Litwin 
came to this country in 1902, and settled 
in Cincinnati in 1911. He founded his 
firm in 1918. Survivors include three sons, 
all associated with the company. They 
are Jacob A. Litwin, vice president; Boris 
A. Litwin, secretary, and Max Litwin, 
treasurer. Other survivors are his widow, 
a daughter, eight grandchildren and eight 
great grandchildren. 

Orville Oestreich, 40, jeweler of Hori. 
con, Wis., died December 8. From May, 
1948, until his death, Mr. Oéestreich was 
treasurer of the Wisconsin Retail Jewel- 


ORVILLE 
OESTREICH 


ers Association and was active in local 
guilds as well as state association affairs. 
He was also a past president of the Wis- 
consin Watchmakers Association. 

Mrs. Dora Ortman, 75, co-owner of 
the J. Ortman jewelry firm, 10 E. 47th 
St., New York, died December 15 after 
a long illness. Mrs. Ortman, who came to 
this country from Russia at the age of 
12, founded the company with her hus- 
band, the late Julius Ortman, in 1898. 
They bought jewelry left in estates and 
refurbished it for resale. Surviving are a 
son and five daughters. 

Harry E. Stout, 67, who for nearly 
40 years operated a jewelry store in 
Springfield, Ill., died January 3 following 
a long illness. Mr. Stout, who was born 
in Pana, Ill., was a resident of Spring- 
field for 50 years. He was a past president 
of the Illinois Retail Jewelers Association. 
In addition to his widow, he is survived 
by a son, a daughter and a grandson. 





August O. Packer, 61, Dies; 
Dieges & Clust Board Chairman 


August O. Packer, executive vice presi- 
dent and chairman of the board of Dieges 
& Clust, Inc., manufacturers of fraternal 
and educational jewelry, died January 13 
at his home in Brooklyn, N. Y. His age 
was 6l. 

Mr. Packer, a native New Yorker, 
joined Dieges & Clust as an office boy 
in 1904. He worked as a salesman, sales 
manager and in other executive posts 
before his election last year as chairman 
of the board. 

He was a past president of the Educa- 
tional Jewelry Manufacturers Association, 
past president and director of the Twenty- 
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Four Karat Club of the City of New 
York, and a director of the Jewelers 
Vigilance Committee and the Maiden 
Lane Historical Society. | 

A former president of the St. Nicholas 
School Association, he was a member 
of Knight of Columbus Council 126 and 
the Cardinal’s Committee of the Laity, 


AUGUST O. 
PACKER 


a trustee of St. Nicholas Roman Catholic 
Church and a director of the Leo House, 
a Catholic hospice. 

His clubs included the Downtown Ath- 
letic, New York Athletic and the Drug 
and Chemical. 

Surviving are his widow, three sons 
and eight grandchildren. 





Bulova's Providence Plants 
Use TV to Speed Operations 


Bulova Watch Company’s Providence 
plant is using television to speed opera- 
tions, cut down needless travel between 
two buildings and minimize the possibility 
of error formerly present with telephone 
instructions. 

A pioneer in the use of an airplane to 
link the manufacturing operations in two 
widely separated plants—one in Provi- 
dence and the other in Sag Harbor, L. I. 
—it has installed telecasting and receiving 
equipment in its main Providence plant 
and in a new plant addition just erected 
across the street. 

The installation is the first of its kind 
for industrial use in New England. It 
provides virtual visual telephonic accom- 
modations for the two units. 

At a given signal the equipment in 
either location can be brought into play. 
A microphone picks up the voice and the 
RCA TV Eye camera picks up the pic- 
ture. 

It is possible for the engineering de- 
partment to call the new plant and not 
only talk to employes there about work 
in progress but also to point out on the 
television screen the features of the work- 
piece or drawing under discussion. 

The two stations operate on a closed 
circuit without any possibility of radiation. 





Gorham Offers 200 Patterns 
In Special Order Service 


More than 200 sterling silver patterns, 
some dating back as far as 1855, will be 
available all over the country when the 
Gorham Co. institutes its 1954 special order 
service. 

Stored in Gorham’s huge vaults in Provi- 
dence, R. I., are dies for these sterling 
patterns. They will be brought out as 
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special orders come rolling in from their 
dealers all over the country. Orders must 
be placed by March 1. Orders postmarked 
after midnight of that date cannot be 
accepted. Deliveries on some patterns will 
be made in July and August, other in 
September and October, 1954. 

Not only will complete sterling flatware 
services be available, but it will also be 
possible to add to inherited services or 
to replace missing pieces in the correct 
weights and sizes. 





New Jersey Watchmakers 
Re-elect Hayenga President 


Members of the Watchmakers Associa- 
tion of New Jersey recently re-elected 
L. H. Hayenga of Irvington as president. 

Other officers elected were: William E. 
Drost, Orange, vice president; Emil J. 
Chessari, West New York, secretary; 
Robert Halpern, Newark, treasurer, and 
Emil Haller, trustee. 

Named as directors were: Ludwig Abel- 
ing, Herman Bernstein, George Slater, 
Andrew Strohlein and Jack Rosenberg. 





Sessions Expands Production 
With Timing Motors 
The Sessions Clock Co., Forestville, 


Conn., has expanded production with a 
line of miniature timing motors for in- 
dustrial use. The versatile new products 
provide time control for widely varied 
devices, examples of which are refrigerator 
defrosters, time temperature and pressure 
recording mechanisms. 

The new Sessions motors are less than 
two in. in diameter and available in out- 
put speeds of from 450 r. p. m. to one 
revolution in 31 days. 








Pittsburgh News 





q Among the 24 businessmen whose names 
were submitted recently to the McKee’s 
Rocks Chamber of Commerce for approval 
as directors was that of Edward A. Wolf 
of B. Harton, jeweler at 534 Chartiers 
Ave., McKee’s Rocks, Pa. 


q H. Dakan of Dakan’s Jewelers, 804 
Wood St., Wilkinsburg, Pa., is currently 
promoting a career girl series of watches 
featuring a 17-jewel movement, and men’s 
shockproof, 17-jewel watches with sweep- 
second hands. 


q Melvin Gasper of Marlen Jewelry, 764 
Penn Ave., Wilkinsburg, Pa., informs 
prospective diamond customers that it 
takes 23 tons of diamond-bearing ground 
to yield 4% carats of diamonds. He 
points out that only about one carat of 
this amount will be suitable for cutting 
as a gem: the remainder will be industrials. 


q I. Binstock, jeweler at 5826 Forbes St., 
Pittsburgh, who remains open three eve- 
nings a week, has been using this selling 
slogan: “If your heart is in your gift, 
give jewelry.” 

q Shoal P. Berer, jeweler of Verona, Pa., 
has been elected president of the Verona 
Chamber of Commerce. 
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This new Eastern Star Ring and Pin 
have been especially designed for those 
who want the best in emblem jewelry. 
The ring accommodates ten small 
diamonds in the wreath. The jeweled 
synthetic points radiating the 5 colors 
on a 14K white gold Rhodium finished 
top, encircled with diamonds, forms a 
brilliant reflecting pattern. Shanks fur- 
nished in 14K yellow or white gold. 
Available with center plate for setting 
diamond. Small gavels can be applied 
to make an attractive past matron ring. 
Eastern Star Pin has all features of 
the ring, plus gavel attachment. It has 
pendant loop for pendant wear. 


Ask to see these two additions to the 1953 
GRAN line of fine finish emblem jewelry. 


GRAN and COMPANY, Inc. 
546 So. Meridian St. * Indianapolis 25, Ind. 























AN EXCITING NEW IDEA 
FOR MOTHERS AND GRANDMOTHERS 


@ Hearts and Round 
Dises to be Engraved 
with the Names of 
Children or Grandchil- 
dren. 

Hearts for Girls. 


ms Round Discs for Boys. ; 


Birthdays 
Anniversaries 


Mother's Day 
Valentines Day 


Bracelets in Various Designs. Discs 
and Hearts in All Popular Sizes 
and Qualities. 14K, Sterling, and 
Gold-Filled. Catalog on Request 


CHARM CRAFT CORP. 


198 Broadway New York, N. Y. 
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Distinctive 


Earrings 










Style #1728 
2. ee e's 
These question marks 
stand for the inquiries from 
new accounts who want to 
know why we can’t sell to them at 
this time . . . even though they are 
well rated . . . See next month’s ad 
for answer!! 


Thru the wholesaler $7 an 


retail 
JEWELRY CO. 
52 Valley St., Prov., R. |. 






















FOR PROMPT SERVICE 
ON 
RONSON PRODUCTS 


CONTACT 
J.A. SILVER CO. 


167 GEORGE ST. NEW HAVEN, CONN. 











Quality 
RHINESTONE 
JEWELRY 


Direct to you from the Manufacturer 
Free catalog upon request 


Fantarsy og Jewels 


18-20 W. 3ist St., New York I, N. Y. 

















onty Gireet te Retailers 


Raid 
WELLS MFG. CO. 


ATTLEBORO, MASS. 





NICKEL SILVER 
PHOSPHOR BRONZE 
CO. 


THE SEYMOUR MEG. 


SEYMOUR, CONN. 
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q During the week of January 11, a five- 
day course, of seven hours daily, on dia- 
mond evaluation was held at the Hotel 
Statler, Boston, under the auspices of the 
Gemological Institute of America. The 
course, first of its kind in this area, was 
under the direction of Bert Krashes, of 
the eastern headquarters, GIA, and was 
open to anyone in the jewelry industry. 
Problems revolving around a possible uni- 


' versal standard for diamond evaluation were 


discussed. On Thursday, January 14, mem- 


_ bers of the New England Guild, American 


_mond is Forever,” 





Gem Society, held their regular meeting 


in conjunction with this course, at the 
Statler, and opened it to all students and 
graduates of the GIA course in this terri- 
tory. Mr. Krashes showed a film, “A Dia- 
and spoke on “Meeting 
Diamond Sales Competition.” 

q As this issue went to press, Ellsworth 
Read, secretary-treasurer of the Boston 
Jewelers Club, reported that advance res- 
ervations were pouring in heavily for the 
club’s 66th annual banquet at the Hotel 
Statler on February 6. Complete details 
and pictures next month. 

q The .10 teams of the Boston Jewelers 
Bowling League resumed rolling at the 
Boylston Bowladrome on January 5, fol- 
lowing the Christmas and New Year holi- 
day recess. When the first half of the 
season closed, four teams—Mahar & Eng- 
strom, E. H. Saxton, A. Stowell, and D. C. 
Percival—were practically breathing down 
one another’s necks as they all hit high 
scores, according to Harry Sederquest, of 
Percival’s, scorekeeper. 

q Santa Claus distributed engagement dia- 
monds plentifully at Christmas time at the 
Smith-Patterson Co., with four reported— 
William O’Brien, office manager; Joanne 
Deibel, office staff; Martha Lee, adver- 
tising artist; and Eleanor Kilduff, silver 
department. Mrs. Florence Harrington, 
cashier, is convalescing following a serious 
operation. Donald Reaves, vice-president, 
made his 10th annual trip to the 24-Karat 
Club dinner in New York, January 16. 
¢ All traveling salesmen for D. C. Percival 
& Co., Jewelers Building, were on annual 
winter vacations during the first week in 
January. Lorenz Ernst, head of the silver- 
ware and clock department, is convalescing 
at his home _ following hospitalization. 
Joseph Keating, local salesman, also is 
home from the hospital. Mr. and Mrs. 
Frank Jackson, and daughter Barbara, 
spent the Christmas and New Year holidays 
in New York. 

q Offices and sales quarters of N. I. Good- 
man, Inc., 1006-7 Jewelers Building, have 
been completely redecorated. Mr. and. Mrs. 
Paul Lifset and family (Mrs. Lifset will be 
remembered as Tina Goodman) spent the 
month of January in Florida. Miss Doris 
Perry, bookkeeper, spent the Christmas 
and New Year holidays in New York City. 
q Louis Rosenblatt, 908 Jewelers Building, 

















NEW ENGLAND 


closed his office in January and will he 
sojourning in Florida until April, traveling 
that area, and returning to Boston in the 
spring. 

q Robert “Bob” Johnson, of Parker Pe, 
Co., post-carded on December 29 from 
North Conway, N. H.—where there wa; 
very little snow at the time—that he had 
“just finished quarter-finals (in second 
place) in the New England Amateur Ski. 
Jumping contest.” 

q Officers and directors of the Diamond 
Peacock Club met at the Hotel Somerset 
on January 22 and mapped plans for the 
spring dinner-dance to be held at the 
Somerset on May Ist. 

q Bert “Sparks” Stranger of the Herbert 
W. Stranger Co., 305-6 Washington Build. 
ing, was nationally honored in two pub. 
lications which printed his picture in con. 
nection with Red Cross relief work at 
the Worcester, Mass., tornado—the Ameri. 
can Red Cross Magazine, and the Nationa 
Boy Scout Magazine. Both Bert and his 
wife were tendered a bon-voyage surprise 
party at the senior Stranger home on Jan- 
uary 2, the young couple leaving on Jan. 
uary 6 for a Caribbean cruise. Several 
Greater Boston jewelers attended the party. 
Robert “Bob” McLaren, manager of the 
firm, planned to move into the new home 
he has built in Arlington late in January. 
Mr. and Mrs. Stranger, Senior, spent 
Christmas in New York City. 

q Mrs. Martha Kelley, wife of Arthur S. 
Kelley, treasurer of Norling & Bloom, Wash- 
ington Bldg., slipped on the ice while 
visiting in Hopkinton, N. H., and _ broke 
her wrist. She is convalescing at home. 
Mr. and Mrs. Cameron “Cam” Burnap, 
spent two weeks vacation at their Lunen- 
berg, Mass., home. 

q An old familiar landmark with northern 
New England traveling jewelers and jew: 
elry salesman—the Vaughan House, Cari 
bou, Maine—burned down on New Year's 
eve. Elmer J. “Jockey” Johnston, Caribou 
jeweler, was one of the local businessmen 
group of stockholders. 

q Eugene Sanger, of Sanger & Co., Wash- 
ington Building, celebrated his 89th birth- 
day on January 31, hale and hearty as ever. 
q The Jack Michaels Co. marked its first 
year in the jewelery business with an an 
niversary dinner party for members of 
the firm, their wives, and friends at the 
57 Club on December 28, followed by 4 
theater party at the show, Guys and Dolls. 
4 Harold Barry, of Barry & Epstein, 401-4 
Washington Building, made his 18th am 
nual trip to the 24-Karat Club dinner, 
New York, January 16, and he and Mrs. 
Barry left for Florida just after February 1. 
q Al Terban, of Mendelsohn & Terban, 
412-15 Washington Bldg., spent three weeks 
in New York and Florida in January. On 
his return, Mr. and Mrs. Bernie Mendelsohn 
left on February 5, for a cruise of Nassau, 
Bermuda, and the Bahamas. 
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¢ Henry Kamlot, 307-11 Washington Build- 
ing, has added new showcases along the 
wide expanse of windows in the corridor, 
and a new line of jewelry, watches, rings, 
clocks, and camera supplies to his regular 
line of watch findings. 

4 The store of the late Ben Gluck, jew- 
eler, 41-43 Province St., Boston, was sold 
out the end of December and the business 
closed. 

4 Mrs. Elsie Abbott, advertising manager, 
A. Stowell & Co., has taken an extended 
southern vacation with her husband. Win- 
ston Emery, of the gold department, en- 
tered the Deaconness Hospital in January 
for a checkup. 

¢ Earl’s Jewelry Co., Framingham, Mass., 
sold out to assignees the day after Christ- 
mas, 1953. 

4 Fred DeScenza, of the Alfred F. De- 
Scenza & Son firm, 609 Washington Build- 
ing, reported his ski lodge at Ossipee, 
N. H., as doing very little business up to 
and over the New Year due to lack of 
snow which has hit the winter-resort area 
operators very hard. 

4 The Colton-Lewis Co., Washington Build- 
ing, planned to take over Room 702 after 
February 1, it having been vacated by 
J. M. Michelin, who moved to Room 302. 
This would be an expansion for the Colton- 
Lewis company, which has had stockrooms 
in other parts of the building. 

4 A correction on an item in this column 
last month comes from Roger Dumont, 
jeweler of Brockton, Mass., who reports 
that the story about his moving to Florida 
permanently, as printed in local papers, 
was somewhat inaccurate. He did purchase 
a house in Florida, and Mrs. Dumont is 
there for the winter, but he is keeping 
his store in Brockton. 

¢ Gem-Ell Jewelry Co., Room 406, Province 
Building, has remodeled its quarters, en- 
larging its sales area. 

q Arthur Wright, Jr., son of Arthur Wright, 
of Buffalo Jewelry Case Co., has left Korea 
after a year there with the U. S. Marine 
Corps. 

q Harold Swadock has resigned as New 
England representative of the Bulova Watch 
Co. 

q A. P. Smith, who formerly operated a 
retail jewelry store in Cobleskill, N. Y., 
is now covering New York state territory 
for Hub Material Co., Washington Building, 
Boston. 

q Irving A. Moody, jeweler, of Waterville, 
Maine, is reported as retiring from business. 
q Irving Gashin, son of A. Gashin, jeweler, 
901 Jewelers Building, was tendered a 
testimonial dinner by the State Department, 
Jewish War Veterans, at the Hotel Somer- 
set, Boston, on January 17, on the occasion 
of his opening a new Jaw office, Berenson 
& Gashin. 

q Following installation of new partitions 
and show cases in the quarters of M. S. 
Page Co., 505-8 Jewelers Building, the firm 
has now closed off Room 505, and is ad- 
vertising it for occupancy. 

q John Calley, salesman, Katherine A. 
Murphy Co., 509-11 Jewelers Bldg., spent 
the first two weeks of January at the 
U. S. Navy’s instructor school in New York. 
4 George C. Mullin, head of the materials 
department of Mahar & Engstrom Co., 
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Jewelers Building, for the last 10 years, 
and for 34 years located in the same build- 
ing, died December 16 after a prolonged 
illness. He was a star member of the 
Boston Jewelers Bowling League for many 
years. 


q Gordon Brothers have sold their interest 
in the E. B. Horn jewelery store, 429 
Washington St., Boston, to Benjamin Finn, 
with whom they were associated. 





NEMJ&SA Directors Name 
Committee Chairmen 


Committee chairmen of the New England 
Manufacturing Jewelers’ & Silversmiths’ 
Association were appointed at the December 
meeting of the board of directors by Emil 
E. Fachon, president. 


Named to standing committees were 
Isadore Paisner, legislative; Edgar E. 
Baker, by-laws; William A. Carroll, mem- 
bership, and Stephen H. Garner, finance. 


Appointed to head special committees 
were Raymond L. Wells, taxes; Isadore 
Paisner, vocational education; Olof V. 
Anderson, member and public relations; 
Edgar M. Docherty, marking and stamping, 
and Angelo Del Sesto and Max Kestenman, 
jewelry showing division. 

The board approved a change in the 
Trade Association Joint Council policy 
under which the staff executive of each 
participating association will act as that 
assOciation’s representative to the council. 





Everson Joins Alice Jiry. Co. 
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Paul G. Everson (left) is shown here 
being welcomed by Lou Jaron, president 
of the Alice Jewelry Co., Providence, 
R. I., as he joined that firm as vice 
president and general manager. 

Mr. Everson was formerly executive 
vice president and general manager of 
the Taunton Pearl Works. 





Detrcit Jewelers Name Manning 


Lewis H. Manning, vice president of 
Cole & Erwin, Inc., was recently elected 
president of the Greater Detroit Jewelers 
Association. He succeeds William Fried- 
berg (Friedberg’s Jewelry, Inc.). 

Other officers elected were: Bernard 
Wein (Rose Jewelers), first vice presi- 
dent; Jack Laula (Otto Laula & Co.), 
second vice president; Bud Gerson 
(Myers Jewelry Shop), secretary, and 
Leonard Tigay (Bond’s of East Detroit), 
treasurer. 
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V/ omoterpieees 


HAND CARVED IN GENUINE IVORY 


Direct Imports from Germany 


NECKLACES © BRACELETS ® EARRINGS 


Exclusive for fine retail jewelers 
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Completely Renovated 


from $4.25. 
including parking 








NEW MANAGEMENT 








Ask For 
Time Tested 


NYE OILS 


Best for Watches and Clocks 


Stand The 


Test of Time 


New Bedford, Mass. 


Wm. F. Nye, Inc., 

















Aris fo 


when in need of 
STOP WATCHES 
CHRONOGRAPHS 


ARISTO IMPORT CO., iNC. 
630 Fifth Ave., New York 20, N. Y. 
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Precious and Semi-Precious 


STONES 


STAR SAPPHIRES 
EMERALDS 

CAT'S EYES 
RUBIES—SAPPHIRES 
AQUAMARINES 
PERIDOT 
TOURMALINES 
TOPAZ 

AMETHYST 
















Unusual Gems 


Memo Selections sent promptly 


ALLAN CAPLAN 


2 West 46th Street New York 36, N. Y. 











































SEED PEARL REPAIRS 





ASIATIC ART JEWELRY CO. 


225-Fifth Ave., N. Y. 10, N. Y. 

































Flannel Rolls & Bags for Silverware 
anti-tarnish 
available in I8 attractive colors 
Guaranteed fine quality Prompt service 
Write for samples and prices 


EUREKA MFG. CO., INC., TAUNTON, MASS. 


makers of silverware protection since 1926 


































LEARN WATCHMAKING 
REPAIRING - ENGRAVING 
Day or Evening 
Si et PHILA. COLLEGE OF HOROLOGY 
4.56 $ aay 1338-48 W. Somerset St., Phila. 


Write Dept.""K"' Ill’ d Catalog 
School Baldwin 9-1376 Est. 1894 


Sie 
in Watehmaking 
Sept. 22-May 23 Arthur T. Johnson, Principal 
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q A full line of higher priced merchan- 
dise is being added to the stock of Eddy 
Roberts’ Hollywood Jewelry store now on 
Sansom Street near 16th, once an exclu- 
sively costume jewelry store. Included in 
the expansion are silverware, diamonds 
and gold jewelry. A new engraving ma- 
chine will soon provide facilities for en- 
sraving on the premises. All this expan- 
sion causes a serious space problem. Ever 
since the site of the original Eddy Roberts 
shop on 16th just south of Chestnut Strect 
was assimilated into the new Bailey, 
Banks and Bidd!e building Eddy has been 
seeking larger quarters in the downtown 
shopping district. 

q Four more acres will be added to the 
parking lot at the Suburban Shopping 
Center, home of the Diesinger Jewelry 
store in Ardmore, Pa. Back in 1928 four 
acres was the size of the parking lot in 
this, one of America’s first shopping cen- 
ters. Another four acres was added two 
years ago. In 1953 the increase in the 
flow of traffic to this spot necessitated 
additional parking space, so in January 
1954 the Massachusetts Mutual Life In- 
surance Co., owner of the shopping center, 
bought a piece of adjoining land owned 
by the Pennsylvania Railroad. Four 
houses, a freight station and a number of 
railroad tracks were moved or demolished 
to make place for the customers of 
Diesinger’s and neighboring stores to park 
their cars while shopping. 

q There’s less room for display material 
in the new, smaller, window of the C. R. 
Smith store at 7 S. 18th St., so Ed Miller 
and his staff are being particularly selec- 
tive in deciding what shall go in. He 
reports excellent results with display ma- 
terial supplied by some of the leading 
manufacturers. 

q Now that “bad travelling weather” is 
with us and thus window shoppers are at 
a minimum, the C. R. Smith and Son 
repair business will be promoted with a 
series of ads being prepared at this 
writing. 

q Josef S. Milner has announced that the 
entire stock of the C. J. Doederlein Co. 
of Baltimore, Md., has been purchased by 
the House of Milner of Sansom St., Phila- 
delphia. 

q The effectiveness of a display of wall 
clocks has been greatly increased by a 
background of soft ivory wallpaper em- 
bossed with a gold design, resembling silk 
brocade, to replace a dark mahogany 
square of wall paneling at the Walter S. 
Hansen store, 39 S. 18th St. 

q Miss JoAnne Milner, daughter of Josef 
Milner, of the House of Milner, will be a 
Valentine Day bride, marrying Barry A. 
Hersh of Philadelphia on February 14th. 
q Another Valentine Day wedding will 
join Miss Shirley Schwartz of the House 
of Milner to Stanley Overback of Phila- 
delphia. 

q The last meeting of the Retail Jewelers 


&4§ PHILADELPHIA 











Council, an inter-city organization of re. 
tail jewelers, occurred on January 19th 
at 2601 Parkway. Plans were made for 
bringing increased business into members’ 
stores throughout 1954. The date of the 
next meeting has not yet been announced. 
q “Valentine’s Day is Engagement Ring 
Day” is the theme of ads and displays 
promoting diamond ring sales at the Fred 
Sauter store, 2713 W. Girard Ave., and 
several other neighborhood jewelers. 

q C. Fred Muth was requested to give 
one of his well-known talks on gems illus. 
trated with samples from his collection of 
gemstones—this time on television. He 
appeared Monday morning, Jan. 11th, on 
the Dick Golden, “University of the Air” 
TV show over WFIL-TV, Channel 6, con- 
ducted by the Academy of Natural 
Sciences. 

q Plans for bringing more business into 
the S. Smith’s Sons store at 104 N, 
2nd St. in 1954 include envelope stuffers 
supplied by the various manufacturers to 
boost sales for each holiday, and many 
special promotions. 

q The Orbress Clock Co., a subsidiary of 
the Orloff Co., is now being formed to 
handle the exclusive’ distribution in 
America of Kienzle clocks made by the 
Kienzle Clock Co. in Germany. Paul Stern 
is covering the West Coast, Merrill Harris 
the East Coast and Leonard Lewy, the 
Mid-West territory. The clocks will be 
distributed through jobbers. Some of these 
clocks are now available through Mickey 
Orloff (The Orloff Co.), 116 S. 7th St. 
in Philadelphia. 

q The National Watch Repairing Co. 
owned by Norman and Al Goldberg, is 
moving from 727 Sansom St. after 34 
years at this location. The firm’s new 
and larger quarters are located in room 
207 of the Jewelry Trades Building, 74 
Sansom St. They will be completely 
air-conditioned and will be equipped and 
decorated in a modern manner. The 
company plans to move to its new site 
after the 15th of this month. 





Sandsteel Research Tests 
"Unbreakable" Mainsprings 


Sandsteel Spring Division, according to 
James S. Pasman, vice-president, has been 
conducting tests over the past three years 
in its laboratories on precision watch 
spring production. Pasman reports that 
a long series of tests on unbreakable-type 
mainsprings indicate a wide divergence 
as to characteristics and quality. Sand- 
steel produces mainsprings for every type 
of watch. 

In the case of most mainsprings tested, 
the term “unbreakable” should be used 
with reservation, according to Pasman, 
though alloys increase the strength of 
the metal to withstand normal wear and 
tear. 
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Four-Point Formula Offered 
To Boost Sales in ‘54 


Retailing firms, says U. S. Under Sec- 
retary of Commerce Walter Williams, may 
find it advisable to use a four-point 
formula this year in their efforts to top 
a 1953 sales total of about $170 billion. 

Suggested by Mr. Williams as_ mer- 
chandising aids are: 

1. Stocking of newer, better-grade prod- 
ucts which will meet public demand for 
increased comfort and labor-saving in 
the durable goods lines. 

2. Development of a more effective sales 
staff, coupled with improved sales _pro- 
motion and advertising methods. 

3. Lowering of distribution costs through 
use of new operating techniques. 

4. Employment of the results of both 
private and government marketing re- 
search to find who the potential customers 
are, where they are located, what they 
have to spend, and what they want to buy. 

In the more prosperous of the years 
before World War II, Williams points 
out, Americans were spending nearly 95 
per cent of their disposable earnings for 
consumer goods and services. Yet, in 
the past three years, consumer spending 
has averaged only about 92 or 93 per 
cent of disposable income. 

Mr. Williams emphasizes that the buy- 
ing power to boost the percentage higher 
is available. The principal task, he says, 
is “to keep the goods moving.” 





Jewelers May be Affected 
By Revision of Labor Act 


Full support of the Eisenhower Ad- 
ministration may be expected to be thrown 
behind the move for a sweeping revision 
of the Fair Labor Standards Act, it is 
indicated in President Eisenhower’s State 
of the Union message to Congress. 

A detailed outline of Administration 
proposals in this field was slated to go 
up to Congress in late January. Basic 
proposal was to be the revision upward 
of the present statutory wage minimum of 
75 cents an hour. Labor itself has been 





















































urging the minimum be increased as high 
as $1.25 an hour and bills to this effect 
have been introduced. 

No such boost can be expected, sources 
on Capitol Hill say, although it is ex- 
pected that the minimum will be increased 
along with expansion of the law’s cover- 
age. 

Of equal importance to jewelers and 
other retailers is the move to broaden 
coverage of the law. At present, small 
businesses and retail stores generally are 
not required to conform to the hours 
and wage provisions of the law. 

Trade sources in Washington say that 
inclusion of retail business under the 
coverage would have adverse impact on 
employment as well as acting to push 
wages up all along the line, perhaps 
setting off a new cost spiral. 





Proposed Hike in Postal Rates 
Heads Agenda of House Unit 


White House recommendation for an 
increase in postal rates has been tagged 
as first on the order of business by the 
House Post Office Committee. But such 
legislation will have to travel a rough 
road before enactment. 

There’s a division of thought within 
the committee itself which last year held 
long hearings on a bill which has been 
endorsed in principle by the president. 
Among other things, increases would in- 
clude a l-cent jump in first class letter 
rates and a 2-cent boost in airmail. 

Even if the Senate and House com- 
mittees should approve and recommend 
enactment of the legislation, there’s a 
strong school of thought in Congress 
which, though recognizing the deficit in 
the Post Office Department, maintains 
that postal facilities were provided as a 
service to promote domestic commerce— 
and never intended to be self-supporting. 

Meanwhile, an additional deficit ap- 
pears to threaten. Interstate Commerce 
Commission last month was shortly ex: 
pected to grant the railroads a 10 per 
cent increase in parcel post mail haul 
rates—a boost that postal officials have 
agreed to as justified. 





HAMILTON HONORS 28 VETERAN EMPLOYEES 





Gold award watches were presented recently to 28 employees of the Hamilton Watch Co. 


who had completed 25 years of service with the company last year. The watches bore the 


customary inscription "To a craftsman—a product of his craft for long and loyal service." 


Presiding at the presentation ceremonies were Lowell F. Halligan (front row, extreme left), 


vice president, and George P. Luckey (front row, extreme right), president. 
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for Home or Office . 





CLOCKS 


AUTOMATICALLY CALCULATE 
"time at a glance"' 


Shown above: Model 800 
REGENCY. Retails at 
$40.00. Other fine NUME- 
CHRON Self-Starting Elec- 
tric Clocks from $9.95 to 
$85.00. 


"As Advertised in TIME” 


Consult your distributor 
or write for illustrated 
catalog and attractive 
discounts. 


Personalized Imprinting Available 








PENNWOOD NUMECHRON COMPANY 


7249 Frankstown Avenue, Pittsburgh 8, Penna 











LEDA FINDINGS CO. 


Announces 
their NEW and complete line 
of 14 Kt. Gold Findings 


EAR WIRES WING BACKS CATCHES 
SPRING RINGS STUD BACKS JOINTS 
SETTINGS CHAIN LETTERS 
PINS CLASPS & LOCKS 
(“and a Thousand & One other 
items’’ ) 


Leda Findings Co. 


Diamond Center of America 


36 West 47th Street PL 7-0758 New York 36, N.Y. 





















“@ receipt books, etc, 
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» FREE samples 
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-surnamer co. 
/th Ave., N.Y. 1, NY. 







































¢ SUPPLY 


FOR ALL YOUR 
INVESTMENT CASTING 
and FINISHING EQUIPMENT 
SIMPLIFY YOUR ORDERING... 


We can offer you prompt delivery on a 
complete line of equipment covering all 
of your needs. 








































7 EQUIPMENT 
_ Wax Injectors 
Melting Furnaces 


Casting Machines 
Polishing Machines 


ACCESSORIES 


Crucibles 
Plexiglass Bell Jars 
Tongs 

Torches 


MATERIALS 


Investments 
Waxes 





Write for Free Catalog No. 52 


ALEXANDER SAUNDERS & CO. 


97 Bedford Street New York 14, N. Y. 
WAtkins 4-8880 


































ANTIQUES WANTED 


Genuine Antiques and 
Antique Reproductions 


Sliverware — Gold and plated jewelry — old 
costume jewelry. Watches—movements—watch 
bands, any kind, any type, in any condition. 
Diamonds—any kind or size. Gem and semi- 
precious stones. Gold Scrap—Platinum—filled 
and plated scrap. No consignment too large 
or too small. Our check sent immediately. Your 
consignment will be held intact for 10 days, 
subject to your approval of our check. ? 

References: Whitney National Bank, Morgan 
Branch, New Orleans, La.; National Jewelers 
Boord of Trade; Dun and Bradstreet. 


ANTIN'S 


114 BARONNE STREET, NEW ORLEANS 12, LA. 
Established 1916 



























For Fast Dependable 
Economical 


WATCH REPAIRING 


Send your work to 





Cooper's Watch Repair Co. 


48 West 48 Street, New York 36, N. Y. 
PLaza 7-1740 

















q Members of the trade were saddened 
to hear of the passing of Cheryl Lynn 
Goodheart, 5'%-month-old daughter of 
Mr. and Mrs. Richard Goodheart, who 
died in her sleep January 6. Her parents 
are the owners of Goodheart’s Jewelers, 
225 S. Ohio St., Sedalia, Mo. 

q John Ullenberg, president of John 
Ullenberg & Co., manufacturers of stone 
set rings, announced recently that the 
firm would open its new plant at 413 
Ziegler St., North Chattanooga, Tenn., 
about the first of this month. The com- 
pany’s entire operation was moved re- 
cently from Buffalo, N. Y. Associated 
with Mr. Ullenberg in the new Chat- 
tanooga enterprise is his brother, Thomas, 
of Buffalo, president of the Forever Yours 
Ring Co. 

q The Greater St. Louis Horological 
Guild recently appointed Adam _ Bakos 
as chairman of a clearing house for the 
placement of unemployed watchmakers. 
Persons desiring further information on 
this placement service are advised to 
contact Mr. Bakos at University Jewelers, 
6360 Delmar Blvd., St. Louis 5, Mo. 
q More than 600 carnations were distri- 
buted to ladies attending the formal re- 
opening of the Viv Sales Jewelry Co., of 
Corbin, Ky., on Saturday, December 12. 
According to Lyle L. Willis, owner and 
manager, the store was damaged in a 
pre-dawn fire during November. By work- 
ing day and night with electricians, car- 
penters, painters and others, Mr. Willis 
was able to re-open the _ establishment 
approximately one month after it had 
been destroyed by the conflagration. The 
re-opening was announced through a large 
display ad in the local newspaper. 

q Mrs. Helen S. Alexander, owner of 
Alexander’s Jewelers, 222 S. Main St., 
Stuttgart, Ark., announced recently that 
Miss Anne Shoeneman is now associated 
with her as a partner. 





Baltimore-Washington News 


q Dick Erlanger is now in charge of mer- 
chandising the clock departments of all 
S. & N. Katz stores with main offices at 
111 N. Charles St., Baltimore. Mr. Er- 
langer succeeds J. L. Taylor, who has 
assumed charge of appliances for the or- 
ganization. 

q Walter Greenebaum of S. & N. Katz 
enjoyed a well-earned vacation at the 
Martinique Hotel, Miami, Fla., from De- 
cember 28 thru January 22. He was ac- 
companied by Melvin Erlanger of the 
same firm, who will remain in that city 
for several ‘months. 

q For the convenience of the many dealers 
and consumers of Sunbeam products in 
the Baltimore area, the Appliance Service 
Co. has been set up recently at 505 W. 
Saratoga St., Baltimore, as an authorized 
factory service agency. W. J. Grzena is 
manager of the agency, which is equipped 
to handle repairs and adjustments. 

q Mr. and Mrs. Eddie Cohen of the Pim- 
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lico Jewelry Co., 5240 Park Heights Ave, 
Baltimore, vacationed in Florida during 
January. 

q Carmel Libercci, Jr., son of Carmel] 
Libercci, jeweler at 2510 E. Monument 
St., Baltimore, was inducted into the U. §, 
Army on January 10. 

q Mr. and Mrs. Jay G. Engel of the Engel. 
Pack Co., Baltimore, left January 25 for 
an extended vacation that will carry them 
by car, boat and plane in and around 
Panama, Cuba and Florida. They are 
expected to return about May l. 

q Norman H. Baumohl, treasurer of the 
U. S. Jewelry Co., Baltimore, was married 
to Miss Beverly Waxman of Baltimore on 
Sunday, January 3. After a honeymoon in 
Jamaica, B. W. I., they will reside at 3915 
Clarks Lane, Baltimore. 

q The Pawnbrokers Businessmen’s Asso- 
ciation of Baltimore, through its chairman, 
Benjamin Krichinsky, and _ co-chairman, 
Jules Livingston, presented a $300 check 
as a gift to hospitalized veterans for the 
purpose of making telephone. calls to their 
loved ones back home at Christmas. The 
check was tendered to Jennie-Lea Bird of 
the Wounded Veterans’ Fund staff. 

q After an existence of some 80 years, the 
C. J. Doederlein Co., 320 N. Charles St. 
Baltimore, closed its doors to business as 
the year 1953 ended. Carl J. Doederlein 
has retired and is at present enjoying a 
stay in Florida. 

q Nelson Coleman, former member of the 
C. J. Doederlein Co., has established him- 
self in a new location at 333 N. Charles 
St. He will specialize in designing, fine 
watch and jewelry repairing and resetting, 
and will carry a line of diamonds, precious 
stones and watches. Mr. Coleman has also 
taken over and will maintain the manu- 
facturing shop of the Doederlein company 
and will continue the television series used 
as an advertising medium by the old firm. 
Grover St. John will assist in watch sales 
and service. 

q Labon Brown is the new owner of the 
Ambassador Jewelry Shop at 1838 Colum- 
bia Rd., N. W., Washington, D. C. Mr. 
Brown was employed as a watchmaker in 
this establishment before he purchased it 
in recent months from Jasper Smith, who 
has relocated in Dallas, Texas. 

q The Colonial Jewelry Co., 32 W. Main 
St., Westminster, Md., is in the midst of 
enlarging and remodeling the rear portion 
of their well-appointed jewelry store. Work 
on the 30 by 25 foot addition to the 
premises was interrupted during the holli- 
day buying season but has been resumed 
with completion scheduled for an early 
date. Melvin Hurwitz, manager of the 
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ALBERT S. SMYTH CO. 


WHOLESALE 


DIAMONDS-WATCHES 
e JEWELRY ® 


5 HOPKINS PLACE, BALTIMORE, MD. 
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credit manager for the banking concern. 

Before joining JAC, Mr. Eisner had 
been associated with Standard Factors 
Corporation as chief auditor. He is a 
graduate accountant of New York Univer- 
sity and a graduate of New York Law 
School. 


store, advised that the enlarged portion 
would be utilized for a gift department 
and for added lines of luggage and leather 
goods. .The increased space will allow for 
expansion of their china, silver and crystal 
departments. The store has been in this 
locality for more than 20 years and is 
owned by Ben Hurwitz. 











Ten Old Silverplate Patterns 
To be Offered by 1847 Rogers 


Ten old and favorite silverplate patterns 
introduced by 1847 Rogers Bros. between 
1920 and 1936 will be made available again 
this spring. Under a special order plan, 
women will be able to complete services 
in their old and popular inactive patterns. 
The revival, known as “Your Favorite Pat- 
tern” Event, starts March 1. 

According to John D. Shaw, sales man- 
ager of 1847 Rogers Bros., thousands of 
inquiries from consumers and retailers who 
want to buy additional units in patterns 
that had become inactive have been re- 
ceived by the firm. He stated that as a 
result of these inquiries, 1847 Rogers Bros. 
is accepting its growing responsibility to 
satisfy this demand. 

Individual orders may be accumulated by 
dealers until April 17. All orders must 
be received by the International Silver 
Co. by May 1. Delivery will be made in 
_ the fall as soon as various items are pro- 
| duced and ready for shipment. 

The unique promotion will be sparked 
by a three-pronged advertising program 
that includes a color page ad in the March 
issue of Ladies’ Home Journal. 


General Time Corp. to Build 
New Plant in Athens, Ga. 


An expansion program for General Time 
Corporation, which will involve the con- 
struction of a new plant at Athens, Ga., 
was announced recently by Donald J. Haw- 
thorne, president. 

The new factory, a one-story structure, 
will contain about 100,000 square feet of 
floor space. It will manufacture West- 
clox electric clocks. 

Fifty-six acres of land for the structure 
has already been acquired by the company 
and construction will start in the near 
future. The new plant will initially pro- 
vide employment for about 500 workers 
and substantially more when the plant’s 
ultimate capacity is reached. 

In announcing the program, Mr. Haw- 
thorne said it was another step in the 
company’s projected expansion of facili- 
ties to meet the increasing demand for 
its products. 








JAC Names Eisner Credit Mgr. 


Beardsley Ruml, president of the Jewelers | 
Acceptance Corporation, has announced 
the appointment of Lewis R. Eisner as 








OVER 200 ATTEND PROVIDENCE JEWELERS' BANQUET 
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Among those seated on the dais at the second annual dinner-dance of the Providence 
Jewelers Club were, left to right: Mrs. Michael W. Mahar;. Michael W. Mahar, president 
of the Diamond Peacock Club; Mayor Walter E. Reynolds of Providence; William Shaweross, 
chairman of the board of governors of the Providence Jewelers Club; Reginald White, 
president of the Providence Jewelers Club; Mrs. Reginald White, and Emil E. Fachon, 
president of the New England Manufacturing Jewelers & Silversmiths Association. 


EK. Fachon, president of the New England 
Manufacturing Jewelers & Silversmiths As- 
sociation, and Mrs. Fachon; John A. 
Cerrito, president of the Manufacturing 
Jewelers Sales Association, and Mrs. Cer- 
rito; Michael W. Mahar, president of the 
Diamond Peacock Club, and Mrs. Mahar; 


Guests of honor included: Governor and Herbert L. Thomae, vice president of 


Dennis J. Roberts of Rhode Island; Mayor the Boston Jewelers Club, and Mrs. 
Walter H. Reynolds of Providence; Emil Thomae. 


More than 200 jewelers and their guests 
attended the second annual dinner-dance 
of the Providence Jewelers Club. The 
event was held on the evening of November 
24 at the Crown Hotel in Providence. 

As a souvenir of the occasion, each lady 
present received a lovely pen and pencil 
set. 
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AN AUCTION 
SERVICE FOR 
JEWELERS 

WHO CARE 


Complimentary press notice after 
press notice establishes our supremacy 
in attracting crowds and pleasing the 
public, just as letter after letter in 
our files from jewelers in all parts 
of the U. S., setting forth our actual 
cash results for them, proves our 
leadership in raising large sums of 
cash quickly. 


THERE IS NO HURT FROM 
A FAUSSETT AUCTION 


THOMAS J. FAUSSETT 





America’s Foremost Jewelry Auctioneer 


For the jeweler who wishes to sell 
out, we can tell as close as humanly 
possible what his stock will realize. 
If he so desires, we will buy his en- 
tire business outright and conduct the 
liquidation sale on our own behalf. 


AUCTIONEERS 
The Faussett-Swann auction serv- 
ice for 1954 embraces one of the 
strongest and most reliable com- 
bination of auction talent brought 
together during the past quarter 
of a century. 


A FEW OF THE MANY REFER- 
ENCES EARNED FOR US DUR- 
ING THE YEAR OF 1953. 


Mr. Harold P. Sutton, Executor, Mc- 
Cook, Neb., store Est. 1888: Mr. L. W. 
Terry (Bell Jewelers Est. 1884), 
Kalamazoo, Michigan. $200,000 Re- 
moval Sale for Middletons’ Jewelers, 
Fort Lauderdale. Mr. Earl Middleton 
was four times President of Florida 
Retail Jewelers Association. 

HISTORY OF AUCTION SALES THAT 
MADE AUCTION HISTORY THROUGHOUT 
AMERICA EMBRACING OVER THREE MIL- 
LION IN ACTUAL CASH RESULTS FOR 24 
JEWELERS, ALONG WITH THE FAUSSETT 
GROUP SALE HELD FOR THE SIX LEAD- 
ING JEWELERS OF ST. LOUIS, 40., 
1932-3 FOUND IN OUR BOOKLET. 
“Honor,” said a great author, “is like 
a precious stone, the price of which 
is lessened by a single flaw.” 
Kindly write or wire rather than 
phone. 


THOMAS J. FAUSSETT 


521 Fleming Street 
HOWELL MICHIGAN 
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GENUINE A. DUMONT’ 
TWEEZERS_“; 


@ The Best Twe 






3 Order Through Your Jobber Now! 
THE NEWALL MFG. CO. 


























—GOLD 
—SILVER 
—RHODIUM 


& 
@’ SILVERWARE 
Repaired—Cleaned—Plated—Lacquered 


We furnish BLADES—MIRRORS— 
BRUSHES — TOILET 
and other missing parts 


SWARTZ & CO. 


Established 1917 
10 South Wabash Avenue 
This is Our Only Location 
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IMPLEMENTS 


Chicage 3, ilinels 

















WATCH DIALS 


REFINISHED 
4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., 

















The only timing machine that 
dares say compare 
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MAIL THIS COUPON TODAY 


HENRY PAULSON and COMPANY 
131 Se. WABASH AVE 


Please send me full information covering the Jewelers 
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S. Wabash Ave., reported that the firm 
had just completed the installation of an 
IBM billing and accounts receivable op- 
eration. As a result, their entire book- 
keeping system is now being handled on 
key punch cards. Richard Olsen, who was 
to represent the firm in Minnesota and 
North and South Dakota, was scheduled 
to start on the road February 1 upon his 
return from a Florida vacation. Roy 
Jovien, Chicago salesman for the firm, 
was vacationing in Mexico during January. 
q Frank Spears reported that at the re- 
cent sales get-together meeting which 
F. H. Noble & Co. held in December, the 
out-of-town visitors included Fred Dilling- 
ham from the Providence office and Ed 
Franzblau and Miss Steinhauer from the 
New York office. Miss Steinhauer also 
took advantage of the occasion to visit 
our stores and do some shopping in 
Chicago. Scheduled to leave Chicago to 
cover their various territories last month 
were Johnie Ronk, traveling through the 
South, and Jack Manning, who covers 
western New York, western Pennsylvania, 
Ohio and Michigan for the firm. 

q The Boyden-Minuth Co. (29 E. Madison 
St.) regretfully announced the death of 
their auditor, Claude Harwood, on De- 
cember 26. John Nichell, jeweler with 
Boyden-Minuth, left for a few months’ 
vacation in Central Florida visiting his 
son. 

q Imperial Pearl Syndicate reported that 
Mr. and Mrs. Joseph Goldstone were plan- 
ning to leave on a trip to Japan March 1. 
Their itinerary includes stops at the firm’s 
Los Angeles office, and on their return, 
in Honolulu seeing their Hawaiian fran- 
chise dealers. In Japan they will make 
their headquarters at the firm’s Tokyo 
office. They expect to be gone about six 
weeks. 

q Dave Newman, formerly a _ manufac- 
turers’ representative at 10 S. Wabash, 
has been in charge of the watch depart- 
ment of Joseph Hagn Co., 223 W. Madison 
St., wholesalers, since November 1, 1953. 
q The Neptune Cultured Pearl Syndicate 
of New York City (550 Fifth Ave.) has 
opened a branch office here in Chicago at 
5 N. Wabash Ave., Room 1207. Represent- 
ing the firm here are Julius Meyer and 
David Neems. They will carry a complete 
stock of loose pearls, strands and chokers. 
Listed under the name of David Neems & 
Co., the two men will cover the entire 
midwest area for Neptune. They also 
carry a line of loose diamonds. This is 
their first venture into business for them- 
selves although both have been employed 
in the jewelry industry here; Meyer with 
a ring manufacturer as a pearl and dia- 
mond buyer, and Neems as a salesman 
with a diamond importer. 

q The Williams Jewelry & Manufacturing 
Co., 10 S. Wabash Ave., happily reported 
that Mrs. Clarence J. Williams, Sr., was 
recovering from her recent long illness. 


CHICAGO 


q A. Braude of Emil Braude & Sons, 538 














q The recent credit and collection forum 
held by the Jewelers Association of 
Greater Chicago on January 6 proved most 
successful, according to Ben Sacks, secre. 
tary of the association. The attendance 
was excellent and top credit men from 
various retail establishments discussed. the 
subjects and answered the many lively 
questions from the floor. As a result of 
the success of this forum, the association 
has decided that this is one of the best 
means to help give the retail jeweler the 
necessary know-how which is demanded 
of him to face his business problems to. 
day. A series of such forums is being 
planned for the future in which carrying 
charges and similar subjects will be coy- 
ered. The next meeting of the JAGC was 
scheduled for Wednesday, February 3. 
q The annual meeting of the Jewelers 
Club was set for February 16 at the 
Ciub. 

q February 20 is the date set for the 
Golden Roosters annual formal ladies 
party at the Congress Hotel here. Formal 
induction of new officers will take place 
during the affair. Herman Kramer, chair- 
man of the entertainment committee in 
charge of the arrangements, reports about 
400 are expected to attend the Roosters 
gala event of the year. 

q Jacob A. Adams, 66, of 5123 North 
Ciaremont Ave., died January 8 in Evan- 
ston hospital. Mr. Adams retired a year 
ago after 52 years with C. D. Peacock, 
Inc., State St. jewelers. Surviving are 
his widow, two sons and four daughters. 





Students and Alumni Honor 
Bradley University Professor 


A surprise party in the form of a testi- 
monial dinner was given recently by the 
present and past students oi Bradley Uni- 
versity Horological School at Peoria, IIL, 
to Prof. Fred E. Brown, finishing depart- 
ment instructor of the school for more than 
a half century. The eveat, held at the 
University Club, marked the professor's 
semi-retirement, which took place a short 
time ago. 

Ninety-odd participants attended the 
dinner which was instituted by present 
students of the school..in cooperation with 
the alumni. The school chose William 
Harrison, of Ontario, Canada, and Tom 
Bulfer of Litchfield, Ariz., as a committee 
on arrangements, and Joseph Grace, head 
of the school’s engraving department, as 
master of ceremonies. The alumni chose 
Homer Coulter, F. L. Fueger and A. D. 
Garrott, prominent Peoria jewelers, as their 
committee. Both committees worked hard 
and did a commendable job in making the 
party a complete success. 

University dean Chester E. Sipple for- 
mally presented Mr. Brown with an illumi- 
nated scroll on behalf of the school. In 


| addition, the students presented him with 
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A spirit of fun and gaiety prevailed at the annual Christmas party of the Goldsmith Bros. 

Smelting & Refining Co. which was held in the Florentine Room of the Congress Hotel in 

Chicago. The festive mood was enhanced considerably when Marc S. Goldsmith, president 

of the firm, announced that bonuses — be — and divulged details of a profit- 
sharing plan. 


—_—_—— 


a high-speed tool-sharpening grinder for 
use in his home workshop. 





Mead Closes Detroit Office, 
Makes Sales Staff Changes 


Jack Montgomery, sales manager of 
M. A. Mead & Co., announced recently 
that the firm had closed its Detroit office. 

In line with this development, he also 
announced the following changes in sales 
coverage: Gerry Therrien, Michigan sales- 
man, will continue to call on jewelers in 
Michigan, but will work from Chicago. 

Lou Gollberg, who has covered Wis- 
consin and upper Michigan, is taking over 
the firm’s diamond department, and will 
call on customers throughout the midwest. 

Bill Gollberg, who worked with his 
father, Lou Gollberg, for three and one- 
half years, is now back with the company 
after two years with the Marine Corps. 
He will take over the Wisconsin-Michigan 
territory covered by his father. 

Olie Olsson, who formerly worked for 
the firm in and around Cincinnati, and 
who is working now for Flanagan & Kovac 
of Cincinnati, will handle M. A. Mead’s 
Boulevard watch line in the territory he 
covers. 





Kalamazoo Jewelers Ass'n. 
Elects Miller President 


Morris Miller, of Fern-Miller Jewelers, 
was elected president of the Kalamazoo 
Jewelers Association on Tuesday evening, 
January 5, at the group’s dinner-meeting 
in the Columbia Hotel, Kalamazoo, Mich. 
He succeeds Ray Pixler. 

Named as_ secretary-treasurer of 
association was Guy J. Fooy. 

The business meeting which followed 
dealt mainly with the “Know Your 
Jeweler” campaign sponsored by the asso- 
ciation. Excellent response to the news- 
paper and radio campaign was reported 
by several members. 

Mr. Miller, the newly-elected president, 
IS an active participant in civic affairs. 
He is a past president of the Kalamazoo 


the 
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GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 





818 LIBERTY AVE., PITTSBURGH 











County Fireman’s Association and also a | 
past president of the traffic division of | 
the Kalamazoo Safety Council. | 





Loud Retires as President 
Of Wright, Kay & Company 


The board of directors of Wright, Kay | 
& Co., leading jewelers of Detroit, Mich., | 
announced recently the retirement of its | 
president, Percy K. Loud, who will con- 
tinue to actively pursue his other interests. 


Henry H. Wright has been named suc- | 
cessor to Loud as president while Harry 
A. McDonald, Jr., has been appointed a 
member of the board of directors of the | 
93-year-old firm. | 

Percy K. Loud first joined the firm at | 
the age of 12, serving as a holiday em- | 
ployee. His progress and rapid develop- | 
ment in executive roles soon became a mat- | 
ter of record. 

When Robert Kay retired Loud began a 
road of steady advancement. He was ap- 
pointed secretary, followed by his promo- | 
tion to the office of treasurer in 1919. He | 
retained both positions until his elevation | 
to president-treasurer in 1944, He resigned | 
the responsibilities of treasurer in 1949. | 


Throughout his long association with the | 
firm, Mr. Loud has played an integral role | 
in many local and national trade organi- | 
zations. He is currently serving as Michi- | 
gan representative of the Jewelers Vigil- 
ance Committee and until recently was 
secretary-treasurer of all subsidiaries of 


Wright, Kay & Co. 











“Plant America” Award 
Won by S. H. Clausin & Co. 
The S. H. Clausin & Co., wholesale 


jewelers in Minneapolis, Minn., has won 
a “Plant America” Award for the land- 
scaping around its new headquarters 
building. Homedale Nurseries of Minnea- 
polis, who did the landscaping, entered 
a photograph in a national contest spon- 
sored by the American Association of 





Wristwatch & Carmen 
Expansion Bands 


ALL TYPE 
Embraceables 
Repaired 
75¢ 





M. MARTIN & CO. 


5 S. Wabash Ave. Room 611 
CHICAGO 3, ILL. 

















WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, tll. 
Students may enroll at any time of the year 

















CENTRAL WATCH CO. 


ESTABLISHED 191! 


WATCH REPAIRING 


to the trade 


EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 
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Nurserymen, and it won a first award. 





Our work costs no more > 
than ordinary work & 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 
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SCHIRA BROS. 


PLATINUMSMITHS—DIAMOND IMPORTERS 


Manufacturers of exclusive Jewelry 
LOOSE AND MOUNTED GOODS 
MEMORANDUMS GLADLY SUBMITTED 
530 WALNUT ST. CINCINNATI, O. 
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) 24HWOWR SERVICE 


ON MAIL ORDERS OF NATIONALLY 
KNOWN MERCHANDISE: 











® RONSON ® DELTAH 
® FORSTNER © SIMMONS 
® SPEIDEL @ REVERE 


and many other famous names 


A.G.SCHWAB *:x-* 


INC. 
Eost Six? 


Street 


229 . 
CINCINNATI 2, OHIO 


FAITAFULLY SERVING THE RETAIL JEWELER SINCE 1878 











Exclusive Distributor of 

“MISS VANITY” JEWELRY 

Our service is beyond 
compare 


We Also Distribute All Nationally 
Known Lines of Jewelry and Clocks. 
THE D. JACOBS SONS CO. 


WHOLESALE JEWELERS SINCB 1873 
811-813 RACE STREET, CINCINNATI 2, OHIO 

















You Can Buy With Confidence From 
The Wallenstein-Mayer Co. 


Division of Harry Greenwold Co. 
31 E. Fourth St., Cincinnati 2, O. 
Distributors of Nationally-Known 


DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS APPLIANCES 


50 years of SERVICE PLUS 


Write for our new 
1954 Catalogue 
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q Practically all local wholesalers and 
manutacturers reported that business dur- 
ing 1953 was at a high level and compared 
very favorably with the yolume of any 
recent years. The outlook for a continuing 
high volume of business during the current 
year is considered excellent. Most local 
offices and plants were busy during early 
January with inventories and preparation 
of sample lines for early spring sales trips. 
the 
Harry Greenwold Co., wholesalers now at 
18 W. Seventh St., and the Wallenstein- 
Mayer Co. will be located together at 31 
W. Fourth St. after February 15. The 
latter firm was purchased last year by the 


q Following extensive remodeling, 


Greenwold Co. 


q Julius D. Jacobs of D. Jacobs Sons Co., 
wholesalers at 325 E. Central Parkway, 
discussed diamonds at a recent meeting 
of the Cincinnati Gem Study Group. The 
club, composed of retailers and salesmen, 


meets monthly. 

q A portion of $30,000 worth of jewelry, 
stolen November 6 from the car of Jack 
M. Wolf of this city, was recovered by 
FBI agents in mid-December in a Chicago 
residence, among merchandise valued at 
$450,000. Mr. Wolf represents a New York 
jewelry firm. 

q After having been operated for 10 years, 
the Dallas, Texas, sales office of the Gerwe 
Brown Co., wholesalers, was closed Janu- 
ary 1. Company officials said that a better 
service setup will be provided by concen- 
trating activities in the local office at 817 
Main St. 

q J. R. Cassidy, secreary-treasurer of the 
Cas-Ker Co., jewelers’ supplies at 229 E. 
Sixth St., attended a meeting of directors 
of the Watch Material Distributors Associa- 
tion on January 15-16 in New York City. 
q Ransom C. Chamberlain of this city was 
among regional representatives of the Elgin 
National Watch Co. who attended a two-day 
conference in Chicago in late December, 
when the company’s 1954 merchandising 
program was discussed. 

q Cpl. Gilbert R. Faigle of the Marine 
Corps, who has been serving in the Far 
East, has returned to this country and, 
following his release in March, will re- 
sume his association with his father in the 
firm of Joseph Faigle & Sons, manufac- 
turers at 2219 Quebec Road. 

q D. J. Forbes, manufacturer at 530 Walnut 
St., was overcome by carbon monoxide 
fumes while driving his car in late Decem- 
ber. In the resultant crash, he was unin- 
jured and his wife and son escaped with 
minor injuries. 

@ The annual dinner of the D. Jacobs 
Sons Co.. wholesalers. was held December 
30 at the Losantiville Country Club, with 
Mrs. Edwin B. Jacobs and Mrs. Julius D. 
Jacobs, Jr., serving as hostesses. 

q Road trips were started in late January 
by R. W. Raynor of the B. David Co., 
manufacturers at 2508 Vine St., and George 
W. Schwab. manufacturer at 534 Vine St. 
€ Jerry Bihl, son of Jerome Bihl of Bihl 


CINCINNAT] 


















Brothers, manufacturers in suburban Coy. 
ington, Ky., has been promoted to corporal 
in the Marine Corps. He is stationed jy 
Tokyo. 

q E. & J. Swigart Co., jewelers’ supplies 
at 34 W. Sixth St., staged a Christmas 
party for its employes and their families 
in late December at the Cincinnati Club, 
q Plans for spring and summer sales actiy. 
ities were discussed at a week-long, semi. 
annual meeting here in late January of 
salesmen of the Gerwe Brown Co., whole. 
salers. 

q Eben Barker, salesman for the Flanagan. 
Kovac Co., wholesalers in the Enquirer 
Building, is recuperating in Florida from 
a serious illness. 

q W. R. Whitaker, president of the Cas. 
Ker Co., jewelers’ supplies, spent the Christ- 
mas holidays with relatives in Douglas, 
Ariz. 

q W. H. Ford, salesman for E. & J. Swigart 
Co., jewelers’ supplies, vacationed in Florida 
in late December, and Ken Matsumoto, 
jewelry display manufacturer at 1109 Main 
St., enjoyed an early January vacation. 

q Dorothea Heitler of the jewelry depart- 
ment of the Gerwe Brown Co., wholesalers, 
will be married on February 20 to John 
Monahan. 

q The Western Tray & Case Co., 427 
Plum St., is observing its 90th year in 
business. 

4 Harold Hoffert is a new salesman for 
the Wallenstein-Mayer Co., wholesalers at 
31 E. Fourth St. He will cover Southern 
territory. 

4 Ervin Schwartz has been appointed as- 
sistant to Albert Miller, production man- 
ager of the Miller Brothers Watch Strap 
Manufacturing Co. 

4 Clarence Loeb, salesman for Litwin & 
Sons, Inc., 114 W. Sixth St., suffered a 
broken ankle while vacationing in Florida. 





Cincinnati Jewelers’ Group 
Names New Board Members 


About 60 members and guests of the 
Cincinnati Wholesale & Manufacturing 
Jewelers Association enjoyed an annual 
dinner-meeting on January 7 in the Cin- 
cinnati Club. A cocktail hour was fol- 
lowed by an elaborate buffet dinner, and 
the evening was concluded with the show- 
ing of an interesting sound film, “The 
Dupont Story.” 

During the business session, the follow- 
ing were elected unanimously as members 
of the board of directors for this year: 

Max Litwin, Litwin & Son, Inc.; Maury 
Gerwe, the Gerwe Brown Co.; Cherring- 
ton L. Fisher, Harry Greenwold Co.; 
James N. Heldman, A. G. Schwab & 
Sons, Inc.; Abraham S. Braude, vice 
president in charge of sales, Gruen Watch 
Co.: Walter Miller, Miller Brothers Watch 
Strap Manufacturing Co.; Eugene Swigart, 
E. & J. Swigart Co.; Julius J. Jacobs, 
Jr., D. Jacobs Sons Co.; Victor Youkilis, 
the Victor Corp.; Richard Kaufman, the 
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Kaufman-Kassel Co., and Harry Niehaus, 
Schumer Brothers Co. . 

The board was to meet later in Janu- 
ary to elect officers for this year. The 
nominees were submitted by a committee 
headed by Herbert Schwab of A. G. 
Schwab & Sons, Inc. . 

Members of the advisory committee 
elected at the meeting are: J. Paul Knight, 
J. P. Knight Co.; Charles K. Stern, 
Wallenstein-Mayer Co., and Sam Silver- 
man, S. Silverman Co. All are past presi- 
dents of the association. 

Two new members, announced at the 
meeting, are Irvin Silverman, Roger-Allen 
Jewelry Co., and William Schumer, Wil- 
liam F. Schumer & Son, Inc. 

In an annual report, President Sam 
Silverman praised other officers and com- 
mittee chairmen for their “magnificent 
work” during the last year, especially in 
connection with the convention here last 
fall of the Ohio Retail Jewelers Associa- 
tion. It was voted to invite the retailers 
to again meet here this year, and Secre- 
tary Julius J. Jacobs, Jr., was instructed 
to notify officials of the state retail asso- 
ciation to this effect. 

Preceding the business session, those 
present rose for a moment of silence in 
respect to the memory of Akim Litwin, 
founder and president of Litwin & Sons, 
Inc., who had died earlier that day in 
Florida. At the conclusion of the meet- 
ing, there was a rising vote of apprecia- 
tion to President Silverman for his ca- 
pable direction of the association during 
the past year, when the group was un- 
usually active. 


Longines Christmas Festival 
Viewed by Huge Audience 


The fifth annual Longines-Wittnauer 
Christmas Festival hour-long television pro- 
gram was broadcast on Christmas afternoon 
over 106 stations from coast-to-coast. This 
traditional holiday treat was made available 
to viewers in 27 million homes. According 
to conservative estimates, it was watched 
in more than 40 per cent of all the homes 
in the areas covered. 

In addition to the Longines Symphonette 
and the Longines- Wittnauer Choraliers, the 
Christmas Festival presented its audience 
with an added feature—the appearance of 
Lillian Gish who read the famous “Letter 
to Virginia.” 


Cincinnati Jewelers Form 
Local 24 Karat Club 


The 24 Karat Club of Cincinnati was 
formally organized at a largely attended 
luncheon meeting on December 29 in the 
Cincinnati Club. A constitution and by- 
laws were approved and seven directors 
were elected for the coming year. The 
constitution limits club activities to those 
of a social nature. 

The new organization will include in its 
membership wholesalers, manufacturers, 
retailers, salesmen and those in allied in- 
dustries. It is an expansion of the former 
Town Criers, which was composed only of 
local wholesalers’ and manufacturers’ sales- 
men, 

Directors elected at the meeting are: 
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William Bertke, the Gerwe Brown Co., 
wholesalers; Larry Crouch and Cherring- 
ton L. Fisher, Harry Greenwold Co., whole- 
salers; Harold R. “Doc” Haerr, Gruen 
Watch Co.; Robert Henghold, Rosfelder 
Brothers & Co., manufacturers; Don Knight, 
J. P. Knight Co., diamond cutters, and 
Maury Solomon, D. Jacobs Sons Co., whole- 
salers. The directors were to meet in early 
January to elect officers. 

The nominating committee included 
Harry Schwettman, Gruen Watch Co., Mr. 
Henghold and Mr. Crouch. 


Moore Moves Cincinnati Store 
To New Site on Walnut St. 





The attractive retail store of Don Moore 
Jewelers, Inc., opened recently at 429 
Walnut St., Cincinnati, Ohio, adjacent to 
the entrance to Hotel Sheraton-Gibson. Mr. 
Moore is shown second from right. His 
store was formerly located on Main St. 

















##7773—1 ,000 day glass dome man- | 
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If you are a better store with 
a clientele that appreciates 
finer things... then you will 
be interested to learn more 
about our unusual 
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Py 
WITH NO INVESTMENT 
Here’s your chance wo get New 
Business from old customers and 
New Customers for your store. 


Here’s how! Write to us for our 
complete plan. We will show how 
to get orders for Genuine Steel En- 
graved Wedding Invitations and 
Social Stationery. Our work is super- 
fine quality, exclusively. No finer 
in the field. 

Be the first in your City. . 
once for complete plan. 


will ECKER & ¢o. 


414 N. Twelfth Bivd. © St. Louis 1, Mo. 


. write at 





* Available to Leading Jewelers who have 
the franchise for outstanding silver patterns. 
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* #7775—1,000 day mantel clock, size 
| 9''x634"'x4l/2". 


Keystone $76. 





09 











Invite wearing 
“AN ANGEL 
ON MY SHOULDER” 
and listen to 
profits ring 

your register! 


All the girls will 
be angels to your 
profit column 
when you show “AN ANGEL ON MY 
SHOULDER.”’ Sculptured by WESTON, as 
pendant or broach (please specify): Ster- 
ling, $7.50 G.P. on Sterling, $9.00 14K Gold, 
$80.00 (Keystone). Order from 


The BROTHERS CO. 


1707 Berkeley St. Santa Monica, Calif. 
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ay importers of 

Y ENGLISH CHINA 
and 

EARTHENWARE 


Stock and Import 


FONDEVILLE & CO., INC. 
149 Fifth Ave. Now York 10, N. Y. 








AL. 4-01 











WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 











EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 











MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
CGALPORT Bone China and Earthenware 
Royal CAULDON Bone China and Earthenware 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue. New York 3. N. Y. 














DECORATIVE 
ACCESSORIES 
FURNITURE 


MARY RYAN 


225 Fifth Avenue. New York GIFT AND ART 
Merchandise Mart, Chicago NOVELTIES 


























q Dates for the 1954 Western Jewelry and 
Silverware Show have been set for August 
15 to 18. The event, which will be held 
in Los Angeles, is jointly sponsored by 
the California Retail Jewelers Association 
and the non-profit exhibition department 
of the Los Angeles Chamber of Commerce. 
Walter Dorrer (Higbee & Dorrer) will 
serve as chairman of the show, while George 
L. Pascoe will act as general manager. 

q Incorporation papers were filed recently 
by the Golden Nuggets, an organization 
composed of traveling jewelry salesmen in 
California. The club, which is headed by 
Hans J. Bagge, has some 90 charter mem- 
bers. Headquarters have been established 
at 657 Mission St. with Secretary-Treasurer 
Dick Abrahams in charge. A new club 
emblem will be distributed to all members 
at a forthcoming luncheon. 





Varied Line of Jewelry Items 
To be Featured at Denver Show 


Jewelry merchandise for the spring and 
summer selling season will be exhibited 
at the 19th Denver Gift and Jewelry 
Show which will be held March 7 through 
10 at the Hotel Albany in that city. Ac- 
cording to Allied Exhibitors, Inc., spon- 
sors of the event, 110 exhibitors will d‘s- 
play a complete and varied selection of 


| jewelry items. 


During the show the Gift & Decorative 
Accessories Association of America will 
meet Sunday evening, March 7, in the 
hotel’s Mural Room. On Monday night, 
March 8, a buyer’s party will be held in 
the Cathedral Room of the hotel. The 
following evening a dinner-dance and en- 
tertainment will be held in the same 
quarters. 

The show sponsors expect that buyer’s 
registration will reach an all-time high. 


TIMELY SOUVENIRS 









Participants in the 1954 Rose Bowl game 
at Pasadena, Calif., received watches 
especially designed by Elgin National 
Watch Co. Players and coaches on the 
University of California (at Los Angeles) 
squad were given the model at left with 
the school's initials monogrammed on the 
dial in blue and gold. Michigan State 
athletes and their coaching staff were given 
Elgin's famous "Clubman" model with an 
"S" in green monogrammed on the dial. 




















Diamond Council of America 
Crowns Screen Star as 'Quecen' 


Screen actress Arlene Dahl was officially 
named “The Diamond Queen of 1954” by 
the Diamond Council of America. 

An engraved plaque making Miss Dahl 
an honorary member of the Diamond 
Council, as well as their queen, was pre- 
sented to the actress by Barnett C. Helz- 
berg, president of the organization. 

According to Mr. Helzberg, Miss Dahl's 
outstanding performance in the new Warner 
film, “The Diamond Queen,” prompted the 
Diamond Council to select her for the 
award. He added that the film, based on 
the legend of the famous Hope diamond, 
is a realistic portrayal of a true adventure 
story emphasizing the romance of diamonds, 

Mr. Helzberg, who heads the Helzberg 
Diamond Shops in the middle west, flew 
to Hollywood from his Kansas City home 
to make the presentation. 





Record Number of Titles 
Awarded by AGS During ‘53 


A record number of titles were awarded 
by the American Gem Society during 1953 
according to Oscar Kind, Jr., president of 
the organization. LEighty-two new Regis- 
tered Jeweler titles and 39 of the more 
advanced title of Certified Gemologist were 
awarded in the twelve-month period. It 
was stated that this represents the largest 
one-year’s growth in the history of the 
Society, which entered its 20th year last 
month. 

The Registered Jeweler title is awarded 
to a firm that meets and supports the 
Society’s standards of service to the public 
and has on its staff a jeweler who either 
gives evidence of a thorough knowledge 
of gemology or successfully completes ac- 
credited courses in gemology. The Certified 
Gemologist title is awarded at the conclu- 
sion of more advanced studies of gemology. 


——— 


FTC Overhauls Complaint Policy 


Federal Trade Commission has over- 
hauled its policy on handling of reported 
local-level unfair and deceptive trade 
practices. Procedure now is to refer 
“significant’ complaints of state law vio- 





lations to proper state authorities. FTC 
also .is emphasizing its need for facts, 
rather than inferences, in judging cases 


within its jurisdiction. 


HALLCRAFT 
Americas Gastesl Selling 


Dinnewae 
— Illustrated Literature Available — 
MIDHURST CHINA CO. 


129 FIFTH AVE. *€ NEW YORK 3, N. Y. 
15-125 Merchandise Mart, Chicago, Ill 
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21-22—Indiana Jewelers Association, An- 
nual Convention, Lincoln Hotel, Indianap- - 
olis, Ind. 
21-24—St. Louis Gift Show, Statler Ho- SALESMAN 
| — tel, St. Louis, Mo. 
a . * wie 21-24—Northwest Gift, Art & House- 
1 2 % a QAO —_ Show, Radisson Hotel, Minneapolis, WANTED 
inn. 
8 9 10 ni OSS 21-24—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. | For Southeast and Southwest ter- 
28-29—Oklahoma Retail Jewelers Asso- | ritor Unusual opportunity for 
February ciation, Annual Convention, Skirvin Hotel, | the 2 ht A Ha at ct n 
1-12—Chicago Gift Show, LaSalle Hotel | Oklahoma City, Okla. 0 Bt Herrera sme ueninas 
; Ill  28-31—Pittsburgh Gift Show, Hotel Wil- lished territory with active ac- 
and Palmer House, Chicago, III. ; 
1-12 Merchandise Mart Gift Show and | liam Penn, Pittsburgh, Pa. counts. 
the China & Glassware & Pottery Market, 
Merchandise Mart, Chicago, III. April Our top quality gold and plati- 
2-4—Mid-South Gift & Jewelry Show, 3-5—Kansas Retail Jewelers Association, num rings, watch cases, and 
Hotel Peabody, Memphis, Tenn. Annual Convention and Gift Show, Lassen attachments may be sold with 
6—Boston Jewelers Club, Annual Ban- | Hotel, Wichita, Kan. other non-competitive lines. 
quet, etna rr weary Stotl 4-6—American Gem _ Society, Annual 
7-10—butialo Gilt Show, Hotel Statler, Conclave, Hotel Statler, Detroit, Mich. | 2. 3 
Buffalo, N. Y. 25-26—Pennsylvania Retail Jewelers As- | Write in conkidence te 
os rg — _ sociation, Annual Convention, Brunswick | 
vention, Muitnoma otel, Portland, Ure. Hotel, Lancaster, Pa. | 
q ery Gift Show, Hotel Stat- | Metro Jewelry Cor p. 
ler, Cleveland, io. | 
14-17—Pacific Northwest China, Glass, May | 21 West 46 Street, New York 36, N. Y. 
Gift and Jewelry Show, Seattle Civic Au- 2-4—California Retail Jewelers Associa- | 
ditorium, New Washington, Olympic Ho- | tion, Annual Convention, Ambassador Ho- 
tels, and Terminal Sales Building, Seattle, tel, Los Angeles, Calif. 
Wash. 9-11—North Carolina Retail Jewelers 
20--New England Manufacturing Jewel- Association, Annual Convention, Robert 


ers & Silversmiths Association, Annual Lee Hotel, Winston-Salem, N. C. 
Banquet, Hotel Statler, Boston, Mass. 9-11—New York State Retail Jewelers 
21-23—Minneapolis-St. Paul Gift Show, Association, 45th Annual Convention, me 

The Auditorium, Minneapolis, Minn. Mark Twain Hotel, Elmira, N. Y. | 4 
21-24—Ohio State Gift Show, Hotel 





Deshler-Hilton, Columbus, Ohio. | June | 
21-24— Portland China, Glass, Gift and 27-28—New Hampshire Retail Jewelers | 
Jewelry Show, Public Auditorium, the Association, Annual Convention, Went- | 





Plaza and Benson Hotels, Portland, Ore. worth-by-the-Sea Hotel, Portsmouth, N. H. | 
21-25—Allied Gift and Jewelry Show, | 
Hotel Adolphus, Dallas, Texas. | 





ey si SS noe cane 3 




















21-26—Registered California Gift and July | For the Modern Look 
Dinnerware Show, Hotel Vanderbilt, New 25-29—National Jewelers Associa- | 
York. tion, Annual Convention and National | IN-A-WALL CLOCK 
21-27—Dallas Gift Show, Baker Hotel, Jewelry Fair, Conrad Hilton Hotel, | Just what the public has been asking 
Sante Fe Building, and downtown show- Chicago, IIl. | * for. A modern fully guaranteed elec- 
rooms, Dallas. Texas. ae “ee that can be built into the wall 
21-27—Dallas Merchandise Mart Gift August No cont building would be complete 
Show, Dallas Merchandise Mart, Dallas, 8-12—American National Retail @ without one of these beautiful clocks. 
Texas. Jewelers Association, Annual Conven- Send for 7 $1795 = Special 
22-26—New York Gift Show, Hotels tion and Trade Show, Waldorf-As- FREE = Retail Price Prices 
Statler and New Yorker, New York. toria Hotel, New York. | = Plus 20% #: to Jobbers 
22-26—225 Spring Market, 225 Fifth 15-17—Western Jewelry and Silverware | ‘'terature = Federal Tax = and Retailers 
Ave., New York. Show, Biltmore Hotel, Los Angeles, Calif. | WISCONSIN CLOCK CO. 
28-March 2—Spokane Gift Show, Daven- 22-27—-U. S. International Gift Show, 1561 W. Windlake Ave. Milwaukee 15, Wis. 
port Hotel, Spokane, Wash. Astor Hotel, New York. 
28-March 4—Detroit Gift Show, Hotels Tee “ 
i and Sheraton-Cadillac, Detroit, Gordon Bros. of Boston imei. 
- Purchase Two Jewelry Stores ee oe = 
March Two more jewelry stores were purchased | = # #* 3484 NAS: and rt Stock. 
7-9—Iowa State Gift Show, Fort Des recently by Gordon Brothers of Boston, Ceramic Artware 
Moines Hotel, Des Moines, Iowa. bringing their total to ten for 1953, the ee : — 7 
7-10—Cincinnati Gift Show, Netherland year in which they observed their 50th an- poe medi a ~s la ble 
Plaza Hotel, Cincinnati, Ohio niversary. ee 
a Hotel, Cin » Ohio. ry WAERTSILA CORPORATION 225 Sth Ave.,N.Y.10 
7-10—Denver Gift & Jewelry Show, Hotel The inventory of the R. E. Ward jewelry 
Albany, Denver, Colo. store in Scranton, Pa., was purchased for | ~ SMR ins dE I i 
8-12—Boston Gift Show, Hotel Statler, removal following a fall which hospitalized . ; 
are Mass. Mr. Ward, who established the store al- Tarnish Preventive 
-17—Heart of America Glass, China & most 50 years ago. 
Gift Show, Muehlebach Hotel, Kansas Also purchased for liquidation on the ey eRW ARE Ch ESTs 
“—_ a premises was H. W. Meaders’ jewelry store fine quality. Ph sory oo To Also Pacific 
-22—Nebraska Retail Jewelers Asso- in Toccoa, Ga. Mr. Meaders, who is 78, peta “ 
ciation, Annual Convention, Grand Island, retired after 45 years in the jewelry busi- EUREKA MFG. CO., INC., TAUNTON, MASS. 
Nebr. anne. makers of silverware protection since 1926 

















FOR FEBRUARY, 1954 211 





Jewelry Makin¢ 









For Tradesmen and Craitsmen 


Jewelry making is one of the oldest, most fascinating, and respectable of 


crafts. It is the purpose of this series of articles to present to both beginner 


and advanced craftsman, practical methods of making hand-made jewelry. 


Part I1I—Fundamental Jewelry Processes 


(Continued ) 


Merars when worked, that is, when bent, 
drawn into a wire, or hammered, become hard and 
brittle, so much so that with further working they will 
crack. Annealing, the term for softening by heat, is done 
by heating the metal. The temperature to which the 
metal is heated and the method of cooling varies with 
different metals. 

Scientifically speaking, metals become soft at certain 
temperatures because the grain structure of the metal 
changes (recrystalization occurs). The following should 
be observed when annealing: no solder, especially soft, 
should be in contact with the metal for the solder will 
burn into it. Objects that have hard soldered parts must 
be annealed at a temperature below the melting point of 
the solder. All parts of the metal must be heated, though 
on large pieces not necessarily all over at the same time. 
Do not drop gold below 14K, sterling silver, or brass 
into cold water when they are red hot for they are liable 
to crack. 

Sterling silver is heated to a very light red (first red, 
900° F., will do), permitted to cool to lose it redness, 
and then it may be dropped into water so that it may 
be handled quickly. Gold, yellow and green, is heated 
to a dull red (1200° F.) and white gold is heated to 
cherry red (1400° F.). They are permitted to cool 
slightly and then may be dipped into water. Red gold is 
heated to dull red and then dipped immediately into 
water or, better yet, alcohol. 

Wire, especially very thin, is coiled in order to avoid 
melting. The ends of the wire are wrapped around the 
coil to hold it together. Use a soft, almost yellow, flame 
when annealing: that is, a flame with very little air. 


THE JEWELER’S SAW AND BLADES 


Saw frames can be purchased with different depths, 
ranging from 214 in. up to 12 in. Purchase a good 
quality saw since it is used more than any other jewelry 
tool. The following are recommended: the 214 in. frame 
for commercial jewelry work; the 4 in. frame for general 
craft work. 

Jeweler’s saw blades can be purchased in sizes from 
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8/0, the thinnest, to number 14, the thickest. Number 
8/0 is used for the finest pierced work; number 3/0 
is used for general gold and platinum jewelry; number 
Q and 2 for general silver work (Fig. 7). The thicker 
blades are rarely used for hand sawing. The blades are 
made from a good grade of tool steel. Rarely will a 
blade wear out. They usually break from misuse. 





Sizes Saw Blades 
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Saws Finer Than 4/0 Not Illustrated 











FIG. 7—Sizes of jeweler's saw blades 


The sawing operation is fairly easy. Long, even 
strokes are the best. Very little pressure is required. 
Incline the frame forward about five degrees for general 
cutting. To make a perfect right angle cut, hold the saw 
perpendicular and, without pressing forward, make a 
series of light cuts, each time turning the saw frame or 
work slightly until the right angle cut has been made. 
Saw as close to the line of the design as possible, but 
not directly on it. After the sawing has been completed, 
the line is used as a guide for filing. Accurate sawing 
calls for very little filing. A very taut blade can be used 
as a file when doing fine piercing if it is used on its side. 

When piercing, that is, cutting inside the metal, a very 
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PROVE IT 
YOURSELF 




















Convince yourself GREATEST USEFULNESS — EVERY DAY 
with a bench demonstration GREATEST ECONOMY — OVER THE YEARS 
No obligation 


THE ANSWER American Time Products, Inc. 


580 Fifth Ave., New York 36, N. Y. 


MORE WATCHMASTERS HAVE BEEN Gentlemen: Please arrange a WatchMaster demonstration 
SOLD AND ARE BEING SOLD THAN @t my bench. No obligation, of course. 

ALL OTHER WATCH-TIMING MA- NAME 

CHINES IN THE WORLD, COMBINED. 

THERE MUST BE A REASON. COMPANY 

THERE 1S! — 


It's the Best 








ADDRESS 








CITY, STATE 
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small hole is first drilled through the metal. The blade 
is inserted through the hole and then tightened so that 
the necessary cutting can be accomplished. 

When sawing, the metal can be held by hand over the 
“V” in a bench pin or by a Bernard type plier, with 
the plier pressed against the bench pin. The hand 
method is recommended for silver craft workers; the 
plier method is preferred by gold and platinum jewelers, 
especially for small objects. Caution: beginners should 
avoid clamping the metal to be sawed to the bench pin 
or vise since the clamping takes time and also does not 
permit proper manipulation of the metal. 


FILES AND FILING TECHNIQUES 

Filing is a very important operation in jewelry work 
that is often neglected by beginners. Accurate and rapid 
filing can only be developed through study and practice. 
Jewelry objects to be filed are held by hand or pliers 
against the bench pin. Use the entire cutting length of 
the file where possible. Firm pressure is required for 
quick filing. A clean smooth cut can be made by 
filing with the edge of the file resting against the bench 
pin. A properly used bench pin becomes well grooved 
from the edge of the file and eventually must be re- 
placed. 

Single, double, vixen, and rasp are the common cuts 
of files. Single cut files have a single row of parallel 
teeth running the entire cutting length of the file. The 
American mill file is a single cut file. Double cut files 
have an additional row of teeth cut an angle of 60 degrees 
to the first row. Swiss jewelry files are double cut. Vixen 
cut files have a single row of curved teeth running across 
the file for its entire length. Rasp cut files have short, 
raised teeth that are spaced at even intervals over the 
cutting length of the file. Rasp and vixen files are used 
on soft metals like lead, aluminum, and tin, and on 
wood and plastics. 





THE FILE AND ITS SHAPES 


CO) Nw aA 
round barrette half round 
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Square crossing three corner 
double ~~ =a cS 
knife equalling crochet 





Needle File 





=F single 
— 
———4 
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Riffler File 
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FIG. 8—Shown are some popular file shapes 























Files can be purchased in almost any geometric cross 
sectional shape. (See Fig. 8). Needle files are especially 
adapted for file finishing small and delicate objects. A 
popular size is the 16 centimeter, which has an overall 
length of 51% in. and a cutting length of 2°, in. 

Riffle or die sinker’s files are steel tool rods with a very 
small file on both ends. These files can be bought with 
many curved and odd shaped surfaces. With the intro- 
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duction of the flexible shaft, the need for riffle files by 
most jewelers has diminished for with the small grinding 
and polishing wheels available for the shaft it is now 
possible to get to surfaces formerly only possible with 
riffle files. 

Filing techniques: (1) Use a rough file to remove 
metal quickly and then a fine file for finishing. (2) File 
on the bench pin. (3) Files cut on the forward stroke 
only. Reduce your pressure on the file if you do not 
lift it when you draw it back. (4) On long narrow 
edges, as the file is pushed forward, it is also moved 
sidewards to get even, smooth edges that are free of 
grooves. (5) Small cbjects can be held while being 
filed with pliers or a ring clamp. However, when pos. 
sible, it is best to hold the objects in one’s hand and the 
hand or objecis should rest on the bench pin for quick, 
accurate filing. (6) While filing, occasionally tap the 
file on the bench pin to remove particles of metal that 
may stick to the file’s teeth. A file card or cleaner, with 
a steel wire brush, can also be used for removing metals 
from files. 


Emery Stick Emery Rod 
()) i 
O 


Rubber Whee! 
Cone 


\ tapered 


EmeryMandrel 


FIG. 9—Above are some emery products and attachments 
























































Jewelry objects after they are filed and before they 
are polished are smoothened with emery to remove all 
file marks and scratches. Emery is a natural form of 
aluminum oxide mixed with iron oxide. It can be pur- 
chased as a powder, or glued to paper or cloth, or 
imbedded in rubber. Emery glued to paper or imbedded 
in rubber are the types used by jewelers. Emery paper 
is graded by numbers: 4/0 (the finest), 3/0, 2/0, 1/0, 
14, 1, 11%, 2, and 3 (the coarsest). Numbers 14 to 2 
are recommended for removing file marks and _ fine 
scratches from metals so that they can be polished. The 
finer grits are used by engravers and setters and for 
fine hand finishes. 

The emery paper is used similarly to a file by wrap- 
ping it around a piece of wood 3/16 x 1 x 12 inches 
(Fig. 9). This is best done by laying the emery paper 
with the emery side down on a bench. Then, with a 
knife or sharp edge of a barrette file, score the paper 
where it is to be bent around the stick. Wrap the paper 
around the stick and repeat the process until the entire 
sheet of emery is wrapped firmly around the stick. The 

(Please turn to page 218) 
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PITTSBURGH PRODUCTS used in this 
good-looking jewelry shop include: 
clear, Polished Plate Glass for the 
show windows; gray and wine Car- 
rara Structural Glass for bulkhead 
2 and facia; and Pittco Store Front 
Metal for glass holding and decora- 
tive members. Architect: Arthur M. 
Scott, Pittsburg, Kansas. 
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“Our business has increased 50%...’ 


| 


says Charles Benelli, Benelli’s, Jewelers, Pittsburg, Kansas 


@ “Since we finished our remodeling, 
our silver, china and glass business has 
increased 50%. Our jewelry has shown 


a very nice increase. 


This is a typical experience. Many 
jewelers and other merchants have re- 
ported great improvements in their 
businesses after the installation of a 
Pittsburgh open-vision store front. An 
attractive, up-to-date store front ap- 
peals strongly to passers-by .. . attracts 
new customers and pleases old ones— 
definitely widens your trading area. 


Why not find out how you can mod- 
ernize your store front—and your in- 
terior as well—with Pittsburgh Prod- 
ucts? Send for a free copy of “How To 
Give Your Store The Look That Sells.” 
It's full of ideas and suggestions on 
store modernization. Send in the con- 


venient coupon. 


"2 re ne OE eee ey ee oe ee “| 

| Pittsburgh Plate Glass Company 

Store Fronts 7 Room 4108, 632 Fort Duquesne Blvd., Pittsburgh 22, Pa. | 

| Without obligation on my part, please send me a FREE copy of i 

° | your modernization booklet, ‘How To Give Your Store The | 

and interiors | Look That Sells.” : 
| | 

h Pitt h h | PD nn 0 006 60:666060000066080000006060006006000400008 
y | S u rg | PEND. a 5 64h 0 6s 4060604 466000060006 06R0RC0b0eRs eKESe | 
, | Gl sé dctGuencsedakusedwanswenee SN 504 cnnss inne dues | 
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PAINTS - GLASS - CHEMICALS - BRUSHES - PLASTICS - FIBER GLASS 
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IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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LARIFICATION REQUESTED—In the November 
issue of JC-K, page 201, question No. 6298 referred 

to using white gasoline as a satisfactory rinse for watch- 
cleaning machines. Would you please clarify this for me? 


(Question No. 6322) M. A. 


Answer—There may have been some misconception 
on the part of some of the readers on this question re- 
garding the use of a white gasoline as a rinse in a watch 
cleaning machine. In answering the question we adhered 
strictly to the question of using a white gasoline which 
is a petroleum product and hence the higher grade petro- 
leum product mentioned was suggested for use. How- 
ever, if the question would have read “What is a satisfac- 
tory rinse for watch cleaning machines?” as some readers 
construed it to be, we would answer it by saying that 
nearly all jewelers’ supply houses handle specially pre- 
pared watch cleaning and rinsing solutions which have 
proven over a period of years to be very satisfactory in 
respect to cleaning and safe from fire hazards. 

Some of these specially made rinses and cleaners can 
be obtained in two different types, such as the No-Foam 
or waterless type and the foaming or water solution. 
They are sold under the trade names L & R, Zenith, 
Daniels New Life and many others. These brands of 
cleaning and rinsing solutions for watch cleaning ma- 
chines have been in use by leading jewelers and repair 
shops for many years and have proven very satisfactory 
in every respect. 


ETTING A MOON DIAL—What should be done to 
set correctly the moon on the dial of a grandfather 
clock, so that the dial shows “full moon,” “new moon,” 


“first quarter?” (Question No. 6323) B. K. 


Answer—We assume the clock has a simple lunar 
calendar—a disc rotating back of the dial, the latter with 
an opening in which appears one of the two painted moon 
faces on the disc, and a half-circle above the opening 
having a scale of 2914 lunar days. You should set the 
moon by using an almanac. In this, for each month of 
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the year there is a table headed “Moon's Age.” This is 
stated for each day of the month, in lunar days. Find 
the number (of the lunar days) opposite the date when 
you are setting the clock; set either one of the moons on 
the disc, with its center opposite the number on the 2914 
scale that you have obtained from the table in the 
almanac. 

You will find in some newspapers that in the column 
devoted to weather and data of that nature, the moon’s 
age is given for each day of the month. 


UMBLING METHOD—We would like to be in- 
structed in the jewelry-polishing method called 
“tumbling,” the equipment and how to use it. (Ques- 


tion No. 6324) L. T. 


Answer—Polishing by the “tumbling” method in- 
volves placing a quantity of work pieces of forms that do 
not have corners that need to be kept sharp, in a revolv- 
ing barrel, so that the pieces rub each other, resulting 
in a burnishing action. There are so many variations in 
the method, that advice on it, to be practical, should be 
based on specific information about the material and 
form and other conditions in each case. In some work, 
soap suds or soapy water is placed in the barrel with the 
work or abrasive powders, or steel balls such as are 
used in ball-bearings, or small scraps of clean leather, 
or sawdust. What to use in the barrel, and how long the 
work should be tumbled, for each kind of work, is some- 
thing that cannot be explained fully enough in a letter; 
the proper way to learn the technique would be to be 
instructed by a man thoroughly experienced in such work. 


AGNETISM IN WATCHES—We would like to have 
a book to show to customers explaining about mag- 
netism in watches. Can you suggest one? (Question 


No. 6325) T. H. 


A nswer—We believe that the kind of explanation you 
desire is contained in Chapter XIII of the book “Pre- 
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“They Pay For Themselves By Precious Metal Recovery” 


SAY THE USERS OF LEIMAN POLISHER-GRINDER-DUST COLLECTORS 





MODEL L 119. Needs only 18 x 29 inches floor space. Runs 
so quietly it can’t be heard. Ideal for small shop, light 





Leading jewelers everywhere report 
that the Leiman Polisher-Grinder-Dust 
Collectors pay them a profit in two 
ways: 


By efficiently handling all day- 
to-day production requirements 


By the extra dividend of pre- 

cious metal recovery that 
steadily pays back the original low 
purchase price. 


The Leiman Polisher-Grinder, with 
3-in-1 Dust Collector system, keeps 
your air free from harmful dusts— 
and keeps on doing it. Machines are 
sturdily built to run free of vibration. 
They need little or no attention, run- 
ning for 15 years or longer with just 
occasional oiling or belt-tightening. 


Write for free detailed bulletin showing 
various models and prices. No obligation. 














MODEL A. Needs only 2 x 4 foot floor space. Top produc- 
tion machine for all classes of jewelry and small silver 
work. Accommodates two wheels or buffs up to 8”. Dust 








work or restricted space. Has '/; H.P. polishing motor for 
wheels or buffs up to 6”. Also '/, H.P. interior motor, suc- 
tion fan and dust collector. Adjustable dust hoods have '71.Chcisile Steet, Newoh $221. 2 
electric light sockets. Suction system may be used with 
your polishing motor. Plugs into standard 110 volt outlet. 


LEIMAN BROS... 


hoods, with electric light sockets. Available with 1 H.P., 
220 volt motor. Two dust collecting cabinets permit 
separate collection of gold, platinum or other valuable 
dust for recovery. 




















CRYSTAL-CLEAR STYRENE 
SNAP-IN HINGE BOXES 


GOOD NEWS 


from 


: BOWMAN TECHNICAL SCHOOL! 


The long waiting-list to enter B.T.S. is now 
past; and you can set any date you wish, to 
begin your course. 

A very fine new book of facts about B.T‘S. 
and its work: Your Future and Our School, 
tells how you can benefit supremely by a 
B.T.S, course, and will be mailed you, free: 
write for it. 

B.T.S. graduates easily pass any State Board 
examinations, or the Certified Master Watch- 
maker tests of H.I. of A. 

Highest authorities say B.T.S. is the best 
school. Courses approved for Korean P.L, 550 
and P.L, 894 veterans. 

Write for free book! Your Future and Our 
School— 


to BOWMAN TECHNICAL SCHOOL 
Bowman Building, 
Lancaster, Pa. 





10” long 
» 654" wide 
a | 13," high 









Useful for holding small parts, mate- 
rials, findings, etc. Shown, |8-com- 
partment #166. Available in many 
other sizes and arrangements. Send 
for Catalog and Price List. 


Colonial Moulded Plastics Co., Inc. 


Main St. North Oxford, Mass. 





Charles Ezra Bewman, 
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cision Time Measures” by Charles T. Higginbotham, pub- 
lished originally by Hazlitt & Walker, Chicago. The first 
edition was sold out, some years ago, and copies were 
obtainable only as second-hand books, at rather high 
prices. But recently this book has appeared in a reprint 
of the first edition, which our Book Department offers, 
sent postpaid anywhere in U. S. A. or Canada, for $4.50. 


IXON CASTING SAND—We use “Dixon Casting 
Sand” for moulds for casting jewelry. When we 
start on a new can, the sand has a greasy feeling, but 
after many castings, it gets to feel dry. Can you tell 


us what to use to restore the sand to its original condi- 
tion? (Question No. 6326) R. E. 


Answer—As to Dixon’s casting sand drying out in 
use, we will say that this sand is prepared under a pro- 
prietary formula, so we do not know what is used in its 
preparation. It is meant to keep in suitable condition 
for use over and over again; but naturally there is a 
limit even to this, and the time comes when the sand 
should be discarded and a fresh supply put into use. 
You might write to William Dixon, Inc., 32 East Kinney 
Street, Newark, N. J., the manufacturers of the sand, and 
they will perhaps make recommendations. 


jpeg magne LATHE—Could you tell me which 
one of the watchmakers lathes on the market you 


(Question No. 6327) V. P. 


would consider best? 


A nswer—Our impression, from contacts with many 
watchmakers, is that many of them would answer this 
question by saying that the best “make” of lathe is the 
one that he uses. Really, to reply by naming one make 
of lathe, would be misleading. There are lathes differing 
in some details, but each of them is “one of the best.” 
And which one of them is preferable may depend upon 
personal preferences. The essential things in a lathe are: 
spindle ground true, out of hardened steel; true chucks 
to fit it; bed with “ways” accurately machined parallel 
to axis of spindle; tailstock with spindle truly concentric 
with headstock spindle. Outside of these points, other 
things may be liked or not, but are relatively unimpor- 
tant, such as type of finish, whether they are oilcups or 
not, whether solid or ball bearings, and many other de- 
tails. It might be a good idea in purchasing a lathe, if 
the buyer is not experienced, to ask some competent 
watchmaker to inspect the new lathe and chucks, and give 
his opinion, before making a decision. 


OREIGN WATCH—We traded in a 16-size watch in 

a silver case. The only words on dial and movement 
are “Ferrovie dello Stato” and “Brevete” and this word 
has before it the outline of a cross. Does any of this tell 
the maker and age of the watch? (Question No. 6328) 
O. J. 


A nswer—tThe French word and cross indicate that the 
watch was made in Switzerland, some (unnamed) feature 
being covered by a Swiss patent. The other (Italian) 
words indicate that the watch was made for use on “The 
State Railway.” There is nothing in all of this, however, 
that indicates when the watch was made, how old it is, 
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or who made it. The only chance of telling you the age 
would be if you would send us clear photographs showing 
the outside (case and dial) and the construction of the 
movement. Sometimes details of design and construction 
or decoration of a watch, supply a clue to at least the 
approximate age of the piece, in the absence of a maker’s 
name, as in this case. 


p—eene FOR FRAMES—Some years ago, we used 
a very fine lacquer or gold-paint for touching-up 
damaged spots on picture frames; but we cannot find the 
last bottle that became empty, and wonder if you could 
tell us the name of the maker, or of any maker of such 
material of superior quality? (Question No. 6329) A. §. 


Answer—We cannot say which of several hundreds of 
manufacturers of lacquers and bronzing liquids yours 
could have been. But we believe you could obtain the 
finest of gold-color or silver-color paints that are known, 
from firms like: Gold Leaf & Metallic Powders Inc., 145 
Nassau St., New York 7, N. Y.; Devoe & Reynolds Co., 
Inc., 787 First Avenue, New York, N. Y.; or Finishes 
Division, E. I. du Pont de Nemours Co., Inc., Wilming- 
ton 98, Delaware. 


LD WATCH MOVEMENT—We would like to know 

the year when a watch movement was made; an 
Illinois (Springfield) 18 size movement, serial number 
1,705,207. Is this company still in business? (Question 
No. 6330) A. F. 


Answer—The Illinois (Springfield) Watch Company 
was bought out some years ago by the Hamilton Watch 
Company, Lancaster, Penna. We know of no existing 
production records of the old Illinois Company that would 
indicate the year when this watch was made. We have 
some dates of certain serial numbered Illinois watches 
which can be used to fix the approximate ages of other 
Illinois watches; but none of these are close enough to 
the number of your movement, to be used in that way. 





Jewelry Making 
(From page 214) 


scoring of the paper will give it sharp edges where it 
is bent. The end of the paper is tacked to the narrow 
side of the stick or a piece of binding wire can be used 
on both ends. As the paper wears down, rip off the top 
layer and use the one beneath. 

Fine emery paper can be wrapped around a 4 in. 
rod held in the chuck of a flexible shaft and then it can 
be used to remove scratches on flat and concave flat 
surfaces. The emery mandrel is used to smoothen the 
inside of rings. The end of the mandrel screws onto the 
tapered spindle of the polishing machine. The end of 
a strip of emery paper is inserted into the slot in the 
mandrel so that the polishing can be done. Emery 
disks, similar to the type used by dentists, are excellent 
for getting into narrow slits. These inexpensive disks 
can save a tremendous amount of working time. Rouge 
and crocus paper are used by craftsmen to get fine satin 
and polished hand finishes. They are also used by stone 
setters and engravers to procure bright cuts. 
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Speidel Receives 
A Sylvania Award 
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The Speidel Corporation has received 
the Sylvania Award for sponsoring the 
“Outstanding new television situation com- 
edy of the year,’ “Make Room for 
Daddy.” 

The annual Sylvania 
sented by the Awards 
Taylor. Symbol of the award to Speidel 
is a beautiful, modern mahogany electric 
clock, shown in the picture. 

“Make Room for Daddy,” featuring 
Danny Thomas on the ABC-TV network, 
tells the story of a famous night club 
entertainer torn between his love for 
show business and his affection for and 
responsibilities to his young family. 


Awards were pre- 
Chairman, Deems 


er — 


Tudor Plate Will Offer 
34 Piece Service for Spring 


Tudor Plate will feature for spring 
a 34 piece service for eight, beautifully 
packaged in a covered buffet holder plus 
a crystal serving tray (no Federal tax 
on tray) at no extra charge. This service 
retails for $29.95. 

The service offers “double duty and 
double beauty at a remarkable price.” 
It is silverware with hollow handle knives, 
mirror stainless steel blades with ser- 
rated cutting edges and an overlay of 
pure silver on the wear points of the 
spoons and forks. 


Mautner Co. Opens 
New Showroom in N. Y. 


The Mautner Co., Inc., of Haswell St., 
N. Y. 61, N. Y., manufacturers of jewelry 
boxes, displays and trays, has re-opened a 
mid-town showroom in New York City at 
080 Fifth Ave. (at 47th St.), and its 
phone number is JU 2-4820. 
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Nationwide Sales Meetings 
Held by Hamilton 


Satisfactory sales volume and increased 
activity for the Hamilton-Illinois line by 
retail jewelers marked the first full year of 
Hamilton’s direct-to-retailer distribution, 
Lowell F. Halligan, vice-president (sales), 
reported to a meeting of Hamilton’s dis- 
trict sales managers in Lancaster, Pa., 
Dec. 28-31. 

Regional sales meetings were held in 
Atlanta and Chicago on Jan. 4 and 5. 
Paul Seibel, assistant to the vice-presi- 
dent (sales); R. E. Welsh, sales promo- 
tion manager; and Jack Brenneman, credit 
department, conducted the Atlanta meet- 
ing, with salesmen from the Hamilton 
southeastern district attending. 

The Chicago meeting was conducted by 
A. A. Colvin, director of sales; H. S. 
Tholen, credit manager; and F. E. Orr, 
field sales manager for Hamilton’s sales- 
men in the north central district. 

Other meetings were held for salesmen 
from Hamilton’s nertheastern, Lancaster, 


western and southcentral sales districts, 
the latter two in San Francisco and 
Denver. 


Sobel Supplies 
Chronograph Parts Line 


Installation of a complete line of chron- 
ograph repair parts has been announced 
by Sobel Brothers, 318 Ninth St., N. W., 
Washington, D. C. The firm’s watch- 
maker customers will now be able to get 
immediate delivery of chronograph parts 
for their daily watch repair work. 














imperial Pearl Syndicate 
Gives Award to Babe Didrikson 





Babe Didrikson considered 


Zaharias, 
the foremost woman athlete in the U. S., 


has been awarded the Imperial Pearl 
Syndicate’s 1953 Achievement Award for 
the “best comeback” in 1953. 

She is shown receiving the award from 
David Goldstone, left, vice-president of 
Imperial Pearl Syndicate on the George 
Jessel TV show “Comeback Story.” Jessel 
and George Zaharias, right, look on. 


J. M. S. Jewelry Offers 
Bonus Promotion Plan 


The J. M. S. Jewelry Manufacturing 
Co., Bleomfield, N. J., has announced a 
new bonus promotion which is starting in 
February. In order to introduce the firm’s 
new bracelet line, it is offering the retailer 
a gold filled, cultured pearl bracelet that 
retails for $10.80, F. T. I. free with 
every order for one dozen earrings boxed 
in its exclusive shadow box. 





Annual Christmas Gathering Held by Anson Incorporated 





Anson, Inc., Providence, R. I., enter- 
tained 350 employees at the firm’s annual 
Christmas party. Previous to the dinner, 
all employees had received bonus checks 
in the mail. The picture shows the head 
table with Anson executives and award 
recipients. 

Olof V. Anderson, president, and Carl 
A. Anderson, vice-president, were hosts. 
Two of the four employees who received 


15 year pins for service during the full 
term of the firm’s operation also acted 
as hosts. 

Arthur Stamp and George Fuller were 
recipients of 15 year service pins. Five 
employees received 10 year pins and 38 
were given five year pins. 

Olof Anderson announced the receipt 
of 27 congratulatory telegrams from dis- 
tributors. 
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Ronson Salesmen Attend Newark Confab 





Executives and sales representatives of Ronson Art Metal Works, Inc., posed for this photo- 
graph at the banquet which wound up the firm's recent three-day sales meeting at the 
Essex House in Newark, N. J. Louis V. Aronson, II, Ronson president, is seated fifth from 
the right. He's flanked by Willis D. Evans, vice president in charge of marketing (right), 
and Herbert M. Stein, general sales manager, and is surrounded by the Ronson sales staff. 





1881 (R) Rogers (R) Silverplate 
Introduces "Proposal" Pattern 


Special introductory offer on the new 
“Proposal” pattern of 1881 (R) Rogers 
(R) Silverplate will be a 78 piece service 
for eight in the new Proposal Chest with 
choice of light or dark finish. It first 
will retail for $69.75, and the regular price 
will be $88.50, thus offering a saving of 
$18.75 on the introductory price. The ser- 
vice also features a beautiful two piece 
steak set. It will be introduced with a 
full page, full color advertisement in Life. 
The dealer will retain his full Keystone 
profit. 

Beginning Feb. 1, all 1881 patterns will 
be offering a special 42 piece feature set 
for $49.75, plus a free two piece salad 
serving set. 


—- +2 


Heller-Deltah Introduces 
New Costume Jewelry 


Featuring the trend toward “controlled 
clutter,” the La Tausca costume jewelry 
collection for spring, made by Heller- 
Deltah Co., Inc., includes more than 60 
new high fashion originals by Majeska, 
La Tausca designer, and a new group of 
La Tausca creations in gold metal com- 
bined with pastel colored beads of intri- 
cate shapes and markings. The coil type 
of necklace and bracelet was featured in 
numbers designed for more dressy oc- 
casions. 

The Majeska originals include a special 
group named for musical motifs and com- 
positions. One is called “Rites of Spring,” 
after the Stravinsky classic, featuring 
Alexandrite. This group comes in simu- 
lated sapphire, peridot, crystal or ame- 
thyst. Another is “Viennese Waltz” and 
is done in simulated La Tausca pearls. 

High points of the La Tausca group 
were pins in simple geometric shapes. In 
line with the anticipated wide use of pins 
as Ornaments on new spring fashions, these 
were designed for use in place of belts 
and other apparel. 

Prices for the Majeska pieces range 
from about $5 to $36, plus tax, and for 
the La Tausca designs from about $2 to 
$15, plus tax. Hellar-Deltah showrooms 
are at 41] Fifth Ave., N. Y., N. Y. 
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“Ev-R-last,"" New Mainspring 
Is Offered to Watchmakers 


“Ey-R-last,” a new kind of mainspring, 
is now being offered to watchmakers. It 
is made of a special alloy steel, which is 
described as rust resistant. The makers 
say it is guaranteed not to break for the 
life of the watch. This guarantee is written 
and printed on the envelope containing 
the mainspring, and it is anticipated 
watchmakers will be able to charge a 
little extra for mainspring repairs when 
they use “Ev-R-last.” 

Only 24 of the most popular numbers 
are available at the present time. Hammel 
Riglander & Co., Inc., is the exclusive 
distributor of “Ev-R-last,” and it can be 
ordered through material supply houses. 





Flex-Let Sign Shows 
Huge Watch Band 








The Flex-Let billboard sign, showing 
what the firm says is the largest watch 
band picture in the world, is in the 
photo. It is located at the Second Avenue 
exit of the Queensboro Bridge, in New 
York City, where 115,000 cars per day 
enter New York from Long Island. 

The gigantic wrist watch with the 
Flex-Let “Round-About” watch band is 
20 feet in height, and is one of the most 
unusual outdoor signs in that area. 





Extensive Ad Campaign 
By Eastern Metal Products 


Eastern Metal Products Co., Tuckahoe, 
N. Y., has launched an extensive national 
consumer and trade magazine advertising 
campaign, it was announced by Bernard 
Berengard, advertising manager. 





New Models by Elgin 
In Early Spring Promotion 


Sixteen highly styled jeweled watche 
with the “million dollar look” are 
offered in an early spring promotion by 
the Elgin National Watch Co., which yijj 
feature a new concept of Elgin’s traqj. 
tional spring merchandising event by pro. 
viding jewelers a much greater variety of 
styles and prices. 

The early spring promotion will he 
backed by heavy national advertising 
featuring a double page full color spread 
in the March 1 issue of Life. This ad wil] 
be supplemented by a heavy schedule of 
TV spot announcements in major geo. 
graphical areas, or by large two color 
newspaper ads in areas not covered by 
television. 

The watches range in price from $33.75 
to $150 and include models in all three 
of the firm’s basic lines, Elgin, Elgin 19 
and Lord and Lady Elgin. All the models 
were created specifically for the “million 
dollar look” promotion. 





New Advertising Company 
For the Credit Jeweler 


Richard Tobias, president of Cramer. 
Tobias-Meyer Co., has announced a new 
company, Cramer-Tobias-Schulman, Inc, 
which will specialize in the creation of 
advertising material for the credit jew- 
eler. Its address is 515 Madison Ave, 
i has Oe 

Lee Schulman, formerly advertising di- 
rector of Finlay Straus Jewelers, has 
joined the new company as vice-president. 

Plans of the new company include the 
preparation of a promotional jewelry mat 
service, Christmas catalog and direct mail 
literature tied in with merchandise as a 
complete package. 

The Cramer-Tobias-Meyer Co. will con- 
tinue their jewelery service devoted to the 
cash jewelers. 





Danecraft Expands Production; 
Changes to New Firm Name 


Production facilities for Danecraft 
sterling silver jewelry have been increased 
at least 50 per cent through extensive 
addition to the factory on Bucklin St, 
Providence, R. I., it was announced by 
James P. Felch, president. 

The name of the manufacturers of 
Danecraft sterling silver jewelry, formerly 
Felch & Co., is now Danecraft, Ince., it 
was also announced. 





Admark Registers 
“Queen of the Nile" 
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Albert Adler, 714 Sansom St., Phila- 
delphia 6, Pa., maker of Admark scarab 
jewelry, has announced that his “Queen 
of the Nile” trademark, pictured above, 
has been registered at the United States 
Patent Office. Its serial number is 635079. 
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y. S. Time Corp. 
Plans New Fob Watch 


According to the United States Time 
Corp., a revival of the pocket watch for 
winter use and of the fob watch for 
summer use by the well-dressed man is 
indicated in recent merchandising trends. 
in the pocket watch has been 
revived as a result of popularity of the 
sports vest. The firm says this interest 
has been accompanied by a noticeable 
increase in the demand for U. S. Time’s 
Ingersoll pocket watches. 

The firm intends to have a new type 
of fob watch, complete with a choice of 
leather or chain-mail type fobs, on the 
market early this year. It is larger than 
qa wrist watch and smaller than a pocket 
watch. The price for the Ingersoll pocket 
watch remains at $3.95. 


Interest 


Illinois "Golden Treasure” 
To "Prettiest Miss of 1953" 





The Hamilton Watch Co. awarded the 
grand prize to the “Prettiest Miss of 1953” 
at the Bernard M. Baruch School of Bus- 
iness and Public Administration of the 


College of the City of N. Y. 


The picture shows winner’ Florence 
Rosenberg, chosen from 8,000 students, 
and runners-up Rona Caggiano and 
Esther Moussaif, admiring the prize—a 
“Golden Treasure” model of Hamilton’s 
Illinois line. 


Benrus Offers New Line 
Of Ladies’ Watches 


Benrus has introduced a new  water- 
resistant line of ladies’ watches called 
the “Water Beauty” series. The intention 
of the design and styling of the series 
is “to meet the difficult requirements of 
today’s modern young matron,” as she 
goes through her daily round of household 
chores. 


Benrus says the Water Beauties have 
been compressed into a space half as 
thin as that taken by the ordinary water- 
resistant watch, and this is accomplished 
by a patented water-resistant construction 
and by a special tapered bezel design. 
The series will be available in steel and 
gold styles, with prices ranging to retail 
from $49.50 to $92.50. 
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The 1953 annual sales and management 
meetings of A. Cohen and Sons Corp. 
were held at the Astor Hotel, New York 
City. The sales meeting, shown in the 
picture, took place on Dec. 27, and the 
management meeting, Dec. 390. 

Hyman J. Cohen, president, spoke on 
leadership and_ responsibility. He  ob- 


A. Cohen and Sons Corp. Holds Annual Meetings in N. Y. 
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served that “only those companies whose 
management make proper and_ timely 
changes will survive” in today’s market, 
and added that A. Cohen and Sons is 
able to make the required changes, and 
thus is looking at 1954 as a banner year 
for the company. 





Heirloom Sterling Offers 
Four Chests for Spring 


This spring Heirloom Sterling will offer 
four usable, practical chest combinations: 
a 20 piece service for four at $113.50, tax 
included; a 36 piece service for eight at 
$195.50, tax included; a 54 piece service 
for 12 at $297.50, tax included; and a 
96 piece service for eight at $299.25, tax 
included. 


Each service offers free of extra cost to 
dealer or consumer a progressively finer 
chest. Each service also includes not only 
the necessary place setting pieces but the 
necessary serving pieces. 

Heirloom Sterling will move even more 
strongly into the important child and baby 
market by introducing on Feb. 1 a com- 
plete line of pieces in the new “Reigning 
Beauty” pattern. 


Sessions Clock Distributes 
New "Product Service Manual” 


The Sessions Clock Co. has completed 
distribution of an easy-to-use “Product 
Service Manual.” It includ¢gs complete 
service data on all Sessions elfctric clocks, 
clock-radio timers and electric clock move- 
ments. 

During 1953 Sessions clock service was 
extended in both the U. S. and Canada 
by the addition of 18 new stations. Total 
number of stations is now 87. Liberal re- 
pair allowances have been extended to 
Sessions authorized field service stations. 


Sheaffer Pen Makes 
Profit-Sharing Payment 


The W. A. Sheaffer Pen Co. hss made 
a profit-sharing payment to its employees 
of 26 per cent of their earnings for the 
last quarter of 1953. This payment brings 
the profit-sharing amount paid to Sheaffer 
employees to $12,380,000 since the pro- 
gram was started in 1934, according to 
G. A. Beck, executive vice-president. 











Longines-Wittnauer Holds 
Annual Sales Meetings 


At the recent annual sales meetings held 
by Longines-Wittnauer Watch Co. in New 
York City, its new lines for 1954 were 
hailed by the firm as the most outstand- 
ing for style, value and merchandising 
qualities in the company’s history. 

Irving Abel, vice-president of the firm 
announced that all of the established 
Longines-Wittnauer advertising vehicles 
will be continued throughout the year. 
The company’s advertising department has 
been expanded. 


Paulson Issues New Book 
On Its "Time-O-Graf" 





Henry Paulson & Co. is issuing free 
copies of its new instruction book on 
the Paulson “Time-O-Graf,” which with 
its continuous tape and resolvent power 
for detecting errors is constantly bringing 
to light new ideas in watch repair service. 
A picture of the book is shown. 

Time-O-Graf owners are invited to write 
to the firm at 131 S. Wabash Ave., Chi- 
cago 3, Ill. Those who are not familiar 
with it are invited to write to Roy While 
at the company. 
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Waltham Offers for Spring 
A "Gold Rush Promotion" 


The Waltham Watch Co. is offering a 
spring “Gold Rush Promotion,” featuring 
four watches at $19.95, it was announced 
by Teviah Sachs, president. Newly styled, 
17 jewel Waltham watches—two ladies’ 
and two men’s—will be available to re- 
tail at $19.95 (regular value, $29.95) 
until April 15. The promotion links the 
leader advertising special with Waltham’s 
complete line of 17, 19 and 21 jewel 
watches. 

The jeweler buys as many Waltham 
styles as he likes, and up to half of this 
order, regardless of size, can be made 
up of $19.95 watches. The promotion 
is available through wholesalers. 

Waltham reports unusually favorable 
jeweler reaction to the promotion. 


Bruner-Ritter Awards Given 
To Three Top Salesmen 





A highlight of the recent Bruner-Ritter 
sales convention in New York City was 
the presentation of awards to the three 
salesmen who scored highest in the com- 
pany’s fall 1953 sales contest. 


Bruner-Ritter, Inc., makers of Bretton 
watch bands, judged the salesmen on 
a performance scale, so that size of ter- 
ritory did not enter into winning the 
awards. 


Saul Ritter, president, is shown in the 
photo at the left, as he presented checks 
to the three prize winners, who are left 
to right: Sam Feldman, Chicago-Mil- 
waukee area, first prize; Jack Rogan, 
Illinois and Indiana, second prize; and 
Bernard Mollen, Virginia and West Vir- 
ginia, third prize. 


Incabloc Corp. Formed in U. S. 
By Universal Escapement Ltd. 


The Universal Escapement Ltd., La 
Chaux-de-Fords, Switzerland, makers of 
shock absorbers for watches, has an- 
nounced the opening of Incabloc head- 
quarters in the U. S. Known as the 
Incabloc Corporation, the new company 
has its offices at 15 W. 46 St, N. Y., 
mM. Ee 

Directing its activities are Julius S. 
Impellizzeri, president, and William G. 
Wenzel, vice-president and director of 
sales and advertising, who announced 
that Incabloc has already launched the 
largest advertising campaign in its history. 
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Big Ad, Promotion Campaign 
By Landers, Frary & Clark 


Universal’s advertising and promotion 
plans for this year, according to W. J. 
Cashman, director of advertising and pro- 
motion at Landers, Frary & Clark, will be 
larger than 1953. Greater emphasis will 
be placed at the local level. 


Universal electric housewares will get 
38 insertions in 29 leading national pub- 
lications through the spring buying season. 
TV personalities will augment the maga- 
zine ad program through minute commer- 
cials. Elsa Maxwell will sell the “Coffee- 
matic,” and Carlton Fredericks, dietician 
and nutrition expert, has written a Uni- 
versal Recipe book, “Add Variety to Your 
Diet,” featuring diets and recipes for use 
with the “Mixablend.” 

The Coffeematic will receive a special] 
gift promotion in the spring. With the 
Golden Jubilee Coffeematic, Universal in- 
troduces a gift-giving three piece Coffee- 
matic Service set to match the 10 cup 
coffeemaker. The exclusive tray set is 
made by the International Silver Co. and 
is valued at $24.95, consisting of 12% in. 
matching chrome tray, creamer and sugar 
bowl. An individual certificate will be 
packed with each 10 cup Coffeematic, 
which can be returned to Universal by 
the customer with $9.95 to get the tray 
set. 


Westinghouse's Special Offer 
On Portable Appliances 


The Westinghouse electric appliance 
division has announced the strongest first 
quarter promotion program in the divi- 
sion’s history. With the _ retail sales 
theme, “Stretch-Your-Dollar,’ Westing- 
house will make special offers on portable 
appliances to the end of February to 
both consumers and retailers. 

According to R. M. Oliver, manager of 
portable appliances, special retail prices 
have been made on the firm’s roaster-oven, 
with a price of $39.98, marked down from 
$44.95, and the pop-up toaster, being 
marked down to $19.98, from $22.95. 








Keepsake Diamond Rings 
In National Ad Campaign 





models 
beautiful brides and frequent large space 
insertions are keynoting the national ad. 
vertising campaign for Keepsake diamond 
rings. 

Keepsake is placing ads in Life, Look, 


Glamourous photographed 4s 


Seventeen, Charm, Modern Bride and 
other national magazines. They will fea. 
ture beautiful brides, one of whom js 
shown in the photo. A _ coupon and 
Western Union “Operator 25” line ip 
each ad will focus the power of this 
advertising on local franchised Keepsake 
dealers. 


ne 


Prestige Watch Co. 
Buys "Cort" Name 


The Prestige Watch Co., importers of 
Swiss movements at 34 W. 46 St. N. Y, 
36, N. Y., has announced that they are 
selling through wholesale distributors only 
and feature lines under the following 
names: Prestige Watch Co., Inc.; Lloyds 
Watch Co.; Cort Watch Co.; and Cort 
Teen Timers Watch Co. 

Prestige purchased the name “Cort” 
for use on watches at an assignee sale. 
The former company that used this name 
is no longer in business. Prestige wishes 
to announce that it did not buy the 
company or take over any of its obliga- 
tions. 





Burton M. Reid Sons Has Yearly Sales Conference 


Burton M. Reid Sons, Inc., Springfield, 
[ll., held a two sales meeting Dec. 17 
and 18. Thirteen salesmen were present, 
and representatives of manufacturers gave 
talks on their companies’ products and 
policies. 

After the sales meeting, the firm’s 71 
employees and their families were enter- 
tained at a pre-holiday dinner and dance. 

Shown in the picture, standing, left to 
right, are Hurley Henderson, Charles 














Tuttle, Madison Sullivan, Don Bangert, 
Frank Cofield, Ashley Coats, Jim Cairns, 
all salesmen, Chase Savage, treasuret, 
Bradie Wallace, salesman, Lester Collins, 
sales manager, H. L. Scarber, salesman, 
W. Mandell, J. J. Kagan & Co. Seated 
left to right, are Bernard Kanter, Jacoby- 
Bender, Inc., J. Speed Reid, president, 
Fritz Monson, Precise Mfg. Co., Sidney 
Lewitt, B. Jadow, Inc., Harry Furry, 
vice-president and general manager. 
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J. S. Zeller, vice-president in charge of 
sales, Dirilyte Co. of America, Inc. Ko- 
komo, Ind., has announced that Al Maier 
has been appointed district sales manager 
for Michigan, Illinois, Wisconsin, Minne- 


sota and Iowa. 





Herbert M. Stein, general sales manager 
of Ronson Art Metal Works, Inc., has 
announced the appointment of Nathan 
Karzen as New York district manager. 
He also announced several appointments 
of Ronson sales representatives. Albert E. 
Bauer will cover Michigan and Indiana 
and will headquarter in Detroit. Leonard 
Evans will cover southern New Jersey, 
eastern Pennsylvania and Delaware. Jules 
Bershak will headquarter in Syracuse, 
N. Y., and will cover New York State, out- 
side the metropolitan market. Arthur B. 
Halpert will reside in Jacksonville, Fila., 
and will cover the southeast. 









w ; 
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JACK MARGOLIS 
Bruner-Ritter 


HAROLD M. 
SHAPIRO 
Bruner-Ritter 


Marvin J. Bruner, vice-president in 
charge of sales of Bruner-Ritter, Inc., has 
announced that Jack Margolis and Har- 
old M. Shapiro have joined its sales staff. 
Both will cover part of New York, Maine, 
New Hampshire, Vermont, Massachusetts, 
Rhode Island and Connecticut. 





Westinghouse to Expand 
Electric Appliance Factory 


More than 2% million dollars will be 
spent this year to rearrange and expand 
the Westinghouse electric appliance divi- 
sion factory at Mansfield, Ohio, as the 
first step in a program to approximately 
double production of several major ap- 
pliances and substantially increase _pro- 
duction of portable appliances, it was 
announced by J. H. Ashbaugh, vice-presi- 
dent 


Ernest Frank Organization 
Is Joined by His Son 


Ernest Frank, manufacturers’ representa- 
tive, has announced that his son, Ernest 
Frank, Jr., has joined him in a new part- 
nership. For the past eight years, the 
Frank organization has represented cos- 
tume jewelry manufacturers in 11 western 
states, employing resident salesmen. 

Representing Bogoff, Rebajes Crafts and 
Castlecliff, the firm maintains a permanent 
showroom at 607 S. Hill St., Los Angeles 
14, Calif. 
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News of Personnel 





Douglas A. Lapham, manager of the 
Sessions Clock Co. sales division, has an- 
nounced the appointment of Homer D. 
Schoen as the division’s sales planning 
manager. 





ALAN JACOBS 


HOMER D. SCHOEN 
Sessions Miller Bros. 


Miller Bros. Watch Strap Mfg. Co. has 
announced that Alan Jacobs is its new 
midwestern representative, and will make 
his office at 29 E. Madison Ave., Chicago, 
I. 


Al Levin has been appointed Botell 
Ring Co. representative in the south, it 
was announced by Sidney Heller, president. 
He will cover Virginia, North Carolina, 
South Carolina, Georgia, Alabama, Mississ- 
ippi and Louisiana. 





AL LEVIN SEYMOUR RATHY 
Botel!l Ring Mautner 


Seymour Rathy has joined the Maut- 
ner Co.’s sales organization and will cover 
Massachusetts, Rhode Island, Vermont, 
New Hampshire, Maine, eastern New York, 
West Virginia and selected cities in Penn- 
sylvania. 





American Beauty to Award 
Canine Sales Prizes 


American Beauty will give registered 
cocker spaniels to its top  distributor’s 
salesmen in its five major market areas 
in the U. S., it was announced by Leo 
Kaye, sales manager. The five canine 
prizes will be awarded after the results 
of a selling campaign ending March 15. 























The Electric City Box Co., Buffalo, N. Y., 
has announced new sales representatives 
and their territories. They are C. H. 
Mumper, Hawaii; R. D. Klein, eastern 
Pennsylvania, Maryland and Virginia; and 
Don De Less, Wisconsin. 


Cuckoo Clock Mfg. Co., Inc., has an- 
nounced that Walter Fleisher has joined 
the firm and will be its west coast and 
Texas sales representative. 





Fred B. Walrath, former district man- 
ager of the electric housewares division 
of Landers, Frary & Clark, has been made 
regional manager of the firm’s southeastern 
division, it was announced by A. S. Bross, 
vice-president in charge of sales. 








FRED B. WALRATH JACK GOLDENBERG 
Landers, F.& C. Croton 





The Croton Watch Co. has announced 
that Jack Goldenberg has been ap- 
pointed district sales manager. 


Louis F. Poglits has been appointed 
new representative in the southeast for the 
Shefheld Silver Co. (made in U. S. A.), it 
was announced by I. H. Farber, vice- 
president. He will headquarter in Atlanta. 


-—- 


Zodiac Watch Agency has announced 
the appointment of Herbert J. Fischman 
to its sales staff. He will cover New York 
City and the east. 


MURRAY L. 
SCHACTER 
National Silver 


Murray L. Schacter has rejoined the 
National Silver Co., it was announced by 
the firm, and will be manager of the 
flatware division. 
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Special Notices 


“Situation Wanted”—Regular type only $1.50 
first 25 words; additional words, 10 cents per 
word. Heavy type $6.00; additional words 25 
cents per word. 

“Help Wanted”—*“Lines Wanted’”’ and “Side 

Lines”—regular type $3.00 first 25 words. Ad- 
ditional words 15 cents per word. Heavy type 
$6.00 first 25 words; additional words 25 cents 
per word. 
All other headings—tregular type $6.00 first 
2S words; additional words 25 cents per word. 
Heavy type $10.00 first 25 words; additional 
words 30 cents per word. 

Name, address, initials, and abbreviations 
count as words, and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 20 cents extra to cover postage must 
be enclesed. Remittance with order. 

Not subject to agency commission. 


Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
eeding month. 

To avoid unnecessary correspondence men- 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of re mendati 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 
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Situations Wanted 





LD 








BOOKKEEPER, expert, thorough knowl- 
edge of every phase of jewelry business, 
top record. Address “‘V., 21,’”’ care J C-K. 





DIAMOND setting student, veteran, age 
24, seeks trainee position; references. 
Address “A., 57,” care J C-K. 





BOOKKEEPER, considerable experience, 
diversified all phases, payroll taxes, 
general ledger: New York City area 
only. Address “T., 122,” care J C-K. 





CERTIFIED Master Watchmaker, 22 
years’ experience, mount diamonds, and 
engrave: Coastal area preferred. Ad- 
dress “H., 138,’’ care J C-K. 





DIAMOND expert: available to fine or- 
ganization, where possibility for steady 
employment exists. Address ‘“A., =” 
care J C-K. 





ENGRAVER and chaser, experienced, 
wishes position with reliable concern: 
will consider part time; New York area. 
Address “T., 84,’ care J C-K. 





GENUINE opportunity to acquire top 
flight, admirably experienced manager 
for well equipped, credit jewelry store. 
Address “K., 108,’ care J C-K. . 





LADY, experienced wholesale diamond 
ring concern, in charge of orders and 
general detail work: references. Ad- 
dress ‘“‘H., 160,” care J C-K. 





WATCHMAKER, experienced and relia- 
ble mechanic, seeks steady and pleasant 
job in fine store in Midwest. Address 
“—., 134," care J C-K. 





YOUNG man, thoroughly experienced, 
sales, inside and manufacturing, well 
qualified in wholesale jewelry business. 
Address “L., 74,” care J C-K. 


YOUNG salesman, experienced New York 
retail; married, desires position with 
opportunity; best references. Address 
“E., 144,” care JC-K. 





A really good, experienced watchmaker, 
good producer, good tools and Watch- 
master; best references; prefers con- 
nection in or near Western Virginia. 
Address “K., 2892,”" care J C-K. 





BOOKKEEPER-accountant, costs, produc- 
tion; exceptional ability; proven back- 
ground: accustomed to heavy volume 
and responsibility. Address “T., 15,” 
care J C-K. 





DIAMOND man, 29, eight years’ experi- 
ence top importer; complete knowledge 
diamonds, from ducuts to solitaires; 
assist buying; college. Address “Y., 
126,” care J C-K. 





DISCOUNT salesman _ seeks responsible 
job in reputable showroom; successful 
intensified experience diamonds, watches, 
kindred lines; highest unit sales guar- 
anteed. Address “C., 100,” care J C-K. 





FINE watchmaker, for finest work in a 
fine exclusive type store; excellent ref- 
erences; only the finest stores will be 
considered; salary minimum, $125. Ad- 
dress “J., 174,’ care J C-K. 





FIRST class jeweler and diamond setter, 
over 25 years’ experience, desires posi- 
tion in retail store; can furnish the 
best of references. Address “A., 98,” 
care J C-K. 





MANAGER-salesman, many years’ ex- 
perience every phase of jewelry busi- 
ness, operating own business last nine 
years, wishes affiliation in Florida. Ad- 
dress “D., 152,”’ care J C-K. 





TENSION, due to business, forces this 
outstanding counter jewelry salesman 
to seek another job in reputable New- 
ark, N. J., establishment. Address “R., 
119,’ care J C-K. 





WATCHMAKER, 29 years old: married; 
14 years’ experience; European train- 
ing: accustomed to high grade and 
complicated watches, desires steady 
position. Address “Y., 97,” care J C-K. 





BOOKKEEPER (female), full charge: 
experienced all phases diamond and 
precious stone office; extremely capa- 
ble; efficient, trustworthy, personable: 
Manhattan only. Address “A., 141,” 
care J C-K. 





COMMERCIAL credit executive to jobber 
or manufacturer; completely equipped ; 
forwarding, legal forms, etc., graduate 
in business law and collection law and 
collection practice; minimum $8,000 
year. Address “F., 146,” care J C-K. 





EXTRAORDINARY inside credit sales- 
man; diamonds, watches, mountings, 
silverware, china, radios, appliances, 
television, luggage, typewriters, cam- 
eras, projectors, binoculars, men’s cloth- 
ing. Address “D., 168,’’ care J C-K. 





GENERAL manager, 15 years’ experience 
in all phases of credit jewelry business, 
including buying and advertising, now 
employed in the above capacity by 
chain organization. Address “L., 2238,” 
care J C-K. 








HAND engraver; all types of lettering on 
gold or silver jewelry, plaques, trophies, 
ete.; salary to start $100 a week; 
married, age 54: now near New York 
City : available March. Address “S., 83,’ 
care J C-K. 








JEWELER, 15 years’ experience on pro. 
duction, gold and platinum rings; g 
small repairs; can take charge and 
train people; interview will prove 
mutually beneficial; can locate any- 
where. Address “L., 109,” care J C-K. 








MANAGER ; high type executive, 25 yearg 
experience all phases credit jewelry 
business; own business 16 years; preg. 
ently employed; Southern Californig 
peer. Address “W., 2941,” care 








MANAGER, single, 32 years, gemologist 
strong selling record, thorough back. 
ground in display, collections, advertis. 
ing; consider assistant to owner jp 
large operation. Address “N., 77,” care 
J 





—, 


SALESMAN-manager, retail credit: wil 
locate anywhere; excellent salesman 
and organizer; I know the jewelry 
business from A to Z; 25 years of sell. 
ing under all conditions; good refer. 
ences. Address “I., 163,” care J C-K. 





WATCHMAKER, 30; within fair travel- 
ing of New Brunswick, N. J.; eight 
years’ experience; dependable,  con- 
scientious ; some hand and machine en- 
graving, polishing, filing, sales, ete. Ad- 
dress “F., 155,” care J C-K. 








——_—__.. 


AMBITIOUS, refined, personable young 
man to be an asset to your business: 
knowledge of sales, window displays: 
excellent watch estimator and trouble 
shooter; five years’ experience: wishes 
permanent position in East; finest ref- 
erences. Address “G., 172,” care J C-K., 





AM putting 20 years’ of managerial ex- 
perience on the line for top salesman 
assignment offer in Westchester County, 
New York or Newark, N. J. territories; 
can be of invaluable assistance to in- 
dividual or chain; what have you to 
offer. Address “G., 156,’”’ care J C-K. 





CAPABLE, young man, married; thor- 
oughly experienced jewelry business; 
industrious, ambitious, conscientious 
and very adaptable, desires opportunity 
to prove ability; excellent references; 
rr: —_—— Address “E., 169,” care 





DIAMOND man, college, 30, married; 12 
vears’ experience buying, manufactur- 
ing sizes, rounds, fancies, desires per- 
manent, responsible position with es- 
tablished house as buyer, assist buyer, 
right hand man; excellent references. 
Address “M., 2933,” care J C-K. 





DIAMOND setter, manufacturing jeweler, 
25 years retail store, trade shop experi- 
ence; fine platinum and gold, setting, 
repairs, and special order work; age 42; 
married ; now employed, wishes change, 
retail store only; references. Address 
“R., 112,” care J C-K. 





PRODUCTION manager desires connec- 
tion with reputable ring house; capa- 
ble of taking complete charge of pur- 
chasing, assembly, setting, polishing and 
special order work on gold and platinum 
rings; highest of references. Address 
“J., 164,” care J C-K. 








WATCHMAKER:;: highly experienced 
watchmaker in all plain and complicated 
work; will work at bench or as fore- 
man; salary $100; as foreman $125 up, 
depending on responsibilities; for New 
York City only. Address “D., 101,” 
care J C-K. 
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S, capable, young man, vet- 
AMBITION srried, thorough knowledge 
jewelry business, experienced merchan- 
diser, presently employed; excellent 
educational background, energetic, per- 
sonable, responsible, conscientious ; fin- 
est references; desires opportunity. Ad- 
dress “W., 127,” care J C-K. 





ETE 


ND man, married; 15 years’ ex- 

goon na buying; complete charge na- 
tionally advertised diamond line ; manu- 
facturing background; seeks responsi- 
ble position with well established New 
York firm as buyer of diamonds, mount- 
ings and stone rings; excellent refer- 
ences. Address “K., 165,” care J C-K. 








GENERAL manager-supervisor, chain ex- 
perience every phase operations, man- 
agement, systems, buying, merchandis- 
ing, promotion, advertising ; aggressive, 
alert, clean, trustworthy, conscientious ; 
just resigned: open $10,000 plus; pre- 
fer West Coast. Address “K., 114,” 


care J C-K 





el 


IF you need a retail jewelry salesman 
with productive ideas, energetic, a real 
sales builder, fine appearance and you 
will offer between $100 to $110 take 
home pay, then I am your man and 
will prove it conclusively; age 35; 
Metropolitan New York or New Jersey. 
Address “J., 72,” care J C-K. 





— 


RETAIL manager, salesman with 13 
years’ thorough experience, selling and 
buying jewelry, silverware, watches, 
gifts, etc.; cash or credit; looking for 
permanent position with progressive 
growing business; now in Long Island, 
New York area; willing to relocate. Ad- 
dress “L., 176,” care J C-K. 





GEMOLOGIST; associate member Ameri- 
can Gem Society; manager, salesman; 
desires position with high grade estab- 
lishment; thorough knowledge of dia- 
monds, colored stones, buying, grading, 
appraising, gem testing and identifica- 
tion: special order work; window dis- 
play: over 25 years’ experience. Ad- 
dress “S., 120,” care J C-K. 





HEAD watchmaker-foreman, age 47, in 
good health, take full charge of watch 
and clock repair department, desires 
position with established concern; fully 
experienced on all types of complicated 
watches and clocks, marine chronom- 
eters, in supervision, estimating: loca- 
tion within one hours travel from New 
York City. Address “‘M., 76,” care J C-K. 





TOP notch manager-salesman desires per- 
manent connection with reputable firm, 
West Coast preferred: A-1 references, 
neat, personable, experienced in every 
phase retail credit jewelry store opera- 
tion; if you desire a man who can add 
the necessary talent to your store, don’t 
fail to answer this ad. Address “B., 
2982,” care J C-K. 


a 





WATCHMAKER and store manager, 20 
years’ experience at bench, 12 years as 
manager of first class store, also four 
years as buyer in one of country’s 
largest department stores; will furnish 
excellent references; married, with 
family; will go any place in U. S. or 
se . Address “W., 91,’’ care 


———— 





SALESMAN, 40, retail, diamonds, 
watches, fine jewelry, especially dia- 
monds; 20 years’ experience; complete 
knowledge credit or cash store opera- 
tion; excellent references, personality, 
appearance and character; now em- 
Ployed as top salesman: store doing 
over $700,000 per year; present salary 

.280 guaranteed ; increase desired. Ad- 

_oress “C., 151,” care J C-K 





MANAGER: over 25 years’ experience as 
owner, manager and general manager, 
of both prestige and chain credit jewel- 
ry stores in Pennsylvania, Florida, 
North Carolina and Georgia; top sales- 
man with complete knowledge of every 
phase of credit store operation with vol- 
umes of $200,000 to over $600,000 
yearly; gentleman, age 50, married ; 
prefer South or Pennsylvania. Address 
“K., 2865,” care J C-K. 








Lines Wanted 








PACIFIC Coast salesman seeks line of 
cultured pearls, strings, earrings, brace- 
lets, and loose, medium to high quality. 
Address “E., 2947,” care J C-K. . 





WESTERN salesman desires a factory 
line of stone rings, ladies’ and gent’s 
mountings in 14kt; commission basis. 
Address “J., 2949,” care J C-K. 





WEST Coast salesman desires factory 
line fine jewelry in gold and platinum; 
genuine stones; commission basis. Ad- 
dress “C., 2946,” care J C-K. 





MANUFACTURER’S representative, Ohio 
resident, 12 years following among 
jewelers and department stores, wants 





additional outstanding line. Address 
“A., 148,” care J C-K. 
MID-WEST salesman, representing 


established gold mounting line to 
jobbers and chains in that area, 
desires non-conflicting side line. 


Address “V., 124,” care J C-K. 





WEST Coast factory representative de- 
sires platinum cases, attachments, ear- 
rings, bracelets, set and unset; must 
be top quality; commission basis; ref- 
erences. Address “G., 2948,” care J C-K. 





MANUFACTURER’S representative would 
like to take on a reputable line of ster- 
ling and silver plated hollowware; we 
maintain Fifth Ave. showroom and can 
furnish the best references. Address “S., 
113,”’ care J C-K. 





PLEASE Mr. Manufacturer don’t answer 
this ad unless you do over a million 
dollars worth of business now ; we want 
major line only for 11 Western States; 
Los Angeles showroom and four sales- 
men. Address “V., 89,” care J C-K. 





RELIGIOUS jewelry and devotional lines ; 
sales organization covering six Western 
States; following with gift, jewelers, 
department stores; we carry our own 
accounts and stock. Box 306, Altadena, 
Calif. 





SALESMAN, covering Middle West (large 
cities) 20 years, fine retailers, better 
credit stores, desires platinum, gold 
jewelry, attachments, bracelets: draw- 
ing account. Address ‘“W., 125,” care 
J C-K. 





PACIFIC Coast manufacturers’ repre- 
sentative with following among 
wholesale jewelers and costume job- 
bers, desires line of costume jewelry 
and expansion watch bands. Ad- 


dress “L., 180,” care J C-K. 





WEST Coast wholesaler, seeks contact 
with manufacturer of fine rhinestone 
line to be sold to better retail jewelers 
and department stores in California on 
jobbing basis; interested in very at- 
tractive, quality merchandise only. Ad- 
dress “B., 149,” care J C-K. 





MANUFACTURERS’ representative; 20 
years following among _ wholesale 
jewelers, military, and costume job- 
bers in Pacific Coast and Mountain 
territory, desires non - conflicting 
line, on commission. Address “J., 


41,” care J C-K. 


* 





MANUFACTURERS attention: well 
known representative, covering Rocky 
Mountain States consistently for past 
20 years, desires one or two additional 
lines, such as watches, jewelry, costume 
jewelry, promotions; travel 36 weeks 
yearly ; commission basis. Address “C., 
60,” care J C-K. 





WANTED; small novelty items; inter- 
ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise; have 11 
salesmen who cover entire country ex- 
clusively for us. Address “H., 2006,” 
care J C-K. 





GOLDEN opportunity for manufac- 
turers; one of nation’s highest rank- 
ing representatives, covering Eastern 
States for 25 years; 35 weeks a year 
traveling; desires gold lines, watch 
lines, promotion merchandise, etc.; 
have solid contacts with jobbers, 
department stores, credit stores, dis- 
count houses and large retail users; 
what have you to offer; commission 


basis. Address “S., 80,” care J C-K. 


Side Lines 











SALESMAN wanted to carry a platinum 
diamond ring line to the better accounts 
in New England and the Eastern terri- 
tory. Address “D., 51,” care J C-K. 





REPRESENTATIVES ffor Arizona-Ne- 
vada-New Mexico; religious line rosa- 
ries, medals and religious jewelry; lim- 
ited display, excellent side line. Box 
306, Altadena, Calif. 





SEMI-PRECIOUS and synthetic stone 
salesman wanted with following among 
manufacturers and wholesalers; com- 
mission basis; state territories and de- 
tails. Address “C., 2959,” care J C-K. 





SALESMEN wanted, to sell hand 
painted sterling enameled jewelry, 
pendants, barrettes, bracelets, etc. ; 
20% commission. F. A. Hermann 
Co., 20 Belmont Place, Melrose 
Highlands, Mass. 





SALESMEN;:; one for Pacific, and one for 
Middlewest, to carry as a side line, to 
fine retail trade, old established manu- 
facturer’s line of ladies’ and men’s high 
grade 14K gold jewelry and novelties; 
a. ae Address “J., 107,” care 

-K 





(Continued on page 226) 
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SIDE LINES—Continued 





SALESMAN, all territories open, to carry 
illustrated line of sterling and silver 
plated hollowware, Ronson lighters, 
Carvel Hall cutlery, clocks, watch 
bands, for rapidly expanding jobber ; 
you can get in on the ground floor ; com- 
mission. Address ‘“K., 175,’ care J C-K. 





SALESMAN, with non-conflicting line, 
having following among better depart- 
ment, specialty and jewelry stores in 
Midwest or Southwest territory, to rep- 
resent a fine manufacturer’s rhinestone 
line. Encore Jewelry Co., 5 Columbus 
Circle, New York 19, N. Y. 





-——— 


SALESMAN, with a non-conflicting line, 
to represent a manufacturer of wedding 
rings, mountings, diamond engagement 
rings, etc., fast selling line; strictly com- 
mission basis; give information in de- 
tail in first letter as to the States in 
Hb oe you travel. Address “O., 95,” care 
J C-K. 





AMERICA’S most comprehensive line of 
sterling serving pieces and handpainted 
bone china handle serving pieces; has 
various territory open; will make an 
excellent side line for salesman now 
carrying sterling or silverplated hollow- 
ware; give full details in first letter; 
replies confidential. Address ‘“G., 67,” 
care J C-K. 





. 


SALESMAN, calling on the better stores 
throughout the Mid-West and South- 
west; we have a small but attractive 
line of 14K and genuine pearl jewelry 
in antique reproductions; also bangle 
bracelets and tailored earrings; straight 
commission; non-conflicting lines; state 
full particulars in first letter. Address 
“A., 159,” care J C-K, 





SALESMEN, with following among 
wholesalers, catalogue and premium 
houses, to represent sole U. S. dis- 
tributors of world famous Lamaire 
binoculars and opera glasses, plus 
allied promotional items; need sales- 
men for Southern territory and 
West Coast; top opportunity for 
good men; write present connec- 
tions and full particulars. Jake 
Levin & Son, 12th & Walnut Bldg., 
Kansas City, Mo. 


































WANTED ; costume jewelry salesmen with 
following among jewelers, department 
stores, drug stores, specialty shoppes, 
and other costume jewelry outlets; an 
established Eastern manufacturer of 
jewelry that is different has available 
the following territories; Dakotas, Ne- 
braska, Kansas, Oklahoma, Texas, 
Missouri, Alabama, Georgia, Tennessee, 
Carolinas, New York, New Jersey, 
Pennsylvania, District of Columbia, 
Maryland, Delaware; straight commis- 
sion; give complete resumé. Address 
*M., 2790,” care J C-K. 








Help Wanted 














WANTED; A-1 jeweler, who can repair 
- - stones. Address “V., 1461,” care 








WANTED, two A-1 watchmakers; per- 
centage basis only. Address “T., 1460,” 
care J C-K 





YOUNG lady, some experience in semi- 
precious stone house. Apply, Alfred La 
Frantz, 101 Canal St., New York City. 


GOOD jeweler, 


with business ability, 
capable of taking charge of 10 people; 
fine future for a capable man. Address 
“X., 94,” care J C-K. 





WATCHMAKER wanted, for general re- 


pair work in Connecticut retail jewelry 
store; good salary; permanent position. 
Address “P., 2900,’ care J C-K. 





JEWELER, on new work and able to do 


some setting; write in detail as to sal- 
ary, experience, etc.; fine position. Ad- 
dress “Z., 93,” care J C-K. 





WATCHMAKER, capable of close timing 


on all grades and makes of watches; 
give full information and salary wanted 
in*first letter Brock’s, Inc., Rome, Ga. 





JEWELER, dependable, good workman, 


thoroughly experienced for retail re- 
pair department; references required. 
Address “C., 132,’ care J C-K. 





WATCHMAKER, experienced ; permanent 


position for good man; salary or per- 
centage basis; give full details in first 
letter. Address “J., 139,” care J C-K. 





EXPERIENCED jewelry salesman ; steady 


employment; give salary wanted, age, 
references. Peacock’s Jewelers, Wichita, 
Kan. 





COMBINATION watchmaker-jeweler, in 


leading jewelry store in small city in 
Northern New York State. Address “K.., 
73,” care J C-K. 





ENGRAVER, for manufacturing trophy 


company; steady work throughout 
the year. Arlen Trophy Co., Inc., 
50 Gold St., Brooklyn 1, N. Y. 





THREE experienced watchmakers; must 


be able to repair American and Swiss 





watches; permanent position. Winters 
Jewelry, 120 N. Broadway, Wichita, 
Kan. 

WANTED; salesman for manufacture of 


ladies’ 14K gold mountings: area the 
South or West of the Mississippi: state 
age and references. Address “T., 86,’ 
care J C-K. 





WATCHMAKER, for 


—— 


established retail 
store; ability to set diamonds desirable ; 
top salary for highly qualified man; no 
other considered ; New York State. Ad- 
dress “B., 99,’ care J C-K. 





MANAGER, for established promotional 


credit store in New York State; must 
know credits, display, aggressive sell- 
ing; state age, experience, salary. Ad- 
dress “K., 140,” care J C-K. 





YOUNG man, experienced precious stones 


or diamonds; assorter and salesman; 
become right hand man to diamond im- 
porters; replies kept confidential. Ad- 
dress “‘N., 181,’”’ care J C-K. 





SALESMAN, assistant to owner; estab- 


lished credit jewelry store in Central 
Ohio; must be ambitious and willing to 
assume responsibility; permanent posi- 
tion. Address “M., 116,’’ care J C-K. 








SALESMAN, experienced, aggressive man 


for retail cash-credit store; good op- 
portunity ; permanent: state salary and 
previous experience. Klausner, 428 
Knickerbocker Ave., Brooklyn, N. Y. 





RETAIL salesman, experienced 
man, under 50, for precious stone a 
watch department in Western N 
York; member A.G.S.; please Write fy) 
particulars. Address “K., 186.” ca, 
J C-K re 





i 

IKSTABLISHED antique jewelry importe 
with following wants salesman: must 
also have following in jewelry and ap 
tique jewelry stores; can have nop, 
comes line. Address “E., 154,” care 





——————_____ 


WATCH and jewelry repair shop, 1p. 
cated in old established drug store: 
busiest corner in Florida West Coag 
resort town; reason for selling, il] 
health ; price, $1,500 cash. Address “H,, 


- ’°? 


157,” care J C-K. 





———$—_——______ 


WATCHMAKER, experienced, wanted by 
well known Swiss agency ; specialized jp 
automatics, water-proofs and chrono. 
graphs; write full particulars, stating 
age, experience, etc. Address “D., 63.” 
care J C-K. 








SALESMAN wanted; calling on retail 
stores; largest line of fine scarab 
jewelry; 14K and gold-filled; trade 
marked, advertised and well known; 
competitively priced. Address “E,, 
135,” care J C-K. 





—_—_ 


A-1 watchmaker; permanent position; 
sober, reliable, experienced in close 
timing of railroad work; Florida 
East Coast, old established cash 
store. John K. Shacklett, New 
Smyrna Beach, Fila. 





JEWELER, for fine old established store; 
prefer combination jeweler-engraver or 
jeweler-stone setter; congenial working 
conditions: air-conditioned store; good 
salary. Carpenter-Matthew, Asheville, 
N ‘ 





JEWELRY salesmen, to call on retail 
jewelers and discount houses; silver 
plated, sterling hollowware and fine En- 
glish import lines available ; some terri- 
tories still open. Address ‘‘L., 115,” care 
J C-K. 





JEWELER, with 10 to 15 years’ experi- 
ence on new work and production; $2 
per hour to start and good bonus; give 
information in detail, state married or 
singie and where in the past employed. 
Address “V., 92,’’ care J C-K. 


ee 





SALESMAN wanted to represent large 
manufacturer of gold rings; must have 
experience and following ; territory open 
in the South or West Coast; all replies 
held in strict confidence. David Pfeffer 
Co., Inc., 106 Fulton St., New York City. 








WATCHMAKER, experienced ;_ five day 
week; ideal working conditions in 
Northern Ohio city; permanent job; 
state age, experience, salary expected, 
in first letter. Address ‘‘R., 2165,” care 
J C-K. 








SALESMAN, to represent leading manu- 
facturer of nationally advertised line 
of key wound and electric clocks ; in 
Michigan, Ohio, Kentucky, Indiana : g00 
salary ; benefits; long employment. Ad- 
dress “A., 195,” care J C-K. 











SALESMAN with established following 
except California, for important 
diamond concern; desire man W! 
successful background in diamond 
field; excellent opportunity for right 
person. Address “G., 105,” care 
J C-K. 
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TE ARE salesman, with establishea 

ag nent in Southwest among depart- 
ment stores and jewelers, to represent 
rominent manufacturer of hollowware, 
giftware and coffee makers, on commis- 
sion basis ; non-conflicting side line ac- 
ceptable. Address “H., 68,” care J C-K. 





i 


sSMAN, resident Pacific Coast, with 
oe of jobbers, wholesalers and 
chain stores, to Carry a fine line of un- 
mounted 14kt gold bridal sets, for old 
established firm; give full particulars ; 
confidential. Address “B., 58, care 


J C-K. 
nineties 


SALESMAN, with active following among 
the wholesale trade and large retailers, 
in the Middle West and Eastern terri- 
tories, wanted by established manufac- 
turer of quality platinum and white 
gold watch cases; state full particulars. 

Address “N., 111,” care J C-K. 











RETAIL salesman-manager; must know 
all phases of jewelry business, includ- 
ing buying of diamonds, advertising and 
handling personnel, and come well rec- 
ommended ; good salary. Curtis Jewelers, 
431 Santa Monica Blvd., Santa Monica, 


Calif. 





~_--— 


WATCH salesman; nationally advertised 
quality watch line wants top man to 
call on active accounts and prospects in 
the South: liberal draw against com- 
mission; give full information in confi- 
dence; our staff knows of this ad. Ad- 
dress “F., 171,” care J C-K. 





SALESMEN, with following by long es- 
tablished wholesale jewelers and watch 
importers selling popular priced mer- 
chandise, nationally advertised brands; 
residing in vicinity; travel by car; 
drawing against commissions; refer- 
ences. Address “R., 2622,’ care J C-K. 








SALESMAN, with a non-conflicting line, 
to represent a manufacturer of stone 
set rings; must have experience and 
following in the open territories; one 
—Ohio, Michigan, Indiana, Illinois; two 
—Texas and adjacent; good opportunity 
with a top line; state full particulars. 
Address “C., 61,” care J C-K. 





SALESMEN ; sterling silver hollowware ; 
good opportunity for the right man to 
contact jobbers, department stores and 
jewelers ; several choice territories open ; 
give complete details of territory cov- 
ered; all applications will be held in 
strict confidence. Arrowsmith Silver 
a 132 W. 22nd St., New York 11, 





DIAMOND manufacturer wants whole- 
salers or responsible salesmen suc- 
cessfully covering better jewelers, 
chain Stores and manufacturing 
jewelers to carry goods on memo.; 
all sizes and qualities in fine make; 
rating or highest references _re- 
quired. Address “N., 117,” care 
J C-K. 


a 





MID-WEST representative wanted to visit 
top rated retail jewelers for exclusive, 
nationally advertised mounting line of 
bridal sets, fancy rings and _ gent’s 
rings; our revolutionary shank assures 
high volume; all replies strictly con- 
fidential; send full details. Contour 
Ring Co., 215 W. 5th St., Los Angeles 
13, Calif. 


a 





DIAMOND ring line, wedding rings, bridal 
sets, dinner rings; advertised brand 
name; priced for easy selling and sup- 
ported by top merchandise experience, 
Plus abundant dealer aids: $200 weekly 
drawing account against commission; 
write in full detail and strict confidence 
giving territory you now cover. Ad- 
dress “C., 167,” care J C-K. 


SALESMAN, excellent opportunity for 
high calibre man to take over estab- 
lished territory in Virginia, West 
Virginia, Kentucky, Tennessee, 
North Carolina, and South Carolina, 
calling on better retail jewelers and 
department stores; all replies con- 
fidential. Address “B., 143,” care 
J C-K. 





SALESMAN wanted, to cover Denver and 
surrounding territories; excellent op- 
portunity for conscientious man; we 
are manufacturers of diamond engage- 
ment ring sets, wedding rings, watches 
and attachments, in gold and platinum ; 
liberal commission; non-conflicting line 
acceptable; all replies held confidential. 
Address “P., 78,” care J C-K. 





ISNGRAVER wanted, first class man by 
trade shop; all the work you can do; 
one who is capable of making $125 per 
week, or more; na dull times; air-con- 
ditioned shop; living conditions favor- 
able; no housing shortage; city of 400,- 
000; apply at once. Phone, write or wire, 
Lowell Hay’s Jeweler, Three Sisters 
Bldg., Memphis, Tenn. 





OLD established diamond ring house has 
two territories open for salesmen with 
established following ; no aspirants ; lib- 
eral drawing account against commis- 
sions: liberal commissions; New En- 
gland and Mid-west territories open; 
our men know of this ad; all informa- 
tion kept in strict confidence. Address 
“F., 104,” care J C-K. 





THREE men needed ; one as manager, two 
as assistant managers; must be of top 
calibre and have excellent references ; 
swell, secure future is waiting here for 

the right men; write in confidence to 

| ind. breed at Alpert’s Jewelers, Elmira, 

N. Y.: state the starting salary you de- 

| sire, full employment record, any other 

| 





information you deem advisable. 





WATCHMAKER; permanent position 
open for an experienced watch- 
maker: must have neat appearance 
and pleasing personality; prefer a 
young man interested in sales and 
management career; write stating 
experience, age and salary desired. 
Address your application to: 
Michaels Jewelers, 926 Chapel St., 


New Haven, Conn. 





SILVER salesmen (three); manufac- 
turer of a complete line of sterling 
silver hollowware and novelties, has 
opening for experienced men in 
Mid-West, Pacific Coast and South- 
ern territories; have many estab- 
lished accounts in all territories; no 
objection to side line; all replies 
confidential. Address “G., 137,” 
eare J C-K, 





EXPANDING chain has several open- 
_ ings in desirable towns for live-wire 
managers; excellent salary and 
bonus for experienced men who 
understand every phase of credit 
jewelry operation and have record 
of successful store management; 
fine opportunity for advancement; 
write in full detail; all replies held 
in strict confidence. Address “B., 


130.” care J C-K. 








SALESMAN, Mid-west; sterling hol- 
lowware leading promotional line; 
replacing salesman retiring due to 
ill health; extensive amount estab- 
lished accounts as nucleus; no ob- 
jection to non-conflicting side line; 
commission basis; give complete 
details as to experience, lines car- 
ried, etc.; other territories also 
available. Address “K., 1783,” care 
J C-K. 





WE require one leading jewelry box 
and display salesman to represent 
us in Tennessee, Alabama, Missis- 
sippi, Arkansas, Louisiana and 
Southern Illinois; we want a repre- 
sentative with box and/or display 
experience who is capable of earn- 
ing top money and of creating a 
permanent place in our organiza- 
tion. Electric City Box Co., 795 
Woodlawn Ave., Buffalo 11, N. Y. 





LONG established manufacturer of 
gold, gold filled and sterling staple 
and costume jewelry, selling direct 
to the better retail stores is re- 
arranging territories for better 
coverage and desires to secure the 
services of an experienced and com- 
petent salesman for the Middle 
West, New York City, Pennsylvania, 
New Jersey, Delaware, Maryland, 
Virginia and D. C.; write in strict 
confidence stating background, ref- 
erences, etc. Address “A., 184,’ 
care J C-K, 








SUCCESSFUL chain wants managers 
for large new stores to be opened 
in the South; besides top salary 
draw, 25% common stock interest 
will be issued to the manager, to 
be paid for out of his share of the 
store earnings; only men who un- 
derstand every phase of credit jew- 
elry operation and have record of 
successful large store management 
will be considered; all replies held 
in strict confidence; our present 
managers know of this ad. Address 


“H., 1737,"? care J C-K. 


EOS ACRE a LAE III AMT GEN RNR 
For Sale 


Stores, Stocks and Businesses 











JEWELRY store building and fixtures; 
why pay rent; $8,000 — $3,400 down, 
balance $50 month; best district; leav- 
7 city. Address “Calif., 103,” care 





ONLY jewelry store and gift shop; live 
Iowa town of 2000; plenty repair work; 
fine business, wants to retire; will sell 
or rent buildings. Address “M., 110,” 
care J C-K. 





JEWELRY store, good cash sales volume; 
new front; modern fixtures; Ohio city; 
handles major brands; watch repair 
department; priced right. Apple Co., 
Brokers, Cleveland, Ohio. | 





(Continued on page 228) 
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FOR SALE—Continued 








MODERN established credit jewelry store, 
located in Dallas outstanding suburban 
shopping center, doing over $60,000 a 
year ; all nationally advertised lines. Ad- 
dress “F., 136,” care J C-K. 





FOR SALE; fully equipped shop, includ- 
ing gold, palladium, sundry findings, 
stones and ready merchandise; estab- 
lished 1922; reason, sickness. Chesler 
Jewelry, 416 Denver Theatre Bldg., 
Denver, Colo. 





SMALL jewelry manufacturing and cast- 
ing plant; ideal arrangement for caster- 
jeweler partnership; established busi- 
ness; two salesmen, stock; low rent; 
small investment; sacrifice: New York 
City. Address “P., 118,” care J C-K. 





JEWELRY store; excellent downtown lo- 
cation and lease; clean stock, leading 
lines; $1,500 for modern fixtures: in- 
ventory flexible ; reason for selling, other 
stores require full time. Gibson Jewel- 
ers, 634 Fourth St., Santa Rosa, Calif. 





FOR SALE; modern cash jewelry store, 
excellent location; fine stock and fix- 
tures; established over 50 years: can 
be bought right; reason for selling, im- 
paired health; city of about 40,000, in 
Ohio. Address “J., 2436,” care J C-K. 





OLD established jewelry store north of 
San Francisco; major watch and silver 
franchises ; no fixtures to buy; inventory 
$30,000 or will reduce; very liberal dis- 
count if sold by March 1. Address “H., 
2989,” care J C-K. 





FOR SALE; jewelry store with standard 
lines, also best repair department in 
city of 85,000; also five colleges: lo- 
cated in Greensboro, N. C.; A-1 ac- 
counts receivable; will adjust inventory 
to suit. Neese Jewelers, 325 S. Elm St., 
Greensboro, N. C. 





FORTY-THREE year old established jew- 
elry store, 100% corner location, West 
Philadelphia; ripe for installment sell- 
ing; landmark street curb clock in front 
of store; all major jewelry lines and 
small appliances; clean stock: buy all 
or part; impaired health necessitates 
sale. Address “R., 82,” care J C-K. 





FOR SALE, jewelry store, established 
Since 1933; choice location in Paterson, 
New Jersey ; up-to-date built-in fixtures : 
air-conditioned; good, clean stock, ex- 
cellent opportunity for individual or 
chain owner wishing to retire: long 
lease to right buyer. For details, ad- 
dress “H., 106,” care J C-K. 





OLD established jewelry store in thriv- 
ing Texas city; top location, 55 
years in business; catering to high 
class clientele, and finest lines rep- 
resented; profitable, prosperous 
business, but must sell account of 
illness; approximately $100,000 to 
handle. Address “H., 173,” care 
J C-K. 






































For Sale 


Tools, Equipments 











USED tools, benches, lathes, cleaning ma- 
chines, staking tools, etc. R. P. Gallien, 
220 W. Fifth St., Los Angeles 13, Calif. 





WATCHMAKERS lathes from Midwest- 
ern University Horology School, per- 
fect condition, tipover T rest and three 
chucks, no _ tailstops, $22.95. Sloan, 
719 Ohio, Wichita Falls, Texas. 





SAFE (modern) approximately 7’ high, 
guaranteed perfect, with jewelers’ draw- 


ers. $200. Lafayette Service Co., 426 
— Ave., Brooklyn, N. Y. St. 
3-1918. 








Business Opportunities 








EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 33. 





SEE page 205 Thomas J. Faussett, 
Auctioneer, 521 Fleming St., Howell, 
Mich. 





AUCTIONS; successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
9200 Blackstone Avenue, Chicago 
iS. 





M. C. MAXWELL, exclusive jewelers’ 
auctioneer; guaranteed profits; all 
correspondence strictly confidential. 
Phone 5-2920. Res. 4-7231, 1429 
Boardwalk, Atlantic City, N. J. 





AUCTIONEER; 8 successful sales con- 
ducted in 1953; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6748 N. Ashland Ave., 
Chicago 26, Briargate 4-7303. 

















CASH for your store, regardless of 


amount; if you really want to sell 
now and get the highest dollar, 
write, wire or phone, R. A. Zanone 
& Co., 110-112 Madison Ave., Mem- 
phis, Tenn. Phone 5-0660. 





COLMES BROS., cash buyers 
liquidators of jewelry stores; inter. 
view arranged at our expense; 
bank and trade references, Write, 
Max Colmes, Room 333, 18 Tre. 


mont St., Boston, Mass. 





tt as 


SAMUEL GANSBERG will buy your gy. 
plus or entire stock and fixtures 9 
estates for cash; my direct outlet ep. 
ables me to pay you higher prices: bank 
and trade references of the highest 
character. Write 15-17 Maiden Lane, 
New York. Telephone Rector 2-5928. 





es 


A manufacturing jeweler, many years es. 
tablished, manufacturing a very fine 
line of jewelry, now employs 12 people 
and is interested in a partner; prefer 
a man with the knowledge of jewelry 
as well as business ability; reply in 
detail as to the amount you can invegt 
and past experience; out of New York, 
Address “‘T., 96,” care J C-K. 


—_——_—. 





AUCTION sales conducted in a dignified 
manner or the new method action sale; 
no license or restrictions in conducting 
action sales; 30 years’ experience; full 
particulars on request; an outstanding 
Pacific Coast organization to serve you. 
Wire or write, S. Amster & Associates, 
512%4 So. Main St., Los Angeles, Calif, 
602 Mission St., San Francisco, Calif. 





Cc. KELLEY, Auctioneer; we did it 

* ae just sold out Hugh Connelly & 
Son, Detroit, Michigan; inventory over 
$100,000; a sell-out to the bare walls 
including lease and fixtures ; if you 
want the best auction service and top 
dollar for your stock, write or wire me 
today and I pledge you a most suc- 
cessful sale. V. C. Kelley, 7322 N, 
Ridge Ave., Chicago 45, Ill. 





WILL pay cash to any established 
jeweler, dollar for dollar, for stock 
and fixtures, or will conduct aue- 
tion sale for you and finance any 
necessary funds needed for a suc- 
cessful sale; our long record in con- 
ducting auction sales is well-known 
in the trade. Louis Colmes, 637 
Scranton Ave., Lynbrook, N. Y. 
Tel.: Lynbrook 3-8044. 








IMMEDIATE cash for diamonds, watches 
(new or used), sterling, antique pieces, 
or anything of value; your whole store 
with or without fixtures; we have un- 
limited cash for this purpose, write, 
wire or call at our expense; references; 
Jewelers Board of Trade; shipment held 
for your approval of payment; since 
1919. Harry Elkins & Co., 59 E. Madison 
St., Chicago 3, Ill. Randolph 6-7390. 








WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures, for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephones 
Plaza 8-2110-2111. 
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] AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and 
enjoy a good reputation ; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; have bought and sold 
over 100 stores in my 40 years of 
business; all correspondence held in 
strict confidence. Herman Kimmel, 


43 W. 48th Street, Room 1309, New 
York, N. Y. 








DO you need cash; examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished 
this amazing result for over 200 
jewelers in the last two years alone; 
their thankful letters are in our 
files for your inspection. Wire, 
write or telephone, Manny Silver- 
man, of Silverman Sales Enter- 
prises, 580 Fifth Ave., New York 
19. N. Y¥Y. Telephone Pl. 7-4693; 
see page 151 for additional details. 


ARE LAER Pe PREF MELE BILE ESET LENO LEI OR LO CM EID LEE 
Wanted to Purchase 











—_—_-——- 


WANTED: used 75 ton Zeh & Hahnemann 
percussion press; give full details first 
letter. Address “E., 66,” care J C-K. 





—— 


WANTED established jewelry store, by 
private party, in Eastern Pennsylvania, 
Virginia, or Maryland. Address “H., 
161,” care J C-K. 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, ete. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





WANTED; jewelry store in small, fast 
growing Southern community; must be 
established; state full particulars; re- 
plies confidential. Address “R., 79,” 
care J C-K. 





CASH for watches, movements, solid gold 
cases, watchmakers lathes, motors, 
cleaning machines, timing machines 
staking tools, ete. T. D. Sweazey, 2320 
Milwaukee Ave., Chicago 47, III. 





WANT Vacheron and Constantin pocket 
watch, 12 size, original factory case 
and parts, perfect and reasonable, 18 
jewels preferred. M. Thomson & Co., 
Manufacturing Jewelers, Box 2444 Cen- 
tral Sta., Kansas City, Mo. 





ATTENTION pawnbrokers, credit stores; 
we can pay highest prices for clean, 
late model wrist and pocket watches, 
because we are one of the largest direct 
users in the country; estimate or check 
by return mail; large lots preferred. 
Bonded Jewelry Co., 33 So. Lexington 
Ave., White Plains, N. Y. 


(ete 





WATCHES wanted; any quantity; all 
brands; highest cash prices paid; 
we also buy surplus jewelry, rings 
and diamond jewelry, diamond 
rings, ete. correspondence invited; 
references: The Houston National 
Bank of Houston, Texas, or Dun & 
Bradstreet, Inc. Diamond Jewelry 
Co., 219 Melrose Bldg., Houston 2, 


Texas. 





WE’LL buy it; lock, stock and barrel, 
or part, if you wish, providing, of 
course that it’s jewelry and belongs 
in a jewelry store; what’s more 
we'll pay cash for it without hem- 
ming and hawing; wire or write 
your proposition or call. Ref.: 
Jewelers Board of Trade, Dun & 
Bradstreet, Manufacturers Trust 
Co., N. Y. Frank Pollak & Sons, 
smee 1905, 72 Bowery, New York, 
N. Y. Phone Canal 6-2854. 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references: National 
Bank of Commerce, Memphis, 
Tenn.; Jewelers’ Board of Trade, 
Dun & Bradstreet. Weinman’s, 
Dept. K., 108 Beale Ave., Memphis, 


Tenn. 


Watch Work, etc., for 
the Trade 











BOSTON, Mass.; expert trade watch- 
maker bench vacant: good Northern 
light; on your own. See, R. J. Hyman, 
373 Washington St. 





WATCH repairing, over 20 years’ experi- 
ence; timed on Watchmaster. . WwW. 
es 2439 Andover Rd., Columbus 

. oO. 





SINCE 1921 reliable watch repairing for 
the trade; efficient, dependable mail 
service. Standard Watch Service, 949 
Broadway, New York 10, N. Y. 





A FINE watch repair service for the 
better stores; complete satisfaction 
assured. Birk’s, 25 E. Washington 
St., Chicago 2, Ill. FR 2-1612. 





ONE week’s service; one year guaranty; 
expert watch repairing, accurate Watch- 
master timing; reasonable prices. Fred 

a. 48 W. 48th St., New York 36, 


N. 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





SPECIALIZING in repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster; 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 





BOSTON, Mass.; expert and guaranteed 
watch repairing; prompt service; prices 
on request; mail orders invited. David 
Migdal & Co., 109-B Summer S&t., Tel. 
Hu 2-9547. 


UNSURPASSED workmanship, watch re- 
pairing; excellent service; Watch- 
master; largest shop downtown doing 
trade watch repairs exclusively. Hyler 
Watch Co., 80 Nassau St., New York 38. 





COMPLETE costume jewelry and bead 
re-stringing service; stones replaced; 
watches, chronographs, calendars re- 
paired by graduate horological engi- 
neer; limited accounts. Wrona Co., 7 
Monument Square, Woonsocket, R. L. 





WATCHMASTER accuracy; cases 
polished experily; no additional 
charge; special prompt attention to 
quantity shipments; since 1937. 
Anita Watch Co., 116 Nassau St., 
New York 38. 








HIGH grade watch repairing; chrono- 
graph and self-winder specialists, 
also rebuilding and casing of 
watches; fast service at reasonable 
prices; all work fully guaranteed; 
over 40 years’ experience. Martin 
Cohn, 15 W. 47th St... New York 
19, N. Y. 





TWENTY-FIVE years’ experience in 
fine watch-repairing, chronographs, 
all complicated watches; free case 
polishing; Watchmaster assures ac- 
curate timing; work guaranteed; 
speedy service; price list upon re- 
quest. H. Spielman Co., 9 Maiden 
Lane, New York 38, N. Y. 








Special Order Work and 
Repairs for the Trade 





PHOTOGRAPHY on gold, silver, or plati- 
num; book locket miniatures our spe- 
cialty. Carman Art Co., P. O. Box 6, 
Brightmoor Station, Detroit 23, Mich. 





STONE encrusting, engraving and 
drilling; precious and semi-precious 
stones furnished and cut to fit your 
rings; lodge and fraternal emblems 
encrusted; coats of arms; special 
jobs invited. Harry Braunfeld, 108 
Fulton St., New York City. 








Miscellaneous 








JEWELRY factories moved and set up 
complete. Mike Krasilovsky, 426 La- 
fayette Ave., Brooklyn. ST 3-1918. 





WATCHMAKERS’ JOURNAL;. contains 
valuable information for watchmakers 
and students; $1 year; sample copy 
20¢. Dean Co., 7% N. Atlantic Ave., 
Daytona Beach, Fla. 
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December. We reproduce it here _ be- 


OFFERED FOR INTEREST cause, to our mind, it exhibits unusual 

The editorial below, by Eileen Jack- perception of an “internal” jewelry 
son, society columnist of the San Diego trade situation as seen by an “outsider.” 
Union appeared in that newspaper last | It is offered without further comment. 








SOCIAL EDITORIAL 


Fakes Fad Affects Gems 


By EILEEN JACKSON 

The crown jewels worn with a casual lace for the ball last night’’ were not un- 
costume by the Queen of Greece in her common. What has happened to those 
recent Southern California visit made us jewels? We suspect a lot of them are kept 
conscious of vanish- _in safety deposit boxes today, not because 
their owners do not want tu appear osten- 
tatious, but because they find that their 
fakes, often, are more fabulous, as ac- 
: cents, than the real thing. 
and their usurpation Social scribes 20 years ago would have 
by those brilliant considered it unthinkable to describe, in de- 
imposters, royal tail, a piece of rhinestone jewelry, as we 
rhinestones. Queen happily do today. Although we are quite 
Frederika of the willing to place a spray of colored glass on 
Hellenes, grand- milady’s shoulder today (and call it just 
daughter of Kaiser that), we would hesitate to give an inch of 
Wilhelm II, is as social space to her rabbit coat. Apparently 
high born as she is her furs have to be real to be approved, 
out-going and gay, but her jewels can be paste and still make 
and she wears her inherited jewels, not the social columns. 
only as her King Paul might wear an As we see it, real jewels may have to do 
identifying decoration or medal, but as an a _ better job as an eye-catching accessory 
American woman might wear her costume than heirlooms or new gems are doing, or 
jewelry—for accent. anpneeensesee;s. We Will have to re- 

With her dressy “spectator sport” en- g | valuate jewelry and 
semble we found her wearing a choker of ; ; , 

. find more pleasure 

huge pearls with pendant at her throat 
formed by a great ruby surrounded by a in the real, well de- 
double row of diamonds, the ruby and dia- signed object, before 
mond combination being repeated in her gems can be re- 
rings and bracelets. Such magnificence turned to their old 
somehow did not seem out of place with status. As long as it 
her informal costume. This, we decided, is the fashion to like 
was because garish costume jewelry a wad of ice on the 
splashed with a pseudo opulence on every- shoulder, instead of 
thing from gingham to velvet, has so con- ba restrained, quiet- 
ditioned us to huge accessories, real and , ly-spoken diamond, 





ing American gems, 
as far as the social 
scene is concerned, 
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otherwise, that we saw nothing incongru- Brvoeutscrsee the costume jewelry 
ous about a sovereign’s jewels worn at a_ will keep the real gems in the bank vault. 
morning conference. This thing of jewels going into social re- 


Her Majesty’s jewels were not only sym- _ treat is not altogether a matter of money 
bols of wealth and station, but were so or modesty. A woman who buys a mink 
well designed that one could not fail to re- coat can afford genuine jewels, and there 
spond to their intrinsic beauty. is plenty of mink mention in the columns. 

Costume jewelry fashions not only have The fact that she prefers a fine wrap to 
influenced our attitude on accessories, al- an imitation shows that the phony fad has 
lowing us to call “glamorous” what our not extended to furs. 
grandmothers would have termed “bad The jewelers, as we indicated, can re- 
taste,” but they have ruthlessly pushed — turn the valuable stone to social favor by 
what real gems Americans do possess out —ire-styling it to give it the same accent 
of the social picture. value as the costume piece, or can re-edu- 

We were conscious of this recently at cate us in appreciating the real instead of 
the opera which brought out yards of the fake. By giving us increasingly beau- 
sapphire mink and white ermine, name __ tiful designs, they are now doing, they can 
model dresses, but precious few precious force us to enjoy jewels as works of art 
jewels. This was not always so at social rather than symbols of solvency. Real 
events of comparable importance in San gems have to be as honest in design as cos- 
Diego. We've been covering Charity Balls, tume jewelry, which, at its best, doesn't 
and other events more than two decades __ pretend to be anything more than it is. 


here, and can remember describing the im- We hope, however, that when jewelers 
pressive jewels, as well as the furs and restore gems to their old favor they won't 
gowns, seen at the bails. push rhinestones off our lapel until they 


Such sentences as “Mrs. Aubrey Brown can make our kind of diamonds (the size 
brought out her handsome diamond neck- of a wee dew drop) high fashion. 
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Glee Ue Breclueion ss. 


ONE FOR ALL — 
ALL FOR ONE 


The theme feature of this month’s 
issue is presented in a series of arti- 
cles based on the dealer-helps offered 
by manufacturers. The purpose is to 
get more jewelers to use more of them, 
more often. This will surely strike 
some of our readers as an effort on 
our part to promote the interests of 
the manufacturer. 


If that impression is created, let us 
hasten to state that nothing could be 
nearer the truth. 


For the jewelry business to be 
healthy in any of its divisions it must 
be healthy in every one of them. Any 
constructive effort by the members of 
either segment of our industry, manu- 
facturer, wholesaler, or retailer, 
benefits all. 


When manufacturers spend big 
money providing sales ammunition 
to help retailers sell more of their 
merchandise, they are performing an 
industry-wide service. 

Retailer neglect of these services 
represents an economic waste of exist- 
ing power——a waste that has no place 
in the intensely competitive market 
which the jeweler faces this year. The 
series “Moving Your Merchandise 
With Mnufacturers’ Money,” is de- 
signed to get manufacturers to pro- 
duce more and better dealer-aids and 
to get retailers to better appreciate 
the profit-producing power of those 
that are now available. 

That this series will be helpful to 
the manufacturer (and the whole- 
saler), we hope. For it can only be of 
value to them if the retailer benefits 
from it first. 


Manflec AREA. 


Editor 
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This year, ONE of every SIX family tables in your 
neighborhood will be equipped with a complete new 
set of flatware. Why not make the most of this op- 
portunity, the easiest way: 


1. Tactfully ask each silverware prospect: “‘Are 
YOU silver shy ?”’ 


2. Show “1847” patterns to fill their serving needs. 





1847 ROGERS BROS. 


America’s Finest Silverplate 
The top-quality line with the top-profit margin 
A product of The International Silver Company, Meriden, Conn. 


ONE of them is mighty important to you! 





NEW! DIFFERENT! 
‘4 “Ege Head” Bank with 
‘ 3-Piece Feeding Set! 


Cute plastic coin bank with 
removable base, attractively 
packaged with Baby Feeding 
Spoon and 2-pc. Educator Set. 
Choice of 6 patterns. $3.00 
Gift Boxed. Will sell on sight! 
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Tune in and tie in! 1847 Rogers Bros. hit television show— 
‘‘My Favorite Husband,” selling for you over CBS-TV stations! 
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TIMELESS Ne PATTERN FOR’ 
: 7 


—a fresh, new pattern 


Here’s a rare beauty molded in a new 
pattern—created with the masterful touch 
of 1881®@ Rogers®* craftsmanship. Its 
pure simplicity catches the fancy of young 
homemakers — makes it an ideal service 
for formal or informal settings. 
MERCHANDISED TO SELL! 
To help you sell Proposal* quicker and 
easier, 1881®@ Rogers® presents this win- 
ning introductory offer: — 
78 piece Proposal Service for 8 
Regular Value $88.50 
Special— Limited time— 
Introductory Offer $69.75 
Consumer Savings $18.75 
Order now! Plan your own advertising 
and store displays to increase your spring 
silverplate sales . . . and profits. Oneida 


Ltd... Oneida. N. Y. 
*Trade Marks. Oneida Ltd., Oneida, N.Y. 


SAVE 212.75 


6 


REGULAR $88.50 VALUE 


- ADVERTISED IN 


1% 4 
in full page, full color 

inside front cover | 
May 24 


b : 
f 


Gleaming Value. 


+ Your “Proposal Chest” holds all this! 


- 16 teaspoons 8 oyster forks 


78-PIECE SERVICE FOR 8, PLUS 


8 knives 8 iced drink spoons” 
8 forks 1 pierced serving 5¢ 
8 salad forks l serving spoon 
8 butter spreaders 1 butter knife 
8 soup spoons ] sugar spoon 

1 two-piece steak set 


Protected by beautiful, anti-tarn ish lining 


CHEST 





